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ABSTRACT 

The speedy progression and developments in computerized technologies in the last epoch 

have considerably changed the everyday life of the present day sales representative. Sales 

Force Automation is marketing tool often a part of a company‘s Customer Relationship 

Management approach whose goal is to help improve a long-term, cost effective linkage with 

specific customers for the reciprocal benefit of the customer and the business. There is a 

growing demand for greater levels of standardization to improve the flow of information 

between the companies and trading counterparts, referred to as sales force automation (SFA). 

The purpose of this study was to examine influence of adoption of sales force automation 

system on sales performance in Kenya taking a case of consumer goods firms in Nairobi 

county. The objectives of this study was to establish how perceived ease of usefulness, 

perceived ease of use, facilitating conditions of SFA system use, computer self-efficacy, SFA 

system control and sales performance and to establish the moderating influence of system 

characteristics on sales performance. The research design of the study was a descriptive 

survey research. This study targeted consumer goods firms in Nairobi County, Kenya and the 

respondents were project managers/IT managers and Salesforce of these firms, making a 

sample size of 250 respondents. Stratified random sampling was employed to select 

managers and Salesforce from each of these firms and obtain a sample of 50 of the 149 firms 

in Nairobi County representing a 30% sample size. The study relied on primary data which 

was collected through administering structured questionnaire comprising of closed and open-

ended questions developed in line with the objectives of the study. Quantitative data 

collected using questionnaires was analyzed by the use of descriptive statistics, ANOVA, 

regression, Correlation analysis and multiple regression analysis. Content analysis was used 

to analyse data collected from the open ended questions. The general conclusion from the 

questionnaires analysis was that usage of SFA technology in the consumer goods firms in 

Kenya, along with their clients, has achieved its expected results as inferred by IT 

Managers/Project Managers, Sales Managers and salespersons who shared in this study and 

who awesomely appreciated this technology and its key paybacks. On the basis of regression 

statistics, the study found out that there is positive influence of all the independent variables 

on the dependent variable, though at different significant levels. Perceived usefulness and 

sales performance of consumer goods firms in Kenya with β=0.442, p =0.000; perceived ease 

of use β=0.629, P = 0.000; facilitating conditions β=0.409, p=0.000; Computer self-efficacies 

β= 0.216, p=0.000. The test showed a significant association between system characteristics 

and sales performance of χ2=13.463, df=249 and p=0.009. There was significant relationship 

between SFA system control and sales performance of χ2=0.745, df= 249 and p=0.000. 

Based on the findings, this study recommended that for companies where ongoing customer 

relationships are essential, management should consider adoption of salesforce automation as 

a key driver of their business. From the analysis, this study also found out that Kenyan firms 

have a positive peculiar strength in embracing technologies, contrary to what external 

literature depicts as a global challenge. In conclusion, essential objectives of SFA such as 

improved speed and effectiveness in performing present sales tasks are competitive need in 

today‘s markets, and as such should stay as basic necessities of SFA-implementation 

projects. 
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CHAPTER ONE 

 INTRODUCTION 

1.1 Background of the study  

The origin of modern-day sales and marketing transpired in the years about the turn of the 21st 

century (Friedman, 2004). Businesspersons at the advance guard of trading, established new 

techniques of operating sales and subsequently came up with fresh procedures of management 

that matched those of the contemporary mass production science. Friedman (2004) argues that 

the modern industries produces more products and services than it were at the turn of the 21
st
 era 

and with that, the sales team dimensions saw unparalleled development in order to stimulate 

those goods and services. The development of the trade bred the amplified rivalry from 

enterprises that manufactured homogenous products and services.  

Salesforce is the division of a business that is responsible for selling of products or services in an 

organization. The individuals in this division are referred to salespeople (salesperson) and the art 

of selling is referred to as salesmanship. Salesforce nowadays faces many challenges that 

originate from external and within associations (Jones, Brown, Zoltners, and Weitz 2005). Being 

the greatest outer performer, clients always raise their anticipations. By means of the internet, 

they educate themselves about item choices before deciding on a buy. Organizations are 

presenting sets of accepted rules which set strict models that must be maintained while 

encountering customers. Firms deal with market challenges by the use of various strategic, 

organizational and operational measures which bring additional burden on Salesforce. They 

change the strategic trend of their sale forces away from a transaction line of view to an 
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emphasis regarding relationships (Ingram 2006; Weitz and Bradford 2009). In this situation, 

Salesforce are required to shift their attention and time from fulfilling orders and direct it to other 

specially-made solutions for customers and new business operations (Shoemaker 2011).  

In Kenya, studies that are closely intertwined to this study have been carried out in the field of 

supply chain management field. Effectiveness and efficiency of the supply chain in Wrigley East 

Africa (Ayugi, 2007). His findings on challenges based Wrigley East Africa staff perception 

were: Demand and customer needs challenges, Quality and market completion challenges, raw 

materials and operational challenges, staff training and capacity challenges. Njoroge studied the 

benefits of upstream and downstream integration of supply chain, a case of East Africa 

Breweries Limited (Njoroge, 2007). His findings were that the major challenges within EABL 

supply chain were the suppliers and EABL‘s organization structure. The suppliers were few and 

could not deliver in good time resulting in losses. Other challenges experienced were poor 

communication channels and lack of alignment of duties within the supply chain. 

1.1.3 Sales Force Automation  Systems  

Sales force automation (SFA) is a computer system that mechanizes the selling processes by a 

salesman when selling products and services. SFA system is a marketing tool (often a part of a 

company‘s CRM approach), whose goal is to help advance a longstanding and reliable 

correlation with specific customers for ‗purposes of mutually benefiting the organization and its 

customers. The reason for SFA‘s existence is to retain customers and make them loyal to ensure 

repeat purchases. Today, because of the continually fluctuating competitive environment, Sales 

force automation systems is a necessary tool in firms for competitive advantage purposes 

(Rasmusson, 2009; Erffmeyer & Johnson, 2011). As a result, companies cannot differentiate 
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themselves from others by merely employing basic SFA instruments. Such benefits can only be 

attained by adopting cutting edge SFA tools. 

It is suggested in the literature that not a particular SFA system, nonetheless the functionality, 

sales procedures and responsibilities supported by technology should be reflected when defining 

the choice of the SFA meaning (Tanner and Shipp, 2005). Conferring to Honeycutt et al (2005): 

Express technological modifications and the degree of undesirability in the technological field 

indicate that impending scholars should emphasize on sales force automation as a tool of 

mechanizing manual and routine sale processes instead of getting immersed and dwelling in the 

specific parts of the specific technology tools that constitute SFA. 

 Contrary to the background of this argument, the study defines SFA as an out-and-out computer 

structure aimed at serving a sales force in managing a client, market and brands information and 

performs daily sales processes. The technology pool delivered to a given sales force may differ 

considerably, while sales tasks are relatively similar across dissimilar establishments. The study 

definition focuses on those sales processes sustained by SFA, rather than a particular IT system.  

 

Implementation of an SFA system project by an organization, as discussed, can be quite costly. 

This, nevertheless, is offset by the reduction of the costs associated with selling. There is the 

sales force on spend a massive amount of time administrative, non-sales related, efforts. This can 

be viewed as lost revenue by a firm, because the more time the sales force spends selling the 

more business they can bring in. The most crucial advantage of investing in a sales force is the 

capacity of both selling and creating value through the process of building firm relationships 

with the clientele. It is for this reason that mobility is held as a fundamental aspect of a sales 
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force. Nowadays, the sale force is in much need of a relationship with customers, rather than the 

traditional gathering of data. Sales force automation has enabled sales force to attain mobility. 

Movement is exceptionally important to the salesmen. Nowadays unlike before the salesman 

continually wants to be in trace with their customers, relatively to being in an office collecting 

information. With SFA this has permitted the sales team to convert progressively itinerant 

(Greenberg, 2011). 

SFA‘s appeal stems from the many advantages that it brings via its beneficial offers. One of its 

most appealing advantages is it enhanced capacity of delivering superior customer value in the 

course of information sharing within and across the customer service personnel, sales, as well as 

marketing (Morgan & Inks, 2011). Because many departments have the common interest of 

getting to vie the position of a customer account prospect, Sales force automation is crucial. 

Erffmeyer and Johnson (2011), studied the operational effects that come along with SFA tools 

and indicated that a multitude of firms achieve enhanced access to information as well as 

communication with customers. 

1.1.2 Sales Performance  

The achievement of a given undertaking measured against preset known guidelines of precision, 

culmination, cost, and speed by persons responsible for selling products or services. The overall 

measure or indicator for sales force performance is growth in sales. However, this need to be 

realized at the right cost, right time and within targeted market. Computerized technologies have  

Considerable altered the usual life of contemporary sales representatives by trying to bridge this 

gap. Sales managers have experienced bigger overheads and competition in modern years, and 
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trying to find methods to counter this progression. Thus, managers, as a rule consider that the 

postulation of providing IT to the sales force contributes to enhanced efficiency, communication 

and customer relationships (Colombo 2004; Goldenberg 2006; Conlon 2008; Campbell 2008; 

Moncrief et al. 2011).  

Churchill et al. (2005) conducted a meta-analysis and highlighted six major classes of the 

elements of sales performance. They include aptitude, skill, organizational factors, personal 

factors, motivation and role variables. The least associated was organizational/environmental 

factors while the most associated was role variables. 

Barrick and Mount‘s (1991) and Tett et al.‘s (2003) analysis was followed by more research on 

the same subject. Salgado (2007) investigated traits of FFM and job performance using a 

European model. Another study by Hurtz and Donovan (2010) concentrated on criterion-related 

rationality. Results of the two researches were parallel to Barrick and Mount‘s (1991), who had 

studied sales performance. 

In this study, sales force performance will be measured in relation to the use of SFA which is 

determined by use, satisfaction and net benefits as key indicators on sales performance. Use is 

calculated by the frequency of visits made to the site as well as the number of executed 

transactions. Satisfaction is measured by recurred visits and purchases. The overall benefits are 

evidenced by cost saving, expanded market share, time saving and incremental sales. 

1.1.3 Consumer Goods Firms in Kenya 

In Kenya, the food processing sector is the main part of the country‘s manufacturing industry. 

The sector, based on the elements of economic contributions, structure, as well as performance is 
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one of the most crucial. It is also the largest and comprises of more than 1200 businesses, which 

are composed of small firms and large multinational corporations. Picking from the Kenya 

Association of Manufacturers KAM (2015) directory, there are 735 registered members. KAM is 

an association of both those who manufacture and sell, those who buy and sell as well as those in 

the service industry. The members are categorized into 14 sub-sections, 12 of which are in 

preparing and esteem expansion while the other two offer fundamental administrations to 

improve industry. 

Food and beverage is the major sector. It comprises of 187 members who constitute 23% of total 

KAM membership of 735 (KAM, 2015). According to statistics obtained from the Kenya 

National Bureau of statistics in 2008, this manufacturing sector contracted by 3.9 percent from 

the previous year. Yet, it managed to generate over a third of the total manufacturing production 

capacity (33.4 percent). It also offered Kenyans 589, 319 jobs. The high production coupled with 

huge ingredient cost was attributed to the contraction. In the preceding year, 2009, the sector 

improved by a 2.1 percent growth rate. The sector contributed over Ksh.71, 338 million to the 

country‘s GDP in 2009 compared to 61,194 million in the previous year. 

The sector‘s products include beverage, foods, and tobacco commodities. The overall traded 

goods can be categorized as sugar and chocolate confectionaries, spirits and alcoholic beverages, 

cocoa, dairy products, water and carbonated drinks, juices, Tobacco and vegetable oils, meat and 

meat products. 

Some of these companies are; the East African Breweries Limited (EABL), The Coca-Cola 

Company, Cudbury Kenya Limited, Unilever, Bidco Oil Refineries Ltd, Nestlé, Del Monte 
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Kenya Limited, Brookside, Proctor & Allan (E.A) and The Sameer Agriculture & Livestock Ltd 

among others.  

1.2 Statement of the Problem  

The automation of numerous information flows that are concerned with many proceses in sales is 

an assurance of employing Sales Force technology (Ben Moussa, 2006). In general terms, 

regarding quality and time, Sales Force Automation is depicted as having positive contributions 

on the subject of customer information management, communication, presentation, analysis and 

reporting, price quotes and order processing, the promotion of products, as well as real time 

access of records (Boujena et al., 2009; Wang et al., 2008). 

 In Kenya, Companies have the same global challenge to increase levels of automation, integrate 

and increase speed of business processes to be compatible with the physical supply chain 

(Honeycutt et al 2005). There is a developing interest for more noteworthy levels of 

standardization to improve the flow of information between the companies and trading 

counterparts, thus sales force automation (SFA). 

 

Embracing SFA technology as a system and using it have been scrutinized in the former years 

(Chou, Pullins, and Senecal, 2009). Yet, according to Serdaroglu (2009), understanding how 

investments in SFA bring out value in business is a main concern in research in the 

contemporary world of technology. Rangarajan et al., (2005) empirically validate that the 

intricacy of using SFA-technology rises role struggle, which in turn has adverse concerns on 

salesforce energy and SFA adoption. 
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SFA technology fundamentally improves organization‘s performance. Activities and functions of 

the sales force make the most of the marketing budget and a major source of income and are very 

important for the success of organizations. Companies around the world are investing heavily in 

SFA through the aim of enhancing the results of their sales persons. SFA comprises of 

communication technologies such as pagers, phones, wireless devices such as Blackberry, car 

fax and the internet, which results in changing functions of the sales persons. Due to usage of 

technology, sales persons are required to be communicable all the time with customers and 

administrators. Sales executives may also be encouraged to apply the technology because of 

competition and use of technology by other companies. Nature of SFA systems varies from one 

company to another. SFA system combines many activities to support the main goal: to improve 

the collection, processing, analysis and dissemination of data to increase the efficiency of the 

sales persons for refining associations with customers Jones et al. (2002) and Buttle et al. (2006) 

also consider that verdict on Sales Force Automation paybacks has not been researched 

intensively and deem experimental research as insufficient. Locally, at least in Kenya up to date, 

little empirical work appears in the relevant literature that assesses the influence of Sales Force 

Automation on Sales performance in consumer goods firms in Kenya. Thus, firms in Kenya have 

been implementing SFA Systems in their Sales departments without clear evidence of their 

effectiveness on Sales force performance. In addition, the process of setting up of SFA systems 

has been challenging to many firms and therefore there is need for additional research on the best 

models linking SFA usage to sales performance (Ko and Alan 2004). 
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1.3 Purpose of the Study 

The purpose of the study was to explore the influence of adoption of SFA system on sales 

performance in Kenya; a case of consumer goods firms in Nairobi County. 

1.4 Research Objectives 

The objective of this study was to examine the influence of SFA system in consumer goods firms 

in Kenya on the Sales performance.  Specifically to: 

1. To establish how perceived usefulness of SFA system influences sales performance 

2. To determine the extent to which perceived ease of use of SFA system influence sales 

performance 

3. To assess how facilitating conditions of SFA system use influence sales performance 

4. To establish the extent to which computer self-efficacy in the SFA system influences 

sales performance 

5. To establish the relationship between SFA system control and sales performance 

6. To investigate the influence of SFA system adoption on sales performance 

7. To establish the moderating influence of system characteristics on the relationship 

between adoption of SFA system and sales performance 

8. To investigate the combined influence of SFA system adoption and system characteristics 

on sales performance 

1.5 Research Questions  

The study sought to answer the following questions: 

1. How does perceived usefulness of SFA system influence sales performance? 
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2. To what extent does perceived ease of use in the adoption of SFA system influence 

sales performance? 

3. How does facilitating conditions of SFA system adoption influence sales 

performance? 

4. To what extent does computer self-efficacy in the adoption of SFA system influence 

sales performance? 

5. What is the relationship between SFA system control and sales performance? 

6. What is the influence of SFA system adoption on sales performance? 

7. What is the moderating influence of system characteristics in the relationship between 

adoption of SFA system and sales performance? 

8. What is the combined influence of SFA system adoption and system characteristics 

on sales performance? 

1.6 Research Hypotheses  

1. H1:1 Perceived usefulness of SFA system has influence on sales performance 

2. H1:2  Perceived ease of use of SFA system has influence on sales performance 

3. H1:3 Facilitating conditions of SFA adoption have influence on sales performance 

4. H1:4  Computer self-efficacy has influence on sales performance 

5. H1:5 There is a relationship between SFA system control and sales performance 

6. H1:6       There exists a relationship between SFA system adoption and sales performance  

7. H1:7 System characteristics have moderating effect in the relationship between SFA 

system adoption and sales performance  
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8. H1:8 There is combined relationship between SFA system adoption and system 

characteristics  on sales performance 

1.7 Significance of the Study  

The study is expected to offer useful direction to sales and marketing specialists on dire areas 

such as fundamental sales projects practices sustained by IT, variety and quality of IT resources, 

description of applicable SFA-use, and its results. 

  

The anticipated insights of the research are three. Foremost, it argues that SFA-use should be 

hypothesized as a task-based concept. So as to tap the job-connected tasks  which can be realized 

by endorsing the system beside dimensions that are pertinent to the organizations (Doll and 

Torkzadeh 1998), to well separate salespersons in relations to their SFA-use conduct. 

Secondly, it inserts its SFA-use concept into an operational selling framework by networking it 

to its predecessor variables and salesman performance. By the coarse prospect provided by the 

task-based SFA-use concept, the study can lean-to more light on the procedure over which SFA 

controls the end results. Hence, the succeeding benefit lies in enhanced amplification of the 

relationship between SFA-use conduct and salesman performance. 

Number three contribution springs from the backgrounds motivating the SFA-use concept by 

relating well conventional qualifications of SFA (automation) to clarify the SFA-use constructs. 

The study can create more detailed sanctions to specialists in order to arouse SFA-use in the 

preferred custom. 
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In totality, the research line of attack can offer considerable insights on how SFA projects use 

powers on Sales performance and key aspects that drive that way of practice, which 

consequently aids businesses exploiting on their yield on SFA-technology plans. 

1.8 Assumptions of the Study  

The researcher assumed that the respondents would be honest, cooperative, factual (objectivity) 

and trustworthy in their response to the research instruments and would be available to respond 

to the research instruments in time. The questionnaires that were used were also assumed to give 

precise data and that the element of biasness would never set in during the data collection and 

analysis. It was also the assumption of the researcher that the authorities in the firms would grant 

the required permission to collect data from the firms. The study further made the assumption 

that there would be no serious changes in the composition of the target population that would 

affect the effectiveness of the study sample. 

1.9 Scope of the Study 

 The study examined the influence of automation projects (SFA) on the performance of the sales 

force in consumer goods firms in Kenya.  Sales force automation projects usefulness embodies a 

major prospect for establishments and is key in company agendas. SFA is promising substantial 

paybacks for salesmen and businesses are seriously spending in this technology. Nonetheless, 

SFA is costly and it is often problematic to enumerate this technology‘s paybacks, making it in 

the end challenging to validate the venture in SFA adoption. Thus SFA projects and their effect 

on salesforce performance indicate a significant research gap.  

The study focused on 50 firms out of the 149 consumer goods firms in Kenya using SFA. This is 

because the study was targeting firms that have an existing SFA, a permanent sales force of more 
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than 5 and a high rating performance (Financial, employee base, market penetration and brands 

popularity). The geographical scope was the various Consumer goods firms within the Nairobi 

County which would give the study a representative sample.  

The study also focused on SFA projects of the salesforce and not on other system areas such as 

customer relations Management, HR, and payroll. The managers and Salesforce were deemed 

suitable respondents for the study as they have better knowledge and awareness on the issue at 

stake and would provide specific information from a management perspective. 

1.10 Limitations  

 This study examined the relationship among personality traits, sales people attitude towards sale 

force automation.  Additionally, it was also not known how and whether personality traits change 

over time and affect sales peoples‘ engagement in sales activities differently.  Thus, it would be 

more meaningful if similar research questions are investigated in a longitudinal fashion that 

employs growth modeling. 

The study experienced a few constraints, for example, the bureaucracy that was used by some of 

the firms hindered the study to reach all the targeted population, this affected the sample size. 

The study only focused in specific Consumer Goods Firms of which may not have the same 

aspect in other Consumer Goods Firms, which may not be a good representation of all types of 

Consumer Goods Firms. The study could have involved more Consumer Goods Firms for 

example in all counties to reveal real situation within the Consumer Goods Firms and all over the 

country.  
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The data from questionnaires was based on the respondents‘ response, which may be untrue. In 

order to ensure the response was real and met the expectation of the result, respondent was 

required to answer the questions directly to the researchers as he highlights the response of the 

respondent to save the time and to ensure the answer given is correct.   

Some of the institutions were not willing to reveal information about their organization. This was 

overcome by administering the questionnaires together with the introductory letters with specific 

information on the purpose of the research and the confidentiality of information provided. The 

letter detailed the fact that the information collected was used specifically for academic purposes. 

 

Finally, material day number of the respondent sampled and those may have been present may be 

fewer hence affecting sampling size. In order to ensure sampled size was met, research assistance 

visited the Consumer Goods Firms frequently till they met the required 100% of the sample size 

which was adequate for analysis.  

1.11 Definition of Key Terms Used in the Study 

Automation Projects Automation projects refers to the use of various control systems for 

operating equipment such as computers, mobile phones, networks, 

and other applications with minimal or reduced human intervention 

that is implemented within a time frame, certain cost and speed. 

Computer Self-Efficacy Computer Self-Efficacy is ―the confidence in one‘s ability to 

successfully perform a technologically sophisticated new 

task‖. This is a specific application of the broader and more 

general construct of self-efficacy, which is described as a Person‘s 

http://en.wikipedia.org/wiki/Self-efficacy
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ability to engage in specific actions that result in desired 

outcomes. Self-efficacy does not focus on the skills one has, but 

rather the judgments of what one can do with his or her skills.  

Consumer Goods Firms    Consumer Goods Firms   are companies that produce items that are 

sold rapidly and at moderately minimal effort. Cases incorporate 

non-strong merchandise, for example, sodas, toiletries, Over-the-

counter medications, toys, handled sustenances and numerous 

different Consumables. Despite the fact that the overall revenue 

made on FMCG items is moderately little, more so for retailers 

than the makers/suppliers, they are for the most part sold in 

expansive amounts. FMCG is likely the most great instance of low 

edge/high volume business. 

Facilitating Conditions  Facilitating Conditions are described as the scale to which a person 

believes that technical and organizational infrastructure lasts to 

support the project. 

Information Quality  Information quality describes the e-commerce matter Such as 

whether the content is easy to understand, complete, personalized, 

relevant, and secure.  

Management Support       Management support refers to commitment of the management in all 

the processes in a firm. It is crucial for a firm to set precise 

expectations to the sales force of the Sales Force Automation 
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system. The company should clearly communicate the expectations 

to the Sales Force while management should commit to them. 

Perceived ease of use Alleged simplicity of use is the level to which one thinks that the 

use of a system could be effort-free. This is derived from the 

definition of ―ease,‖ which is autonomy of difficulty. Exertion is a 

limited means that one can assign to undertakings, which they are 

responsible. All else being equal, it is claimed, an easy-to-use 

application is has higher chances of being accepted than others. 

Perceived Usefulness  Perceived usefulness is an extent to which one considers that a 

system can enhance their job performance. This is borrowed from 

the meaning of the word ―useful,: which is "capable of being used 

advantageously." In the context of the organization, a company 

reinforces its employee performance by the use of bonuses, 

promotions, salary raises, and rewards. A firm with a high 

perceived usefulness is one which a user perceives the presence of 

a encouraging use-performance affiliation. 

Project Team-Use Project Team Use is the degree to which a pivotal sales persons 

team coworkers employ SFA and rely on the system in working on 

their team selling undertakings.  

Project benefits These are the greatest crucial accomplishment measure tools as 

they cover the stability between positive and negative effects of 
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business on employees, suppliers, customers, markets, 

establishments, economies, trades, as well as societies. 

Sales Force Automation  Sales Force Automation (SFA) is the application of IT to support 

Sales force in selling and/or administrative activities systems. It 

involves utilization of electronic software, hardware, and 

telecommunications knowledge to cover, analyze, access and 

exchange quality data in an effort to enhance the productivity of a 

sales force and its effectiveness. 

Sales Performance Sales performance is the accomplishment of a given task measured 

against preset known standards of accuracy, completeness, cost, and 

speed by persons responsible for selling products or services.  

Sales force Sales force is the division of a business that's responsible for 

selling products or services. 

Salesperson  Salesperson refers to the parties selling goods and services to other 

parties or entities. The degree of success of such an individual can 

be measured by the number of sales that they are able to complete 

in a specific time frame or even how successful they are in 

persuading potential clients to purchase a product. Sometimes, the 

compensations of a salesman depends on how many sales they 

make. 

SFA Control   SFA Control is a system of management, which tracks all contact 

made with specific customers, the purpose of that connection, and 

http://www.businessdictionary.com/definition/task.html
http://www.businessdictionary.com/definition/accuracy.html
http://www.businessdictionary.com/definition/cost.html
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the follow up steps needed. These efforts are helpful in ensuring 

that there is not duplication of sales efforts as well as in the 

reduction of irritating customers. 

Stakeholder Satisfaction  Stakeholder Satisfaction gauges everything including website visits 

to navigation, retrieval of information, and transaction execution. 

User satisfaction is a crucial means of measuring opinions of 

customers on given business environment. It ought, therefore, to 

cover a client understanding holistically from data retrieval via 

payment, transactions, service, and receipts.  User satisfaction will 

be measured in terms of repeat purchases and repeat visits.  

System characteristics  System characteristics refer to a group of smaller subsystems that 

have defined tasks on individual basis. All these work in harmony 

do as to attain the overall goal. 

Service Quality Service quality entails the total provision that is supplied by a 

service provider. Service quality does not consider whether the 

provision is supplied by the IT section itself, a new organization or 

other subcontracted providers. 

System System refers to technological support staff for the end-users. If 

satisfactory provision is given for the SFA system it can have 

similar power as teaching; it influences positively on the 

technology usage. 
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System quality System quality entails the desired characteristics of a business 

system such as reliability, usability, adaptability, availability and 

reaction time (an example of browsing time) as the key qualities 

cherished by consumers.  
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

Literature review chapter summarizes the background and context for the research problem. 

Works and results of other scholars who have done their research or researched in similar 

industry or field of study are presented here. The explicit areas researched on in this chapter are; 

concept of SFA, CRM (Customer Relationship Management), Goal of the SFA system, SFA-Use 

Dimensions and Salesforce Performance, the theoretical framework and Conceptual Framework. 

2.2 Concept of Sales Force Automation 

SFA can fundamentally be defined as the use or presentation of technology to enable Salesforce 

in their marketing / selling and administrative undertakings (Morgan and Inks 2011). SFA 

systems employ computerized telecommunications technology, hardware and software to 

capture, analyze, access and interchange great value data for the purposes of increasing sales 

people‘s efficiency and usefulness (Jayachandran et al. 2005). This data normally comprises 

transactional and reporting information around clients, competitor profiles, product libraries, 

market data, pricing schedules and other data (Buttle et al. 2006). With rich data as such one can 

back Salesforce when increasing long-term reciprocally constructive associations with clients. 

Nonetheless, there has existed no strong and broadly recognized meaning of SFA (Rivers and 

Dart, 2009). SFA is defined differently to different persons and to different companies 

(Erffmeyer and Johnson, 2011). The particular forms of SFA differs intensely from one state to 

the subsequent one (Morgan and Inks, 2011), as ―each firm is unique, as are its customers, 
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markets, business objectives, resources, and perhaps most important, the stakeholders who will 

be germane to its specific CRM circumstances‖ (Plouffe et al., 2004). More or less researchers 

and companies choose constricted conceptualizations of SFA. Schillewaert et. al (2005) does not 

comprise basic office tools (examples of excel and word processor) or outlook for emails among 

other internet platforms into their SFA classification. Parthasarathy and Sohi (2007) describe 

SFA systems comprising of integrated database systems that can be retrieved over a modem by 

faraway computers system. Ko and Dennis (2004) outline SFA as hardware and software 

presentations that deliver information that improves learning and enhances performance. 

Additional authors who have contributed to wider definitions of SFA likewise include 

information technology that Salesforce use to accomplish their tasks as e-mail,  mobile  phones, 

word processors and internet platforms in their classifications and not just the committed 

software presented by SFA dealers (Erffmeyer and Johnson, 2011; Hunter and Perreault, 2007). 

This method does not agree by going down into the features of a detailed SFA system; however, 

it aids us in establishing a definite level of reliability within the literature and simple definitions 

to other frameworks. In the time being, CRM (Customer Relationship Management) is gaining 

impetus through businesses as a leading method in managing client facing undertakings. CRM 

approaches employed by businesses have important considerations for sales organizations and 

the information technology focused only to the Salesforce (that is, typical SFA explanations). At 

hand has been a new interest in allowing for SFA as a part of a wider CRM system with added 

proficiencies and tasks for the Salesforce. Now the next sector the study concisely present CRM 

as a stratagem and technology, and compare it with typical SFA dispositions. It is argued that 

CRM and SFA are not conflicting but appropriate concepts supplementing each other. The main 
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aim is to give an authentic observation on CRM presentations and to enhance our meaning of the 

SFA technology (Bohling et al., 2014) 

2.3 Sales Performance 

Selling comprises of an extensive amount of monotonous day to day activities, such as ordering 

promotional material, submitting call reports and accounting for expenses, which is generally 

done or most of the time executed by the Salesforce itself. Such responsibilities are compulsory 

for proper monitoring and directing of Salesforce, bearing in mind the fact that most Salesforce 

work outside office and from their homes. SFA technologies do automate a great deal of these 

clerical tasks and thus decrease the time Salesforce use on administrative undertakings (Buehrer 

et al., 2005; Moriarty and Swartz, 1989). In detail, such effectiveness has been the unequivocal 

drive of majority of sales automation software applications (Hunter and Perreault, 2006). 

Furthermore, SFA can back team-selling by harmonizing and coordinating team actions 

(Widmier et al., 2002). SFA implements enable information flow and increase communication of 

a salesforce (Brown and Jones, 2005) and also help Salesforce turn out to be more effective at 

coordinating team activities and setting business meetings. Operative salesforce assisted by 

technology ought in exchange to grow sales. SFA assists Salesforce advance their practical 

familiarity in respect to their brands and their capability to compare and evaluate their product's 

position against competitor brands (Ahearne et al. 2007). While Salesforce have superior 

discernment into their trades and brands, they are also in an improved point to prove higher 

levels of awareness and proficiency. 

 



 

23 

 

Going on the other hand, teaching and improvement constitutes a large part of the salesman work 

(Ahearne et al. 2007). A Salesforce devotes considerable volume of his time at teaching courses 

to advance his or her selling skills and tactics. Contemporary technologies such as cloud 

computing, or the SFA in particular, make it probable to share at internet training sittings at 

one‘s own suitability and at nearly no charge. Collectively, SFA can simplify a Salesforce‘s 

clerical problem and expedite well effective internal procedures of a sales team. Consequently, 

one of the main assurances of SFA technology is the time freed for individual sales job by 

automating monotonous tasks and day to day activities (Ahearne et al. 2008; Honeycutt et al. 

2005). Through decreasing, the total downtime in a Salesforce's typical day and enhancing call 

programs; SFA supports Salesforce appropriate more sales calls into a given time frame 

(Ahearne et al. 2005). Salesforce are conscious that the added sales calls they can do, the higher 

the prospect to accomplish the sales targets in that case (Ahearne et al. 2007). Undeniably, no 

matter how stylish technological implements get, customer–vendor interactions still rely greatly 

on aggregate face-to-face visits, relationship building and problem resolving. In this study it is 

derived from the literature review that Salesforce performance is evaluated in terms of use 

(number of site visits and number of transactions executed), user satisfaction (repeat purchases 

and repeat visits) and net benefits (cost savings, expanded markets, incremental additional sales 

and time savings) as key indicators of performance (Goldenberg 2006; Moncrief et al. 1991; 

Moriarty and Swartz 1989; Rivers and Dart 2009).  

Additionally, at hand is an integral risk that the effectiveness results of SFA will hurt added tasks 

being allocated to Salesforce in preceding years, such as amplified market intellect and 

information (Marshall et al. 2009). Hence, while it is correct that technology decreases the 
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interval spent on monotonous tasks, the degree to which the projected impact on sales 

performance is comprehended ought to depend on how that extra selling time is utilized by the 

Sales force. Hunter and Perreault (2007) had to say this on this important issue: 

Gains in efficiency will have a net positive effect only if they free sales 

representatives from time spent on non-selling activities and if the representative 

redirects that incremental time to tasks that improve relationship-building 

performance with customers (that is, relationship-forging tasks).  

 

Sujan (1986) and Sujan et al. (2004) intellectualize the path preferred to channel strength as 

‗working smart,‘ although the general extent of effort Salesforce allocate to their selling job is 

hypothesized as ‗working hard.‘ For instance, working hard would suggest working more hours, 

doing more calls, and/or pushing in more strength with difficult clients. In divergence, ‗working 

smart‘ is distinct as ―behaviors directed toward developing knowledge about sales situations and 

utilizing this knowledge in sales situations‖ (Sujan et al. 2004). Working smart is suggested to be 

a significant element for growing sales force efficiency (Weitz et al. 1986). In conclusion, 

Salesforce performance is additionally more correlated to what Salesforce do relatively than 

simply how difficult is the selling job (Sujan et al. 1998). 

2.4 Sales Force Automation and Sales Performance 

Sales associations expect that business power ventures utilization of SFA advancements will 

prompt expanded viability and proficiency in overseeing different offering undertakings, which 

ought to consequently mean better deals execution (Jones et al. 2002; Widmier et al. 2002). 

Stable with business desires, leaders and sales managers belief that industry revolution devices 

will be appreciated in the performance of their selling jobs (Buehrer et al. 2005; Engle and 

Barnes 2010). 
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Be that as it may, neither all duties are similarly vital in a Sales force‘s employment, nor do they 

similarly affect Sales force execution (Tripoli, 2008). Sales force need to convey their endeavors 

shrewdly with a specific end goal to accomplish results. The SFA effect on accomplishment will 

be contingent on upon the attainment and magnitude of the undertakings and procedures it 

bolsters (Barua et al. 2005). Hence, the study proposes in the theoretical framework that SFA 

influences Sales force projects performance in a two-pronged contrivance. It is expected that the 

SFA-use magnitudes will have characteristic effects on Sales results. 

 

SFA technologies support sales accomplishments openly facing the client and can support 

Salesforce manage their client dealings alongside the sales phase, this is from client acquisition 

to upkeep, proficiently and efficiently. Foremost, SFA can be a precisely supportive tool to 

apprehend client requirements and sales prospects. Because of its stockpiling, recovery, and 

system limits, IT can possibly empower and encourage data procurement, spread, and use 

(Huber, 1991). Today, Sales force has broad access to information (such as past shipments to 

wholesalers, retail location deals, shopper purchasing propensities, and item execution qualities). 

Through the support of SFA systems, Salesforce will translate such obtainable data into great 

useful information about a bigger amount of clients, items and contenders (Tanner et al. 2005). 

Case in point, a business delegate can seek internet information or the web based data for client 

and organisation-based data, hence enhancing his or her comprehension of desired client wants. 

Subsequently, SFA will support Salesforce present to the the client with precise judgement. 

Planning and directing apparatuses empower deals delegates to viably deal with their time, set up 

arrangements precisely, and take part in week after week arranging. Improved planning helps 

Salesforce assign his stretch across customers optimally and safeguard that every customer 
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obtains the required Salesforce consideration (Ahearne et al. 2005). More to this, technology can 

show a momentous part in closing a sales deal. Salesforce are generally commended to gather 

information about the client to support adaptation to a particular sales environment (Spiro and 

Weitz, 1990) also to design for the communications with the consumer (Sujan et al. 2004). 

 

The SFA databases and presentations regularly have abilities that permit deals delegates to 

preserve point by point registers about customers and historical deals and sales. Using client buy 

account and inclinations, Salesforce can modify expositions to adjust to particular purchasing 

wants and create superior personalized sales meetings (Ahearne et al. 2008). Revising the 

customer past way beforehand the real up close and personal deals call improves a Salesforce's 

capacity to choose the proper deals technique and to figure out which items to underline amid the 

business call taking into account the client's beforehand expressed inclinations (Hunter and 

Perreault, 2006). This material evidence can in turn be used to mounting of suggestions and 

propositions that poise deal targets with client goals (Hunter and Perreault, 2007). Sales 

statement that business innovation makes transaction calls more professionals (Marshall et al. 

2009). 

In adding to backing the consumer connection lifespan, SFA systems do similarly propel the 

proficiency of monotonous clerical jobs and advance transactions in the business. It is expected 

that deploying SFA to execute the business oriented activities will have an influence on 

Salesforce performance, however not in a direct express way. 
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2.5 Underlying factors of SFA-Use Dimensions 

A Salesforce‘s drive to action in a particular way is dictated by the interchange flanked by 

administration, hierarchical, social, individual and environmental components. In this measure 

the study embraces an upstream viewpoint and yokes a variety of well-known qualifications to 

the two SFA-use dimensions. 

2.5.1 Perceived Usefulness and Sales Performance 

As indicated by the anticipation hypothesis (Ahearne et al., 2004), inside hierarchical settings, 

individuals assess the outcomes of their conduct as far as potential prizes, and they construct 

their decision of conduct in light of the attractive quality of the prizes. Salesforce commonly 

have a reasonable volume of independence in execution of their businesses and are under 

continuous pressure to accomplish as their assessment and reward are frequently and directly 

related to their performance. Subsequently, ―Salesforce will choose to use or not use a 

technology tool to the extent they believe it will help them accomplish their job-related goals, 

enhance their performance, and achieve desired rewards‖ (Robinson et al. 2005b). Selling field 

research, perceived usefulness of SFA technology is validated as a platform of SFA-use in many 

instances (Avlonitis and Panagopoulos 2005; Rangarajan et al. 2005; Robinson et al. 2005a; 

Schillewaert et al. 2005). It is argued in this study that employing SFA to enable client 

relationships and in-house harmonization jobs should propel Salesforce performance. If 

Salesforce approve of this proposition, they definitely should be persuaded to use SFA in both 

situations.   
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2.5.2 Perceived Ease-of-Use and Sales Performance 

Workers‘ opinions of a technology's user-friendliness determine their purposes to embrace or 

adopt that technology (Saga and Zmud, 2004). Innovation theory proposes that the level that an 

advancement is seen as moderately hard to comprehend and utilize would influence the rate of its 

selection (Rogers, 2005). 

TAM‘s exit scenario is that, the less demanding a framework is to communicate with, the more 

noteworthy ought to be the client's feeling of viability (Bandura, 1982) and individual control 

(Lepper, 1985) in regards to his or her capacity to work the framework (Greenberg, 2011). Sales 

forces are among the most technophobic representative gatherings (Davis et al. 1989). They will 

evaluate the measure of exertion important to use a SFA instrument and will probably create 

uplifting dispositions toward those apparatuses where the execution advantages are not exceeded 

by the required exertion (Robinson et a al. 2005b). There are a few studies that influence the 

perceived ease-of use on SFA-adoption and use. Rangarajan et al., (2005) have shown that PEU 

increases adoption.  

Schillewaert et al., (2005) empirically demonstrate that the complexity of using SFA-technology 

escalates role conflict, which has in turn undesired concerns on Salesforce effort and SFA-

deployment. It is worthy to note that three studies indicate that PEU certainly influences attitude, 

which in turn has a noteworthy effect on the aim to utilize SFA (Jones et al. 2002; Robinson et 

al. 2005a, 2005b). Hence, it is expected that PEU (perceived ease-of-use) will definitely 

influence the dimensions of SFA-use. TAM posits that seen convenience has an extra 

instrumental effect on a Salesforce's mentality toward utilizing an innovation through its 

connection to perceived helpfulness (Davis et al. 1989). To the degree that expanded usability 
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adds to improved performance, perceived convenience will directly affect perceived value. 

Robinson et al (2005b) give this logic: As a Salesforce sees that an innovation is or will be free 

of additional exertion (or it reduces the exertion), he/she will accept the open door to divert the 

unused exertion toward different errands. This takes into account achievement of more work for 

the same exertion, thus more noteworthy profitability (and apparently greater rewards). 

2.5.3 Facilitating Conditions for SFA system Use and Sales Performance 

Researchers in marketing have demonstrated that authoritative practices influence the 

discernments and practices of boundary spanners (Singh et al. 2006). The study characterizes 

encouraging environments as the degree to which a Salesforce trusts that he or she has been 

given the tools and the outer backing to utilize SFA technology. Spending in facilitating 

conditions such as help   lines, tutorials, training   sessions   and   technical   maintenance   hints   

the significance the business intends on SFA technology and bolster Salesforce that by 

embracing sales technology is valuable (Hunter and Perreault, 2006). As such facilitating 

conditions allow workers to procure the abilities they have to keep on being profitable 

individuals of the association, regardless of the innovation being put in place (Johnson  and  

Bharadwaj  2005; Zablah  et  al.  2004).  In place of  these   explanations,  nearly  all forms  of  

dignified, Company-established  SFA  backing  is always seen as a  necessary component for the 

actual application of SFA (Pullig et al., 2002; Morgan and Inks, 2011). 

 

From a variety of SFA deployment research studies user care has been proven to be a key 

component for constant use of SFA-technology (Mathieson 1991; Buehrer et al. 2005; 

Schillewaert et al. 2005; Jones et al. 2002). Nonmonetary costs will be reduced by facilitating 
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conditions such as the vagueness and strain connected with the deployment of a new system by 

facilitation of the learning progression (Rangarajan et al. 2005, Parthasarathy and Sohi 2007). 

Sales force that get sufficient preparing and backing can apply data innovation all the more 

adequately to particular work issues and along these lines accomplish better execution (Ahearne 

et al. 2005). This thus enables improved potentials of the technology‘s effectiveness by workers 

(Landry et al. 2005; Pullig et al. 2002). Moreover, supposed level of convenience of care 

services is confidently linked to (PEU) perceived ease of use (Robinson et al. 2005a). Through 

probing for assistance with the concrete use of technology,   from companies with acceptable 

user help, workers become more skilled users and diminish the compulsory effort to use 

technology for sales (Schillewaert et al. 2005).  

2.5.4 Computer Self-Efficacy and Sales Performance 

Compeau and   Higgins (2005) describe computer self-efficacy as ―an individual‘s perceptions of 

his/her ability to use computer (software) in the accomplishment of a task‖. Venkatesh and Davis 

(2006) classify computer self-efficacy as an precursor of perceived ease of use (PEU), with the 

justification that a individual uses his or her intellect of overall computer aptitudes as an anchor 

to evaluate the viability of a computer system, even though the user has slight or no 

understanding about the ease of use of a particular system. Normally, minor scores on computer 

self-efficacy lead to more undesirable personal opinions about the technology as a subject matter 

(Venkatesh, 2010). 

Merely a minor fraction of Salesforce contemplates of themselves as knowledgeable technology 

experts, and the huge mainstream of workers has little or no skill (Petersen, 2007). Resistance of 

technology is a possible barrier to sales people approval of sales automation (Buehrer et al. 
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2005). If Salesforce senses that they are not proficient of working with an SFA system, their 

enthusiasm to do so will be significantly be condensed (Morgan and Inks, 2011). Therefore, 

computer self-efficacy is anticipated to be a key individual strength in clarifying SFA-use 

comportment (Schillewaert et al. 2005; Speier and Venkatesh, 2002). 

2.5.5  SFA Systems Control and Sales Performance 

Though the aforesaid variables can be said to be authenticated already as determinants of SFA 

practice in the present works of research, this study identifies supervisory SFA-control (Shervani 

and Challagalla, 2006) as   an imperative though not verified precursor grounded on the 

understandings of this qualitative work. The influence of sales heads‘ management alignment on 

SFA acceptance cannot be said to be tested yet: Organization emphasizes on prospects on Sales 

force that are subjective due to the presented technology. Such study should clearly and 

prudently contemplate the role of technology in observing performance, offering strategic 

direction, crucial tasks functions tackled by head of sales (Tanner & Shipp, 2005). 

 

Deriving from several works of research supervisor response, conduct and control orientations 

have been revealed as straight outlooks, learnings and conduct of Sales force. Head of sales 

appraise Sales force mainly on outputs, but also on approaches, their marketing practices and 

also managerial standards and ethos (Anderson and Oliver 1987; Jaworski 1998; Tyagi 1982). 

This conduct of control systems sanctions leaders with a pronounced deal of control over the 

business of selling process (Anderson and Oliver 1987). Subsequently, the study defines 

supervisor-SFA-control to be the degree in which a leader (1) stipulates the undertakings he or 

she wants Salesforce to execute by use of the SFA system, (2) Manages to ensure if they are 
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carrying out those undertakings, and (3) apprises them on the basis of if they are gathering his or 

her targets or expectations. 

The capability of  sales  managers is certainly improved by  SFA  technology because it helps  to 

monitor the  Salesforce  undertakings  in  pronounced  factor  (Tanner  and  Shipp,  2005). 

Robinson and others (2005) posits that control/reward scheme applied by businesses can inspire 

the technology recognition and approval course. Technology of SFA is regularly considered a 

primacy of the business and delivers key sales information for  leaders,  explaining  the  head of 

sales  teams  behavior  to  endorse IT system use  as  norm for  sales  exercise  for  his  or  her  

selling  people (Gohmann  et  al.  2005b).  SFA-technology  use  obligation  in conjunction  with  

managers‘  management  undertakings  should  have  a  direct influence on  SFA  deployment 

(Buehrer et al. 2005). The study postulates that regulation and observation conduct of head of 

sales and managers will hint a clear motivation to embrace SFA, irrespective of the degree to 

which Sales force think it is usable or easy on usage. Hence, comparable to the team-use 

variable, the study presumes a straight influence that is not mediated by the other variables which 

are perceived usefulness and perceived ease of use. 

2.6 System Characteristics and Sales Performance 

This is a set of interacting smaller systems known as subsystems or functional units each of 

which has its defined tasks. System Characteristics is measured in terms of Service Quality, 

Information quality and System Quality, DeLone and McLean (2003). 
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2.6.1 Service Quality 

Service quality entails the total provision provided by the supplier or the service provider and 

applies no matter whether the support gets delivered by a new organization or the IS department, 

or even another service provider. Service quality is important because the users are customers 

and low quality support always ends up in the loss of sales DeLone and McLean (2003). The 

study will evaluate service quality in terms of assurance, empathy and responsiveness in sales 

environment. 

2.6.2 Information Quality 

Information quality captures the e-commerce content issue such as whether the content is easy to 

understand, personalized, complete, secure and relevant. Previous studies (Etezadi-Amoli and 

Farhoomand (2006), Seddon and Kiew (2004), Teo and Wong (2008) and Wixom and Watson 

(2011) that tested the relationship between information quality and individual impacts found the 

association to be significant. Data quality was measured as far as precision, opportuneness, 

culmination, importance, and consistency. Individual impact was measured in terms decision-

making performance, job effectiveness, and quality of work. The study will use the following 

metrics in evaluating information quality: ease of understanding, completeness, personalization, 

security and relevance of sales information. 

2.6.3 System Quality 

System quality entails the sought after features of a business system such as availability, 

usability, response time, adaptability, and reliability (an example of time for browsing) as the 

merits that are treasured by operators. Previous studies by Etezadi-Amoli and Farhoomand 
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(2006), Goodhue and Thompson (2005), Seddon and Kiew (2004), Teo and Wong (2008) and 

Wixom and Watson (2011) investigated the relationship between system quality and individual 

impacts as proposed in DeLone and McLean IS Success Model and found the association as 

being statistically important. The studies measured quality was restrained in terms of portability, 

ease-of-use, functionality, data quality, reliability, importance, integration, and flexibility. 

Distinct influences were measured as job performance, quality of work and environment. The 

study will evaluate system quality in terms of the following metrics: adaptability, availability, 

reliability, and response time, and usability.  

The systems quality is evaluated in terms of adaptability, availability, reliability, response time 

and usability those results from Sales Force Automation (SFA).  The information quality is 

evaluated in terms of completeness, ease of understanding, personalization, relevance and 

security of the SFA while service quality is evaluated in terms of assurance, empathy and 

responsiveness.  

2.7 Theoretical Framework 

The study was guided by the following hypotheses: 

2.7.1 Critical Success Factors Theory 

This theory originated within the industry of management of data systems. Then was later 

relocated to the sphere of commercial strategy analysis. There it's employed in alternative ways, 

such as the various colleges of development that may exist therein space (Jemison, 1981; 

Grunert, in press; Mintzberg, 1990a). Mostly, one will differentiate between crucial success 

factors as an industry characteristic, as a designing tool, and as a market narrative. The concept 
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there are a couple of factors that are pivotal for the attainment of the corporate, with which all 

factors are often determined, as 1st presented by Daniel (1961) then later in the main carefully as 

with Rockart (1979) Bullen &amp; Rockart, 1981) within the framework of planning 

management and data systems. Discovering that prime management seldom used management 

data systems, they reasoned that such systems should be structured consistent with the data 

desires of the managers, so as to establish leaders' data desires and link them to the management 

of data system, they invented the word crucial success issue. Crucial success issues are, 

consistent with Bullen and Rockart," the restricted range of areas during which acceptable 

outcomes can guarantee productive competitive outputs for the distinct, divisions or business. 

Crucial success issues are the rare but important areas wherever 'plans should go right' for the 

business to prosper and for the director's objectives to be accomplished"(Bullen &amp; Rockart, 

1981). Rockart's idea of crucial success factors is clearly impressed by the difficulty strategy. 

The encompassing setting is expected to hold sure elementary needs and restrictions, dangers and 

prospects, so that companies should support their approach, abilities and means, so as to realize 

victory. Not any business, consistent with Rockart, will start to grow a method, for it to fail to 

produce satisfactory consideration regarding the primary elements that underlie achievement 

within the trade. This offers the principle for creating that the idea of management data systems.  

2.7.2 Theory of Reasoned Actions (TRA) and Technology Acceptance Model (TAM) 

Theory of Reasoned Actions (TRA) and Technology Acceptance Model (TAM) these are wont 

to take a look at SFA, though not terribly wide (Bush et. al., 2005; Jones et. al., 2002; 

Schillewaer et. al., 2005). TRA and TAM are often applied to envisage and articulate 

individual‘s purposes, however they rarely do sufficiently envisage concrete technology 
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consumption or behaviour on technology utilization (Jones et. al., 2002). Yet TRA and TAM is 

wide wont to take a look at technology acceptance, though it doesn't live the extent of usage. 

TRA and TAM delineates that behavior is decided by aims towards use of the system and 

purpose is decided by these two connected values: perceived quality and perceived ease-of-use 

(Avlonitis and Panagopoulus, 2005). By Perceived ease-of-use for instance is the degree of effort 

required for utilization of the system. Then perceived quality suggests that the magnitude that a 

worker trusts that the IT system can improve her or his output. Then each of them along openly 

verify the embracing of the system. In psychology studies TRA is widely employed and thus 

provides a brand new viewpoint to the topic substance (Bush et. al., 2005). Both concepts are 

employed in analysis of the technology approval and thru it scholars attempt to notice causes of 

failure in system implementations. These models will provide a great way to clarify SFA system 

adoption and usage. Worthy to note is TAM and TRA are used widely with totally different 

reasonably technology environments, and not solely with SFA systems. Varied hypothetical 

theories have also come up within the IT works to clarify the use of technology and adoption 

within the field (Leong, 2003). With serious creek of this works that has centered on using 

intention-based models that focus on behavioral objective to envisage use (Lee et al. 2003). 

The theories puts emphasis on ascertaining the elements of purpose, these are across a broad 

range of end-user computing technologies, attitudes, facilitating conditions and settings, and 

social influences. Great work of this study is founded in social psychology theories for example, 

the Theory of Planned conduct (TPB) (Ajzen 1985, 1991) and the  Theory of Reasoned Action 

(TRA) (Ajzen and Fishbein 1980).  
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TAM theory (Technology Acceptance Model) partakes more from this study as an authoritative 

and frugal way to illuminate technology operators‘ purpose and conduct concerning technology 

use (Davis, 1989). TAM ascertains two essential variables which are, perceived usefulness and 

perceived ease of use, to be taken as key conjecturers of user‘s approach or total touch 

concerning IT usage (Davis, 1989).  The extent to which a person believes that using a system 

will enhance her performance is perceived usefulness, and the extent to which a person believes 

that using the system will be relatively free of effort is perceived ease of use.  

TAM core idea is that an individual‘s approach concerning use of a technology is conjointly 

influenced by perceived usefulness and perceived ease of use (see figure 1). User attitude 

influences behavioral intention to use IT, which in turn, influences actual usage behavior. In 

contrast with TRA, the mediating role of attitude played in TAM is often debated. Within 

professional settings, ―people form intentions toward behaviors they believe will increase their 

job performance, over and above whatever positive or negative feelings may be evoked toward 

the behavior per se‖ (Davis et al., 1989). Practical reflections may dictate users‘ choice to use 

technology, notwithstanding of any negative outlook toward the use. Experimental studies 

establish a reliable and robust perceived usefulness – purpose link while outlook tends to have a 

diverse effect, particularly when perceived usefulness is encompassed as a predictor of purpose 

(Venkatesh et al., 2003). Recent TAM studies has led many to drop attitude entirely from their 

theories (Venkatesh and Davis, 2010). 
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Figure 1: Technology Acceptance Model  (Source: Davis 1989) 

 

TAM empirical tests have exposed and proved that much of the variance in intention to use and 

actual usage conduct. Example of this, Davis, Bagozzi, and Warshaw (1989) relate to TAM by 

examining learners‘ usage of a word processing software at two points in time, following their 

first experience to the system and then seven fortnights after first approval, in order to validate 

theory‘s analytical capability for short-term and long-term (post adoptive) use. Additional 

modern longitudinal research also embraces TAM to study post-adoption purpose and/or 

behavior. The more predominant predictor has been perceived usefulness which has consistently 

been of user intentions to use technology and actual use conduct, though ease of use has had a 

fairly unpredictable effect, particularly during advanced phases of use (Venkatesh et al., 2003). 

In the early stages of a new behavior effort-oriented constructs are expected to be more 

outstanding, then learning-curve effects take place and effort expectancy becomes outshined by 

instrumentality apprehensions (Szajna 2006; Venkatesh 2009). Equally in the sales domain TAM 

has also frequently been applied and endorsed. Improvement developments do not take place in 

space (Burkhardt 2004; Kraut et al. 2008). As a matter of fact, TAM advocates that managerial, 

societal and personal variables that are not obvious in TAM might partake in an influence on 

technology use (at least moderately) facilitated by the conviction of variables (in this case 
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perceived usefulness and ease-of-use). The model in this way provides a source for locating the 

influence of peripheral factors on core beliefs, attitudes, intentions and actual conduct (Davis et 

al. 1989). Numerous studies show that specific acceptance of inventions not only rely on 

opinions but as well as administration guidelines and activities (Ives and Olson 1984; Leonard-

Barton and Deschamps 1998). Managerial efforts to backing of IT (like training, user facility 

support) and some social stimuluses (like initiating from peers, managers or clienteles) can 

activate learning mechanisms which inspires technology embracing by final-user (Huber 1991; 

Sinkula 2004; Slater and Narver 2005). 

In summing up, TAM theorizes that Salesforce intention-to-use and acceptance of an SFA 

system is expounded by SFA‘s perceived usefulness and ease of use. Outward influences such as 

the exactness of prospects concerning the application, intrapersonal aspects such as 

innovativeness and management efforts such as accessibility of training and practical 

maintenance might have an unplanned impact on usage behavior, facilitated by the two central 

beliefs, perceived usefulness and ease-of-use of the pivotal system. Going to the subsequent part 

this research sets forward its premises in which a number of well-studied underlying factors of 

technology acceptance and use are projected to clarify the dimensions of our SFA-use. 

2.7.3  Theory of Planned Behaviour 

The TPB is fundamentally an addition of the TRA by integrating an extra concept, perceived 

behavioral control, for justification in situations where a distinct person lacks considerable 

control over desired behavior (Ajzen, 1985; Ajzen and Madden, 1985). Conferring to TPB, an 

entity‘s behavior can be clarified by behavioral purpose that is together exaggerated by perceived 

behavioral control, attitude, perceived norms, and subjective norms. The TPB model extended 
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TRA by adding perceived behavioural control as the third factor influencing intention–behaviour 

relationship (Ajzen, 1991; Ajzen and Madden, 1985). In addition, TPB postulates that beliefs 

affect attitudes, subjective norms, and perceived behavioural control. Attitudes are determined by 

behavioural beliefs (that is, salient beliefs about the consequences) multiplied by outcome 

evaluations. Subjective norms are determined by normative beliefs (that is, salient beliefs of how 

important others view the behaviour) multiplied by motivation to comply. Perceived behavioural 

control is determined by control beliefs (salient beliefs of available resources, opportunities, 

obstacles, impediments) weighted by the perceived ease of performing the behaviour. 

2.7.4 The DeLone-McLean Model for Information System Success 

The DeLone-McLean model for IS success, asserts that information quality and system quality, 

discretely and conjointly, controls user satisfaction and usage. It also hypothesizes use and user 

satisfaction to be mutually symbiotic, and supposes them to be straight underlying factors of 

specific influence, which should also have some managerial influence. 

DeLone and McLean (2002) illustrate system quality as preferred features of the information 

system itself, and information quality as preferred features of the information byproduct. Extra 

tangible, they combine four scales as depicted by Bailey-Pearson (1983) as instrument of system 

quality (integration of the system, convenience of access, response time and flexibility of the 

system) and nine scales into information quality (relevance, precision, currency, accuracy, 

timeliness, reliability, conciseness, format and completeness). 

Considerable research on User Information Satisfaction has alarmed users' satisfaction with 

precise attributes of a technology (Doll & Torkzadeh, 1998; Iivari 1987) or IS function (Bailey & 
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Pearson, 1983; Baroudi & Orlikowski, 1998), considering attributes of both system quality and 

information quality. Despite however the presence of service quality in the updated DeLone and 

McLean (2002) typical mirrors IS functions or IS groups rather than IS submission, the 

subsequent will concentrate on the success of IS submissions merely. User satisfaction in 

DeLone and McLean (2002) denotes to the general user satisfaction parse (Seddon & Kiew, 

2004) restrained autonomously of system quality and information quality. Else the association 

amongst system/information quality and user satisfaction is entirely an object of capacity. 

By highlighting three potential meanings, Seddon (2007) claims that the DeLone-McLean model 

is vague in the sense that one element of it, use, has. This criticisms of implication two and 

implication three denote to the discrepancy between a variance ideal and a procedure ideal 

(Mohr, 1982). Short of going into the particulars of this discrepancy, it is clear that even though 

IS use as a procedure is supposed to top to specific influence and structural influence, it is not 

essential to repute it as a distinct event to be quantified (use vs. non-use), as inferred by 

procedure models (Mohr, 1982). In this study use is interpreted as the amount of use, which may 

be measured as one degree of IS success. 

DeLone and McLean (2002) describe specific influence as "an indication that an information 

system has given a user a better understanding of the decision context, has improved his or her 

decision making productivity, has produced a change in user activity, or has changed the 

decision maker's perception of the importance or usefulness of the information system". Seddon 

(2007) redefines specific influence to mean paybacks amassing to individuals from usage. 
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However though equally DeLone and McLean (2002) and Seddon (2007) tacitly take as fact that 

specific influence is of subsidy to users. 

2.7.5 System-to-Value Chain Model 

 To explain how IT systems create value Torkzadeh (1991) propose a System-to-Value Chain. 

The system-to-value chain entails of numerous system success concepts which includes attitudes, 

beliefs, behavior on (system-usage) and the collective and economic influences of technology. 

Conferring to this conceptualization, system-use is a fundamental concept that associates the 

underlying factors of system quality with the social and economic influences of technology. 

This study adopts, System-to-Value Chain‘ by Doll and DeLone and McLean IS Success Model. 

As Torkzadeh (1991) propose a ‗System-to-Value Chain‘ to clarify how IT systems create value. 

Just like system-to-value chain consists of success concepts such as opinions, outlooks, conduct 

on system-use and the social and economic influences information Technology. Similar 

methodology of the system-to-value chain is advocated in the DeLone and McLean (2003) from 

their famous quoted ‗IS Success Model‘. The modernized concept offers an all-inclusive context 

to evaluate the support of an information system in a structural set up consequences. 

 

Figure 2: System-to-value chain (source: Doll and Torkzadeh 1991) 
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Figure 3: Updated DeLone and McLean IS Success Model  (source: DeLone and McLean 

2003) 

2.8 Conceptual Framework 

The study adopted a regression model to investigate the relationship between the adoption of 

sales force automation system highlighted as the independent variables and sales performance 

depicted as the dependent variable. The independent variables were outlined as Perceived 

Usefulness, Perceived Ease-of-Use, Facilitating Conditions, Computer Self-Efficacy and SFA 

System Control. The moderating variables were the systems characteristics made up of; system 

quality, information quality and service quality. Figure 4 presents the conceptual framework of 

the study. 
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Figure 4: Conceptual Framework Source: Author’s Compilation (2016) 
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2.9 Summary of Literature Reviewed 

Notable investments have been accomplished in SFA and has improved the efficiency and 

productivity of Salesforce despite it being costly, challenging to manage and very dynamic. In 

the light of the impending and threats concurrently inherent in selling technologies, curiosity in 

CRM and SFA is attaining impetus among scholars (Ahearne et al. 2008; Boulding et al. 2005; 

Jayachandran et al., 2005; Payne and Frow 2005, 2006; Rigby and Ledingham 2004; Srivastava 

et al. 2009; Thakur et al. 2006). Contradictory accounts on the accomplishment degrees of SFA 

enactments have started robust calls for further study in this sphere (Engle and Barnes 2010; 

Ingram et al. 2002; Jones et al. 2002; Landry et al. 2005; Leigh and Marshall 2011, Marshall et 

al. 2009; Tanner and Shipp 2005; Tanner et al. 2005). On the basis of that reason, substantial 

amount of theoretical and experimental research on SFA is coming out in the preceding times. 

Equally projected results of a technology system can be comprehended simply through system 

usage, technology-adoption is advocated to be a key linkage amid technology investment and 

enactment (Dixon 2010; Devaraj and Kohli, 2003). The truth is that, any given technology will 

not provide any benefit if end-users do not embrace and use it. 

 

Scholars hence argue that truncated acceptance of connected systems is the main reason of the 

lost returns on organizational deployments of technology (Venkatesh and Davis, 2010). 

Moreover, Salesforce have been classified among some of the technophobic worker clusters in 

businesses (Greenberg, 2004).  Unique and key risks of presenting IT to a sales force is that 

individual Salesforce repel using the IT systems (Parthasarathy and Sohi, 2007). Initial 

experimental studies and subjective suggestion also provide the argument that the SFA failure  

creativities is, in part, actually provoked by limited user approval of the applied IT system 
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(Speier and Venkatesh, 2002). Subsequently, subjects related with the low usage of IT systems in 

the sales team is a study primacy (Jones et al., 2002). 

Record of the primary enquiries on SFA has been both about clarifying the acceptance and 

dissemination of SFA or in retrospect scrutinized Salesforce letdown to accept technology and 

the concerns for managerial obligation, work fulfillment, and appropriateness. Although this 

study stream has clarified a great deal of Salesforce purpose to embrace SFA and definite 

acceptance of SFA, it has dropped short of clarifying the values of that SFA implementation. By 

practice and investigation, the deficiency of SFA acceptance among Salesforce has commonly 

been associated with SFA projects miscarriage (Honeycutt et al., 2005).  

Encouraging usage has frequently been presumed to be the key precarious issue for SFA 

application accomplishment (Hunter and Perreault, 2007). Ahearne and his associates (2004) 

expose this hypothesis evidently by: Separate model that explain technology approval that has 

the same dependent variable, usage, but uses various underlying factors to comprehend approval 

of information system. The implied postulation in all these replicas is a positive and linear 

relationship between presentation and usage. At hand is an essential postulation that information 

technology application is a substitute of its apparent usefulness. 
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Table 2.1: Summary of Literature 

Author/ 

Year 

Research Area Findings / methods Gaps /methods 

Senecal et al. 

(2007) 

Sale force adoption of 

technology 

Heavy users of spreadsheet 

software exhibit lower self-

reported performance levels than 

regular or occasional users of that 

software technology. The impact of 

technology use on performance 

could be moderated by type of 

technology or appropriateness of 

technology for the job application. 

The impact of technology use on 

performance is dependent on 

implementation, considering 

systems quality 

service quality and 

information quality   

Schlosser 

(2007) 

Mobile technologies 

and sales  

performance 

Mobile technology use, 

supervisory monitoring, and 

relationship development co-exist 

in the current  

Workplace 

In the implementation process, 

mobile technology works with 

other technologies thus, Salesforce 

performance does not purely 

depend on mobile technology.  

Belham 

(2006) 

Investigation of causal 

relationships between 

sales management 

programs designed to 

build customer 

relationships by solving 

customer problems and 

retailing firm results. 

Consulting-oriented post-sales 

training and consulting-oriented 

evaluation are noteworthy impacts 

on sales force efficiency. 

Consulting-oriented evaluation is a 

significant influence on customer 

retention. The toughest effects on 

profit growth are initial sales 

exercise and post-sales training 

learning, but a composite variable 

of all elements of the consulting-

oriented sales management 

program is a significant influence 

on income growing.   

In this study, training is part of 

several other antecedent factors for 

sales force performance and cannot 

be the strongest influence on profit 

and growth in sales activities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Sweet et al. 

(2007) 

Benchmark of sales 

performance 

Managers are not investing the 

time needed to coach Salesforce 

into better performance. 

Companies are failing to recognize 

and reward sales behaviors that 

generate the long-term 

relationships that many companies 

claim they want to encourage. 

Companies  need  to  take  a  

longer term  view,  developing  

sales  staff‘s capacity to learn from 

experience, share best  practice  

and  understand  the  significance  

of  good  sales processes and 

systems. 

 

 

 

 

In this study, sales force 

automation (SFA) seeks to 

facilitate this managerial function 

by making it easier in time 

management, keeping data of a 

Salesforce for the manager to 

easily access performance and 

weakness.  
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Author/ 

Year 

Research Area Findings / methods Gaps /methods 

Hugh and 

Piercy 

(2007) 

The implications of 

collaboration between 

sales and marketing  in 

business performance   

There are three types of factor 

influencing collaboration between 

sales and marketing: integrators, 

facilitators, and management 

attitudes towards coordination. 

Senior management plays a pivotal 

role in creating and improving 

collaboration between sales and 

marketing, and that there is a 

positive correlation between 

collaboration between sales and 

marketing, and improved business 

performance 

SFA tools can mediate the 

information flow and consequently 

improve the communication within 

sales teams 

Saccani et al. 

(2006) 

Analysis of the role of 

after-sales services in 

manufacturing contexts 

and the related after-

sales performance 

measurement systems 

The role attributed to after-sales 

activities in showed an orientation 

to improve company image, 

customer satisfaction and retention 

(marketing focus). In most firms, 

however, measurement systems are 

quite simple and short-term 

oriented. 

SFA increases the depth, the 

breadth, and the mobility of 

knowledge through increased 

communication speed and access 

to customer relevant information. 

This ensures after sales service and 

is a long-term solution  

Yap et al. 

(2009) 

Exploration of the 

effects of different 

reward programs on in-

role and extra-role 

performance of retail 

sales associates 

Reward programs on in-role and 

extra-role performance of retail 

sales associates Informal reward 

programs (individual financial 

incentives, individual social 

recognition and group social 

recognition) appeared to be more 

effective in motivating sales 

associates to enhance their in-role 

and extra-role performance 

This study strengthens reward 

program by establishing how well 

they can be automated for ease of 

management. 

 

Baldauf and 

Cravens 

(2002) 

Examination of the 

moderator effects on 

the relationship 

between Salesforce 

behavior performance 

and outcome 

performance and sales 

organization behavior 

performance 

 

 

 

 

 

Salesforce capabilities, type of 

product, and industry growth act as 

a relevant moderator variables  

which drive to an improvement in 

the sales  

Performance 

In this study SFA use dimensions 

is the main moderators (Perceived 

 Usefulness, Perceived Ease-of-

Use, Supervisor Support and 

Facilitating Conditions, Computer 

Self-Efficacy, Team-Use 

Supervisor SFA-Control) 
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Author/ 

Year 

Research Area Findings / methods Gaps /methods 

Kirca (2005) Investigation of the role 

of managerial control 

on marketing activities 

and sales performance 

The choice of mode of operation is 

a critical decision that impacts the 

performance of service firms in 

international markets, such that 

firms which use more vertically 

integrated modes of operation 

obtain higher sales performance as 

a result of their high levels of  

control on marketing activities 

In this study, SFA technology 

brings superior internal synergies 

in serving the customer and 

offering better value-adding 

service through its ability to share 

information between departments 

within a company. In this study 

SFA gives vertical and horizontal 

integrated mode of operation. 

Rajagopal 

and 

Rajagopal 

(2008) 

Impact of sales team 

design in reference to 

the underlying rationale 

of management control 

and team coordination 

as indicators of 

performance and sales 

unit effectiveness. 

Team  performance  largely  

depends  on  the effectiveness  of  

team  coordination, leadership and 

performance  control  through  

behavioral  attributes. Sales  

managers  may  implement  such  

controls effectively by establishing 

coordination, training, and 

feedback  process  rather  than  

imposing  command and control 

policy. 

Probabilities are greater to realize 

valuable functionalities delivered 

by the system more so when 

coworkers greatly use SFA-

systems. Therefore, it is expected 

that Salesforce involved in team-

selling will profit from SFA to a 

great degree and find it usable. 

 

Johlke 

(2006)   

Examination of the 

relations between 

important sales  

presentation skills and 

Salesforce job 

performance 

Salesforce experience, and to a 

lesser degree training, underlie 

sales presentation skills. Salesforce 

skill at using adaptive selling 

techniques and closing are related 

with increased performance 

SFA technologies enable sales 

activities directly facing the 

customer and can help Salesforce 

manage their customer 

relationships along the sales cycle, 

from client acquisition to 

maintenance, competently and 

efficiently. 
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CHAPTER THREE 

 RESEARCH METHODOLOGY 

3.1 Introduction    

This chapter presents the methods and modalities that were used to collect data on the influence 

of SFA projects on the performance of the sales force in consumer goods firms in Kenya. It 

describes the type of research design that was used, the population of the research study, target 

population, sample size, sampling design, and finally pre-testing of the research study.  It further 

describes the data collection instruments used, procedures used in collecting the research data, 

research analysis and presentation of the research findings.  

3.2 Research paradigm  

A research philosophy is a belief about the way in which data about a phenomenon should be 

collected, analyzed and utilized. This research adopted pragmatism research philosophy which is 

premised on a reasonable and logical way of doing things or of thinking about problems that is 

based on dealing with specific situations instead of on ideas and theories. Pragmatism is an 

American movement in philosophy founded by Charles Sanders Peirce and William James and 

marked by the doctrines that the meaning of conceptions is to be sought in their practical 

bearings, that the function of thought is to guide action, and that truth is preeminently to be 

tested by the practical consequences of belief (Orlikowski 2008). 

3.3 Research Design 

The research design was a correlational design utilizing cross-sectional survey methodology and 

included a number of survey instruments. In cross-sectional surveys studies aim at determining 
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the occurrence (or level) of a specific feature, such as a definite coverage, illness or any such 

medical-related occurrence, in a distinct populace at a specific time period. Bryman describes 

this design as also corresponds to what as Cross-sectional research design that aims at getting 

data from multiple cases at a given point in time so as to analyse relationships across a number of 

variables of attention (Bryman, 2004). The research work was based on such a design because; 

its quantification attributes supports in unswerving comparison (Bryman, 2004). Nonetheless, 

cross-sectional studies customarily lack core cogency (Bryman, 2004) and this study tried to 

respond to this concern through employing the qualitative element of this study. In this study 

therefore, the qualitative data was used to enrich the descriptions generated by, and or from the 

quantitative data and thus build the picture of solid waste management in the study area, better. 

In undertaking this, facets of a phenomenological study project research were employed to 

chaperon qualitative data assemblage and scrutiny. –Justification for the choice of methodology 

3.4 Population of the Study 

According to KAM Data (2015), food and beverage sector command the biggest membership of 

consumer goods firms in Kenya. In total there were 187 firms that represent consumer goods 

industry, of which 149 that is 80% are located in Nairobi County which was our population of 

this study. 

3.4.1 Target Population  

The target population was the Consumer Goods Firms in Nairobi County that are using SFA 

systems from the 149 in the Kenya Association of Manufacturers directory. The target 

population was considered appropriate for the type of objectives of this study, the homogeneity 
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of the population, as it enabled the researcher to describe the state of affairs as they exist without 

manipulation of variables which was the aim of the study, Cynthia (2014).  

3.5 Sampling Design  

After identifying the target population, stratified random sampling was used to select the sample 

size of the study. According to Dessel (2013), a sample size of 20% is considered as a good 

response rate, while a 30% sample size is considered to be very good.  

In his work, Shi (2014) concludes that stratified sampling ensures samples which are more 

representative than that of simple random sampling thereby improving the accuracy of parameter 

estimmation. Dividing a population into homogenous strata may reduce the variance of an 

estimator of a population mean or total Barnett (1974). The study utilized stratified sampling 

since creation of strata that are more homogeneous internally than the population as a whole 

reduces the variance of the population estimates. In addition, Stratification may make a survey 

much easier to administer and that parameters can be estimated for the strata themselves, which 

may be very important. 

There were two types of strata: 

1. The population of 149 companies was divided into eight sub sectors and a number of 

representative companies was picked depending on the number of companies in that sub 

sector:  

i. Alcohol & Spirits – 6 companies 

ii. Bakers and Millers – 6 companies 

iii. Cocoa, Sugar & Chocolate – 6 companies 

iv. Dairy products – 6 companies 
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v. Juices, waters & carbonated drinks – 8 companies 

vi. Slaughtering and preservation of meat – 6 companies 

vii. Tobacco – 6 Companies 

viii. Vegetable oils – 6 Companies 

The eight sub sectors produced a sample size of 50 companies which is 30% of the population. 

2. The sample size of 50 companies was stratified further into three groups of respondents. 

These were Project Managers or IT Managers, Sales Managers and Salesforce of these 

firms. The researcher collected data from 1 IT Manager, 1 Sales Manager and 3 sales 

force personnel from each of the 50 companies making a total of 250 respondents. 

Table 3.1: Breakdown of Respondents 

SUB SECTOR 
NO OF 

COMPANIES 

IT 

MANAGERS 

SALES 

MANAGERS 

SALES 

FORCE 
TOTAL 

Alcohol & Spirits  6 1 1 3 30 

Bakers and Millers  6 1 1 3 30 

Cocoa, Sugar & 

Chocolate  
6 1 1 3 30 

Dairy products  6 1 1 3 30 

Juices, waters & 

carbonated drinks  
8 1 1 3 40 

Slaughtering and 

preservation of meat  
6 1 1 3 30 

Tobacco 6 1 1 3 30 

Vegetable oils  6 1 1 3 30 

  
 

 

TOTAL NUMBER OF RESPONDENTS 

 

250 

 

3.6 Research Instruments 

Data for this study was collected using questionnaires which were structured based on the 

research objectives. The questionnaires contained closed and open ended questions. Secondary 

data was obtained to reinforce collected data from internet, text books, brochures and journals 
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covering the organization under study. According to Harper, Laws, and Marcus (2003), a 

questionnaire is a written list of questions, either given or posted to respondents, who fill it by 

themselves. Information is gathered directly from people through a series of questions, many 

which are likely to offer the respondent some possible replies to tick. 

Each item in the questionnaire was developed to address a specific objective, or research 

question of the study. The researcher primarily selected data which was collected using the 

questionnaires. 

3.7 Pilot Study 

The researcher pre-tested the questionnaire on 15 respondents whose data did not form part of 

the actual study since subjects in the actual sample, should not be used for pre-testing. Mugenda 

& Mugenda, (2007) states that a relatively small sample of 10 to 20 respondents can be chosen 

from the population during piloting which is not included in the sample chosen for the main 

study. Finally, the responses received from the questionnaires were attuned accordingly and any 

areas that needed adjustments were acted upon.  

3.7.1 Validity Test  

Validity is the ability of the research instrument to measure what it is supposed to measure 

(Cooper and Schindler, 2006; Aiken and West, 1991). It is a criterion used to show the extent to 

which conclusions drawn in a study provide an accurate description or explanation of what 

happened (Erikson & Kavalainen, 2008). If the instrument contains a representative sample of 

the universe subject matter, then the validity is good. There are various types of validity 

including: construct, content, face and criterion related validity. To ensure content validity, the 
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researcher went through a review of literature and identified items that required to measure the 

concepts, and to also ensure that questions covered all areas of the study. The researcher also 

piloted the questionnaire on 15 respondents not involved in the main work and picked 

unsystematically before starting of field work. This allowed the investigator to find out the 

respondent‘s capacity to answer minus complications. All unclear, double edged and blurred 

entries were recognized and corrected. The study also consulted specialists to scrutinize and 

evaluate the questionnaire for legitimacy as successfully done by (Munyoki, 2013). 

3.7.2 Reliability of the Instruments 

Test-retest reliability was carried out on the basis of administration of the questionnaire before 

starting data collection to ascertain internal consistency reliability. Information collected through 

the pilot study of 10 subjects in the study area, not included in the sample helped identify some 

of the shortcomings, for correction, likely to be experienced during the actual data collection 

exercise to enhance reliability of the questionnaire. Responses obtained during the piloting were 

used to calculate the reliability coefficient from a correlation matrix. The reliability of the 

instrument was estimated using Cronbach‘s Alpha Coefficient which is a measure of internal 

coefficient. A reliability of at least 0.70 at =0.05 significance level of confidence is acceptable 

(Gable and Wolf, 2003).  
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Table 3.2: Cronbach's Alpha Values 

VARIABLE CRONBACH'S ALPHA 

Service quality 0.769 

Information quality 0.848 

System quality 0.797 

Perceived usefulness 0.824 

Perceived Ease-of-Use 0.786 

Facilitating conditions 0.715 

Computer self efficacy 0.827 

SFA system control 0.719 

Sales force performance 0.693 

3.8 Data Collection Procedures 

The researcher sought permission from the management of the fast moving consumer goods 

firms in Kenya. The researcher‘s next step was to get a letter from University of Nairobi as a 

confirmation of the purpose of the research. Two qualified field assistants were recruited and 

trained for 3 days to ensure accurate data collection. They were trained on introductory 

techniques to respondents, questionnaire interpretation, data collection techniques, data 

recording, basic field ethics and introduction to instrument reliability and validity concept. 

3.9 Data Analysis Techniques 

Data analysis is a process of inspecting, cleaning, transforming, and modeling data with the goal 

of discovering useful information, suggesting conclusions, and supporting decision-making. This 

study applied both the quantitative and qualitative techniques. 

3.9.1 Statistical Significance 

Researches generally accept the use of 5% (0.05) level of statistical significance. This study 

therefore accepted the alternate hypothesis (and reject the experimental hypothesis) if the 

probability that the results were due to chance alone is less than 5%. This was expressed as  
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 P=0.05 

Where P = the probability of the result if the alternate (H:1) hypothesis is true. 

3.9.2 Analysis of Quantitative Data 

The procedure of data analysis complied numerous steps; the completed questionnaires were 

edited for totality and uniformity, checked for errors and omissions and then coded. Descriptive 

analysis was employed. Inferential statistics involving percentages, mean scores and standard 

deviations were used to to examine the influence of SFA on the performance of the sales force in 

consumer goods firms in Kenya. Coding was done in computerized form, analyzed and the 

output interpreted in frequencies, percentages, mean scores, standard deviation and rankings.  

 

Descriptive statistics were used to analyse the demographics of the various firms surveyed. The 

descriptive statistics included: 

1. Measure of central tendency which examined the mean, mode and median. 

2. Dispersion which measured the spread of the values around the central tendency using 

the standard deviation. 

Regression was used to analyse sales force performance as this variable has majorly been 

measured using ordinal scale. 

Multiple regression was used to establish how perceived usefulness of SFA adoption influences 

sales force performance, the extent to which perceived ease of use in the adoption of SFA 

influence sales force performance, how facilitating conditions of SFA adoption influences 

Salesforce performance and to establish the extent to which computer self-efficacy influences 

sales force performance. 
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Regression and ANOVA were applied to establish the moderating influence of system 

characteristics in the relationship between adoption of SFA and sales force performance as well 

as to establish the moderating effect of SFA system control in the relationship between adoption 

of SFA and salesforce performance. Analysis of variance is important in such a study as it tests 

the acceptability of the model from a statistical perspective. 

 

Correlation analysis was also used to analyse variables whose data was in interval and ratio 

scales. The variables that were analysed using correlations include computer self-efficacy, 

system characteristics, SFA system control and SFA system performance. Correlation was 

chosen in the analysis of these variables because their data was collected using interval scale and 

correlation analysis works best in interval scales. 

 

The correlation coefficient, r, is a summary measure that describes the extent of the statistical 

relationship between two interval or ratio level variables. The correlation coefficient is scaled so 

that it is always between -1 and +1. When r is close to 0 this means that there is little relationship 

between the variables and the farther away from 0 r is, in either the positive or negative 

direction, the greater the relationship between the two variables. 

3.9.3 Hypotheses Testing  

The hypotheses were tested using regression analysis. Regression models were used in this study 

to investigate the relationship between the sales force performance and the obtained dependent 

variables. The key benefits of using regression analysis that: 

1. It indicates if independent variables have significant relationship with dependent variable 
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2. Indicates the relative strength of different independent variables‘ effects on a dependent 

variable. 

Regression coefficients were used to evaluate the strength of the relationship between the 

independent variables and the sales force performance. R2 value provides a measure of the 

predictive ability of the model. The close the R2 value to 1 the better the regression equation fit 

to the data.  

The following regression models were used. 

Y = β1X1 + c 

Where 

 Y=Dependent Variable 

 X1 = Independent variables (Main and Moderating) 

 β1 = Regression equation coefficient 

 C = Control Variable   

Beta, β values were introduced to measure the power and bearing of the relationship among the 

independent and dependent variables. It is also a supplementary feature of letting us to equate the 

comparative prominence of each of the independent variables in the study in clarifying the 

dependent variable. 

For testing of direct effects, the β values of >0 was considered as significant direct relationship 

while for moderating variables values should not be less than 0.1 and if they go beyond 1, there 

is a sign of Multicollinearity. 
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3.9.4 Analysis of Qualitative Data 

The emphasis on the qualitative data was on the stated experiences of the participants and on the 

stated meanings they attach to the issues being studied. One important way of handling the 

qualitative data was by considering fully the categories spontaneously used by the respondents 

before the researchers develop their own categories. 

The researcher gathered the information from the respondent, taking note of key words. The 

information items were then  organised into various groups in a preliminary way. The next step 

was to take account of the categories or groupings suggested by the respondents. The final step 

was to form a set of categories based on the information obtained from the previous steps. 

However, the researcher was likely to change some of the categories if additional information 

comes to light. The researcher was not only interested in the number of items or statements 

falling into each category but the variety of meanings, attitudes and interpretations found within 

each category. 

3.10 Ethical Issues 

The implementation of ethical standards is a requirement throughout the research process, from 

the design to the recommendations (Fossey, et al. 2010). A research letter was obtained from the 

university which authorized the researcher to visit the firms. The major ethical issues in this 

study were privacy and confidentiality of the respondents and the institutions they represent. 

 

Interview pre-testing was done to avoid possible unbiased data. The pilot study was done among 

the non-sample population in the study and unmasked any unethical or threatening questions for 

correction. A question is unethical or threatening when 20% or more of the respondents feel that 
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most people would be very uneasy talking about the topic (Gall, 2006). Any information 

collected was handled confidentially and at the end of the exercise, the research feedback can be 

shared with the respondents companies on request. 

 

 



 

62 

 

Table 3.3: Operationalization of variables 
Objective Hypothesis Variables Collection 

Data 

method 

Instruments Scale  Data Sources Method of 

Analysis 

To establish how 

perceived 

usefulness of SFA 

system influences 

sales performance 

 

H1:1 Dependent 

Sales 

Performance 

Survey 

 

Questionnaires 

Q13, Q14 & 

Q15 

Nominal 

scale 

(Yes/No) 

 

Ordinal-

5point 

likert 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Regression 

+descriptiv

ve 

Independent 
Perceived 

Usefulness 

Survey Questionnaires 

Q5 

 

Nominal 

scale 

(Yes/No) 

 

Ordinal-

5point 

likert 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Regression 

 

To determine the 

extent to which 

perceived ease of 

use of SFA system 

influence sales 

performance 

 

 H1:2 

 
Dependent 

Sales 

Performance 

Survey Questionnaires 

Q13, Q14 & 

Q15 

Nominal 

scale 

(Yes/No) 

 

Ordinal-

5point 

likert 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Regression 

 

Independent  

Perceived ease 

of use 

Survey Questionnaires 

Q6 

Nominal 

scale 

(Yes/No) 

Ordinal-

5point 

likert 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Regression 

 

To asses how 

facilitating 

conditions of SFA 

adoption influence 

sales performance 

H1:3 Dependent 

Sales 

Performance 

Survey Questionnaires 

Q13, Q14 & 

Q15 

 

Ordinal-

5point 

likert 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Regression 

 

Independent 

Facilitating 

Conditions 

Survey Questionnaires 

Q 7 

 

Ordinal-

5point 

likert 

Nominal 

(YES/N

O) 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Regression 

 

To establish the 

extent to which 

computer self-

efficacy in the 

adoption of SFA 

influences sales 

performance 

H1:4 

 
Dependent 

Sales 

Performance 

Survey Questionnaires 

Q13, Q14 & 

Q15 

 

 

Interval, 

ordinal 

 

IT Managers, 

Sales-Managers  

& 

Salesforce  

Correlation 

analysis 

 

Regression 

 

Independent 

Computer self-

Efficacy 

Survey Questionnaires 

Q 8 

 

Interval 

 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Correlation 

analysis 
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Objective Hypothesis Variables Collection 

Data 

method 

Instruments Scale  Data Sources Method of 

Analysis 

To establish the 

relationship 

between SFA 

system control and 

sales performance 

 

 

H1:5 

 

Dependent 

Sales 

Performance  

Survey Questionnaires 

Q13, Q14 & 

Q15 

 

Interval, 

ordinal 

 

IT Managers, 

Sales-Managers  

& 

Salesforce  

Descriptive 

statistics, 

Correlation 

analysis, 

Regression 

 

Independent 

SFA system 

control  

Survey Questionnaires 

Q 9 

Interval 

 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Descriptive 

statistics, 

Correlation 

analysis 

To investigate the 

influence of SFA 

system adoption on 

sales performance 

 

H1:6 

 
Dependent 

Sales 

Performance  

Survey 

 

Questionnaires 

Q13, Q14 & 

Q15 

 

 

Interval, 

ordinal 

 

IT Managers, 

Sales-Managers  

& 

Salesforce  

Descriptive 

statistics, 

Correlation 

analysis 

 

Regression 

 

Independent 

Variables 

Perceived 

Usefulness 
Perceived ease 

of use 
Facilitating 

Conditions 
Computer self-

Efficacy 
SFA system 

control  

 

Survey Questionnaires 

Q5, Q6, Q7, 

Q8, & Q9 

 

 

 

 

 

Interval 

 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Correlation 

analysis 

 

To establish the 

moderating 

influence of system 

characteristics on 

the relationship 

between adoption 

of SFA system and 

sales performance 

 

H1:7 

 
Dependent 

Sales 

Performance 

Survey Questionnaires 

Q13, Q14 & 

Q15 

 

 

Interval, 

ordinal 

 

IT Managers, 

Sales-Managers  

& 

Salesforce  

Descriptive 

statistics, 

Correlation 

analysis 

Regression 

 

Moderating 

Variable 

System 

Characteristics 
 

Survey Questionnaires 

Q 10, Q11 & 

Q12 

 

 

Interval 

 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Descriptive 

statistics, 

Correlation 

analysis 
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Objective Hypothesis Variables Collection 

Data 

method 

Instruments Scale  Data Sources Method of 

Analysis 

To investigate the 

combined influence 

of SFA system 

adoption and 

system 

characteristics on 

sales performance 

 

H1:8 

 
Dependent 

Sales 

Performance 

Survey Questionnaires 

Q13, Q14 & 

Q15 

 

Interval, 

ordinal 

 

IT Managers, 

Sales-Managers  

& 

Salesforce  

Descriptive 

statistics, 

Correlation 

analysis 

 

Regression 

Independent 

and 

Moderating 

Variables 

Perceived 

Usefulness 
Perceived ease 

of use 
Facilitating 

Conditions 
Computer self-

Efficacy 
SFA system 

control  

System 

Characteristics 

 
 

Survey Q5, Q6, Q7, 

Q8, Q9, Q10, 

Q11 & Q12 

 

Interval 

 

IT Managers, 

Sales-Managers  

& 

Salesforce 

Descriptive 

statistics 

Correlation 

analysis 
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Table 3.4: Summary of Use Analysis Techniques 

Independent 

Variable 

Dependent Variable Analysis 

Technique 

How it is applied Critical Values Significance 

Perceived 

Usefulness 

Sales Performance    

Regression 

Determination of Beta 

Values 

 ß>0 95% 

Perceived Ease-

of-Use 

Sales Performance Regression Determination of Beta 

Values 

 ß>0 95% 

Facilitating 

Conditions 

Sales Performance Regression Determination of Beta 

Values 

 ß>0 

 

95% 

 

Computer Self-

Efficacy 

Sales Performance Regression 

 

 

Correlation 

analysis 

Determination of Beta 

Values 

Determination of Pearson 

correlation coefficient 

 ß>0 

 

r<>0 

95% 

 

95% 

SFA Control 

 

Sales Performance Regression 

 

 

Correlation 

analysis 

Determination of Beta 

Values 

Determination of Pearson 

correlation coefficient 

 ß>0 

 

r<>0 

95% 

 

95% 

Moderating Variables 

Service Quality Sales Performance Regression 

 

 

Correlation 

analysis 

Determination of Beta 

Values 

Determination of Pearson 

correlation coefficient 

 ß>0 

 

r<>0 

95% 

 

95% 

Information 

Quality 

Sales Performance Regression 

 

 

Correlation 

analysis 

Determination of Beta 

Values 

Determination of Pearson 

correlation coefficient 

 ß>0 

 

r<>0 

95% 

 

95% 

System Quality Sales Performance Regression 

 

 

Correlation 

analysis 

Determination of Beta 

Values 

Determination of Pearson 

correlation coefficient 

 ß>0 

 

r<>0 

95% 

 

95% 
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CHAPTER FOUR 

DATA ANALYSIS, PRESENTATION AND INTERPRETATION 

4.1 Introduction 

The broad objective of the study was to evaluate the influence of adoption of SFA system on 

sales performance in Kenya; a case of consumer goods firms in Nairobi County. To achieve this 

objective, each specific objectives were set and corresponding hypotheses formulated. The 

chapter presents preliminary findings of the study on the basis of which further analyses will be 

undertaken to test the study hypotheses. It lays focus on various tests of data that were gathered 

as well as the manifestations of the research variables among the studied organizations. Through 

the use of descriptive and inferential statistics, this chapter provides the premise on which further 

statistical operations and analyses will be carried out to test the study hypotheses.  

 

The data analyzed were obtained through a structured questionnaire along various operational 

indicators of the study variables. For each study variable, respondents were presented with 

descriptive statements in a 5 point likert scale and were required to indicate the extent to which 

the statements applied in their organizations. Findings of the pre-tests reliability and validity are 

presented. The details of descriptive analysis using frequency distribution tables, descriptive 

statistics using means and t-tests was used for ranking responses, Cronbach alpha and test of 

normality. The descriptive statistics of respondents as well as response rate are summarized. 
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4.2 Suitability of the Data 

The study established the suitability of the data by examining the response rate for the 

respondents, reliability test, validity test, tests of regression assumptions, tests of normality, 

heteroscedasticity test as well as test for multicollinearity for the variables. The findings are 

discussed in the subsequent sections. 

4.2.1 Response Rate 

The population for the study was all the Consumer Goods Firms in Nairobi County that are using 

SFA systems from the 149 in the Kenya Association of Manufacturers directory. The population 

of 149 companies was divided into eight sub sectors and a number of 50 representative 

companies were picked depending on the number of companies in that sub sector. The researcher 

collected data from 1 IT Manager, 1 Sales Manager and 3 sales force personnel from each of the 

50 companies making a total of 250 respondents. Questionnaires were sent to all the 250 

respondents out of which 250 questionnaires were filled and returned representing a response 

rate of one hundred (100%). This response rate was considered adequate for analysis. According 

to Awino (2011), a response rate of 65 percent is acceptable for such studies. Similarly, 

Mugenda and Mugenda (2003) and Saunders, et al., (2007), a response rate of 50 percent is 

adequate, 60 percent is good, and 70 percent is very good. Therefore, the response rate of 100% 

percent is very good and hence acceptable for drawing conclusions on the current study.   

4.2.2 Tests of Regression Assumptions  

Various assumptions are made about variables during statistical tests. This is to ensure that the 

findings are worth using in decision-making. Failure to meet these assumptions may lead to Type 
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II errors or I. Testing for assumptions is beneficial because it ensures that analysis meets 

associated assumptions and helps avoid Type I and Type II errors (Osborne et al, 2001). This 

study carried out tests of normality and multicollinearity. 

4.2.3 Tests of Normality 

The use of inferential parametric statistical processes necessitates that the rules of such tests of 

normality are put to test. This helps in graphical tests to be performed about the normality of the 

data to plaid for skewness and kurtosis coefficients. These tests helps to confirm whether the data 

follows a normal distribution or not. If the normality is not achieved, the results may not depict 

the true picture relationship amongst the variables. In this study, normality was tested using 

Kolmogorov-Smirnov Test and the Shapiro-Wilk Test. The Shapiro-Wilk Test is more 

appropriate for small sample sizes (< 50 samples), but can also handle sample sizes as large as 

2000. For this reason, this study used the Shapiro-Wilk test as our numerical means of assessing 

normality. If the Sig. value of the Shapiro-Wilk Test is greater than 0.05, (P-value test statistic) 

the data is normal. If it is below 0.05, the data significantly deviate from a normal distribution. 
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Table 4.5: Shapiro-Wilk Test of Normality 

Variables Kolmogorov-Smirnov
a
 Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Perceived usefulness .288 250 .331 .747 250 .401 

Perceived ease of use .364 250 .331 .656 250 .401 

Facilitating conditions .309 250 .331 .742 250 .401 

Computer self-efficacy .329 250 .331 .703 250 .401 

SFA system control .289 250 .331 .730 250 .401 

Systems quality .285 250 .331 .678 250 .401 

Service quality .316 250 .331 .632 250 .401 

Information quality .349 250 .331 .616 250 .401 

Sales performance .284 250 .331 .748 250 .401 

a. Lilliefors Significance Correction 

The findings depict that, the significance values for the Shapiro-Wilk tests were 0.401 for 

perceived usefulness, perceived ease of use, facilitating conditions, computer self-efficacy, 

service quality, systems quality, information quality, SFA system control and Sales performance 

each. For the Kolmogorov-Smirnov tests, the significance values were 0.331 for Perceived 

usefulness, Perceived ease of use, Facilitating conditions, Computer self-efficacy, SFA system 

control, Systems quality, service quality, Information quality and Sales performance each. This 

implies that since the p-value is greater than the chosen alpha level of 0.05 then we fail to reject 

the hypothesis based on that the data came from a normally distributed population. The results of 

the tests are therefore of normally distributed population.  
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The normality of the variables was also done by plotting a Quantile Quantile (QQ) plot. In order 

to determine normality graphically, the output of a normal Q-Q Plot is used. If the data are 

normally distributed, the data points will be close to the diagonal line. If the data points stray 

from the line in an obvious non-linear fashion, the data are not normally distributed.  Q-Q plots 

are as presented in Figures 4.5, 4.6, 4.7, 4.8, 4.9, 4.10, 4.11 and 4.12. All the variables had a 

fairly good fit in the normal distribution. 

Figure 4.5: Normal Q-Q plot of Data on Perceived Usefulness 

 

From this graph, it can be concluded that the data appears to be normally distributed as it follows 

the diagonal line closely and does not appear to have a non-linear pattern. 
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Figure 4.6: Normal Q-Q plot of Data on Perceived Ease of Use 

 

From the graph, it can be concluded that the data appears to be normally distributed as it mainly 

follows the diagonal line closely and does not appear to have a non-linear pattern. 

Figure 4.7: Normal Q-Q plot of Data on Facilitating Conditions 

 

The graph indicates that the data appears to be normally distributed as it follows the diagonal line 

closely and does not appear to have a non-linear pattern. 
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Figure 4.8: Normal Q-Q plot of Data on Computer self-efficacy 

 

This graph also indicates that the data appears to be normally distributed as it follows the 

diagonal line closely and does not appear to have a non-linear pattern. 

Figure 4.9: Normal Q-Q plot of Data on SFA System Control 

 

The graph indicates that the data appears to be normally distributed as it follows the diagonal line 

closely and does not appear to have a non-linear pattern. 
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Figure 4.10: Normal Q-Q plot of Data on Systems quality 

 

The graph indicates that the data appears to be normally distributed as it follows the diagonal line 

closely and does not appear to have a non-linear pattern. 

 

Figure 4.11: Normal Q-Q plot of Data on Information Quality 

 

The graph indicates that the data appears to be normally distributed as it follows the diagonal line 

closely and does not appear to have a non-linear pattern. 
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Figure 4.12: Normal Q-Q plot of Data on Sales Performance 

 

The circles in this Q-Q plot start out on one side of the line, and then are almost exclusively on 

the other side for a long stretch, then move to the other side of the line again. This behaviour 

indicates high degree of left skewing for the normally distribution results of the tests for 

organizational performance variable.  

4.2.4 Test for Multicollinearity 

 When there is a perfect linear relationship among the predictors, the estimates for a regression 

model cannot be uniquely computed. The term collinearity implies that two variables are near 

perfect linear combinations of one another. When more than two variables are involved it is often 

called Multicollinearity, although the two terms are often used interchangeably. Multicollinearity 

is a test that evaluates whether the independent variables are highly correlated. The primary 

concern is that as the degree of Multicollinearity increases, the regression model estimates of the 

coefficients become unstable and the standard errors for the coefficients can get wildly inflated.  

The variance inflation factor (VIF) was used to evaluate the level of correlation between 

variables and to estimate how much the variance of a coefficient was inflated because of linear 
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dependence with other predictors. As a rule of thumb if any of the VIF are greater than 10 

(greater than 5 when conservative) then there is a probability of a problem with Multicollinearity 

and is harmful to the study (Newbert, 2008). Tolerance, defined as 1/VIF, is used by many 

researchers to check on the degree of collinearity. A tolerance value lower than 0.1 is 

comparable to a VIF of 10. It means that the variable could be considered as a linear combination 

of other independent variables (Newbert, 2008). The results for tests of Multicollinearity were as 

presented in Table 4.6. 

Table 4.6: Test for Multicollinearity 

Coefficients
a
 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. Collinearity 

Statistics 

B Std. 

Error 

Beta Tolerance VIF 

 

(Constant) 1.272 .350  3.636 .000   

Perceived usefulness .198 .063 .188 3.126 .002 .780 1.281 

Perceived ease of 

use 
.096 .066 .107 1.451 .148 .512 1.954 

Facilitating 

conditions 
.325 .073 .349 4.481 .000 .463 2.162 

Computer self-

efficacy 
.174 .070 .145 2.463 .014 .815 1.228 

SFA system control .123 .054 .161 2.272 .024 .558 1.793 

Systems quality .108 .051 .137 2.115 .035 .672 1.489 

Service quality .101 .047 .133 
2.149 

 
.033 .547 1.661 

Information quality .105 .053 .138 1.970 .050 .571 1.750 

a. Dependent Variable: Sales performance 
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The results in Table 4.6 revealed that there was no problem of multicollinearity. The variance 

inflation factors for the variables were all below 5 meaning that the variables were not highly 

correlated.  

4.2.5 Heteroscedasticity 

 Heteroscedasticity occurs when the variance of the error terms differ across observations. 

Heteroscedasticity is useful to examine whether there is difference in residual variance of the 

observation period to another period of observation (Godfrey, 1996). The study utilized Glejser 

test (1969) conducted by regression residual value of the independent variable. In the case there 

is an assumption that if the Sig. value >0.05, then there is no problem of heteroscedasticity. The 

results for tests of Heteroscedasticity were as presented in Table 4.7. 

Table 4.7: Test for Heteroscedasticity 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 

(Constant) 1.125 .012  3.856 .000 

Perceived usefulness .198 .045 .186 0.156 .269 

Perceived ease of use .096 .056 .112 0.258 .148 

Facilitating conditions .256 .089 .349 0.481 .86 

Computer self-

efficacy 
.174 .070 .145 0.463 .089 

SFA system control .125 .064 .151 0.256 .059 

Systems quality .118 .068 .148 0.165 .063 

Service quality .137 .061 .141 2.246 .044 

Information quality .115 .055 .145 0.988 .051 

a. Dependent Variable: Sales performance 

Based on the output coefficients, the obtained Sig. values are >0.05, thus there is no problem of 

Heteroscedasticity. Hence, there is no difference in residual variance of independent to 

dependent variables tested. 
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Figure 4.13: Test for Heteroscedasticity 

4.2.6 Correlation Analysis 

The analysis was carried out using Standard Package of Statistical Science (SPSS) to determine 

the correlation Pearson Product Moment Correlation. The summary of the correlations is shown 

in the table below:  
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Table 4.8: Correlation analysis 

 
 Perceived 

usefulness 

Perceived 

ease of use 

Facilitating 

conditions 

Computer 

self-

efficacy 

Systems 

quality 

Service 

quality 

Information 

quality 

SFA 

system 

control 

Perceived 

usefulness 

Pearson 

Correlation 
1 .679

**
 .319

**
 .108 .254

**
 .274

**
 .325

**
 .324

**
 

Sig. (2-

tailed) 

 
.000 .000 .088 .000 .000 .000 .000 

N 251 251 251 251 251 251 251 251 

Perceived 

ease of use 

Pearson 

Correlation 
.679

**
 1 .466

**
 .193

**
 .144

*
 .380

**
 .488

**
 .425

**
 

Sig. (2-

tailed) 
.000 

 
.000 .002 .022 .000 .000 .000 

N 251 251 251 251 251 251 251 251 

Facilitating 

conditions 

Pearson 

Correlation 
.319

**
 .466

**
 1 .506

**
 .372

**
 .456

**
 .591

**
 .603

**
 

Sig. (2-

tailed) 
.000 .000 

 
.000 .000 .000 .000 .000 

N 251 251 251 251 251 251 251 251 

Computer 

self-efficacy 

Pearson 

Correlation 
.108 .193

**
 .506

**
 1 .524

**
 .299

**
 .350

**
 .404

**
 

Sig. (2-

tailed) 
.088 .002 .000 

 
.000 .000 .000 .000 

N 251 251 251 251 251 251 251 251 

SFA system 

control 

Pearson 

Correlation 
.324

**
 .425

**
 .603

**
 .404

**
 .414

**
 .490

**
 .618

**
 1 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 .000 

 

N 251 251 251 251 251 251 251 251 

Service 

quality 

Pearson 

Correlation 
.274

**
 .380

**
 .456

**
 .299

**
 .496

**
 1 .559

**
 .490

**
 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 

 
.000 .000 

N 251 251 251 251 251 251 251 251 

Information 

quality 

Pearson 

Correlation 
.325

**
 .488

**
 .591

**
 .350

**
 .319

**
 .559

**
 1 .618

**
 

Sig. (2-

tailed) 
.000 .000 .000 .000 .000 .000 

 
.000 

N 251 251 251 251 251 251 251 251 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

The data presented Table 4.8 on SFA adoption and sales performance were computed into single 

variables per factor by obtaining the averages of each factor. Pearson‗s correlations analysis was 

then conducted at 95% confidence interval and 5% confidence level 2-tailed. The table indicates 

that all factors had a significant p-value (p<0.05) at 95% confidence level.  
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4.3 Descriptive Statistics 

Respondents on each questionnaire have different demographic data; experience, age, gender, 

and education, that may introduce different responses toward SFA technology usage. These 

different personal characteristics are the first part of each questionnaire. The first section show 

and discuss the distribution of respondents based on their profiles. The subsequent section 

discusses the findings on Perceived usefulness, Perceived ease of use, Facilitating conditions, 

Computer self-efficacy, SFA system control, Systems quality, Information quality and Sales 

performance. A five-item Likert scale was used in each questionnaire and all responses were 

obtained on a five-point range from ―strongly agree‖ to ―strongly disagree‖ with an average of 3. 

Accordingly, being an item mean above 3 would be considered a positive opinion and vice versa.  

The standard deviation is the most common way to express variability but it's hard to interpret 

especially when there is a mix of scales points (for instance 5 and 7). The CV makes interpreting 

a bit easier by dividing the standard deviation by the mean (1.21/4.167 = .29). Higher values 

indicate higher variability. This comes out more where responses with similar means but with 

noticeably different coefficient of variations indicating respondents have inconsistent attitudes. 

The CV is a measure of variability. 

4.3.1 Name of the Respondents Company 

The study sought to investigate the name of the respondents company and the findings are as 

tabulated as appendices. 

4.3.2 Respondents Designation 

The respondents were also asked to indicate their designation and the findings are as illustrated 

in Table 4.9.  
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Table 4.9: Respondents Designation 

Respondents Designation Frequency Percent 

IT Manager / Project Manager 52 20.8 

Sales Manager/ sales supervisor 55 22.0 

Sales person 143 57.2 

Total 250 100.0 

 

As per the findings, 143 of the respondents indicated that they were the sales person, 55 were the 

sales Manager/ sales supervisor and 52 were the IT manager / project manager. 

4.3.3 Period Worked at the Company 

The respondents were also asked to state how long they had worked at the Company. The results 

findings are as indicated in Table 4.10 below 

Table 4.10: Period Worked at the Company 

Period Worked at the Company Frequency Percent 

5 years and below 21 8.40% 

6-10 years 55 22.00% 

11-15 years 87 34.80% 

16 -20 years 75 30.00% 

21 and above years 12 4.80% 

Total 250 100 

 

The findings depict that the respondents had worked for their organization for more than five 

years. 34.8% have worked for 11-15 years, 30.0% have worked for 16-20 years, 22.0% have 

worked for 6-10 years, 8.4% have worked for 5 years and below and the remaining 4.8% had 
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worked for 21 and above years. The significant number (229) of the respondents with enough 

experience implies that the findings are good enough to help understand the performance of 

consumer goods firms.  

4.3.4 Extent of SFA System Use 

The study went on to probe the respondents on the extent of SFA System Use in their 

organization. The findings are as illustrated in Table 4.11. 

Table 4.11:  Extent of SFA System Use 

 Frequency Percent 

Little extent 11 4.40% 

Moderate extent 43 17.10% 

Great extent 178 70.90% 

Very great extent 18 7.60% 

Total 250 100.00% 

 

Again the findings portray that the SFA system use in the respondents organization with majority 

agreeing that the SFA System Use was to a great extent (70.9%) and 7.6% to a very great extent. 

17.1% of the respondents stated that the extent of SFA System Use in their organization was 

moderate and 4.4% said it was to a little extent. 

4.4 Sales Performance 

The dependent variable of the study was sales performance, to this effect the respondents were 

required to answer a series of questions in relation to this variable. The findings are presented 

and discussed in the subsequent section. 
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4.4.1 Goals of Sales Force Automation in Respondents Organization 

The respondents were required to rate their level of agreement or disagreement with the 

statements pertaining to the goals of Sales Force Automation in their organization on a scale of 1 

to 5 where; 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-

Strongly agree. The findings are as illustrated in Table 4.12. 

 

Table 4.12: Goals of Sales Force Automation in Respondents Organization 

 N Mean S.D C.V 

SFA has led to  increased sales 250 4.3665 .66417 .441 

SFA has led to  increased productive and quality selling time 250 4.4183 .56241 .316 

SFA has led to  improved contact management capabilities 250 4.4343 .64394 .415 

SFA has led to  automated sales tasks, the preparation for 

sales activities such as proposals or order forms takes less 

time  

250 

4.4542 .58042 .337 

SFA has led to  improved ability to deliver better value to the 

customers through information sharing across sales, 

marketing, and customer service employees  

250 

4.4861 .62833 .395 

SFA has led to  faster access to timely information  250 4.5697 .63728 .406 

Knowledge in the SFA system enables sales force to do their 

work more efficiently, more effectively, or more satisfyingly  

250 
4.6016 .69328 .481 

Overall 
250 4.4758 0.6300 0.3987 

 

The overall aggregate mean score for this section stands at 4.4758, the standard deviation at 

0.6300 and the coefficient of variation at 0.3987. This discloses that on average the respondents 

agreed with goals of Sales Force Automation in their company. The statement that knowledge in 

the SFA system enables sales force to do their work more efficiently, more effectively, or more 
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satisfyingly had the highest mean score of 4.6016 and a standard deviation of 0.69328, C.V of 

0.481. This was followed by, SFA has led to faster access to timely information (Mean= 4.5697; 

S.D= 0.63728; C.V= 0.406). SFA has led to improved ability to deliver better value to the 

customers through information sharing across sales, marketing, and customer service employees 

(Mean= 4.861; S.D= 0.62833; C.V= 0.395). SFA has led to  automated sales tasks, the 

preparation for sales activities such as proposals or order forms takes less time (Mean= 4.4542; 

S.D= 0.58042; C.V= 0.337). SFA has led to improved contact management capabilities (Mean= 

4.4343; S.D= 0.64394; C.V= 0.415). SFA has led to increased productive and quality selling 

time (Mean= 4.183; S.D= 0.56241; C.V= 0.316). SFA has led to increased sales (Mean= 

4.43665; S.D= 0.66417; C.V= 0.441).  

These findings concur with Ahearne et al., (2005) who observes that ultimately, by decreasing 

the extent of stoppage in a salesman's typical day and improving call programs, the aggregate of 

intervals dedicated to undertakings is more diligently related to sales and can be exploited. 

Additionally, SFA enables and increases information handling and communication, which in 

exchange can escalate the quantity of work done in a given time and space (Good and Stone, 

1995). 

4.4.2 Benefits of Using SFAs in Respondents Organization 

Respondents were asked to indicate the extent to which they were in agreement with statements 

relating to the benefits of using SFAs in their organization using a five point likert scale where 1- 

Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree. 

The study findings are as illustrated in Table 4.13 
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Table 4.13: Benefits of Using SFAs in Respondents Organization 

 N Mean S.D C.V 

Improved Operational Efficiency 250 4.4104 .82640 .683 

Better Within-Team Collaboration 250 4.4980 .61563 .379 

Improved Customer Relationships 250 4.5100 .76086 .579 

Improved Salesforce Efficiency and Productivity 250 4.5418 .62068 .385 

Overall 
250 4.4901 0.7059 0.5065 

 

The overall aggregate mean score for this section stands at 4.44901, the standard deviation at 

0.7059 and the coefficient of variation at 0.5065. This demonstrates that on average the 

respondents were of the view that there were benefits of using SFAs in their organization in their 

company. This was exampled by the statement that there was; improved salesforce efficiency 

and Productivity (Mean= 4.5418; S.D= 0.62068; C.V= 0.385). Improved Customer Relationships 

(Mean= 4.5100; S.D= 0.76086; C.V= 0.579). Better within-team collaboration having the highest 

mean score of 4.4980 and a standard deviation of 0.61563, C.V of 0.379. Additionally, it can be 

noted that this statement had the lowest level of dispersion. This was followed by, improved 

operational efficiency (Mean= 4.4104; S.D= 0.82640; C.V= 0.683). This statement exhibited the 

highest level of dispersion.  
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4.4.3 Number of Site Visits for a Salesman Per Day 

The respondents were requested to rate their performance/their organization sales force 

performance in respect to the number of site visits for a salesman per day by giving a parameter 

for each of their answer. The study findings are as illustrated in Table 4.14 

Table 4.14: Number of Site Visits for a Salesman Per Day 

 Frequency Percent 

1 to 5 3 1.20% 

6 to 10 65 25.90% 

11 to 15 148 59.30% 

16 to 20 9 3.60% 

over 20 25 10% 

Total 250 100.00% 

 

Based on the findings, majority (59.3%) of the respondents assigned 11 to 15 number of site 

visits for a salesman per day, 25.9% assigned 6-10 number of site visits for a salesman per day. 

10% assigned over 20 number of site visits for a salesman per day, 3.6% assigned 16 to 20 

number of site visits for a salesman per day and the remaining 1.20% assigned 1 to 5 number of 

site visits for a salesman per day. The automated routers do edge with developers to categorize 

the stoppage in salespeople‘s diary and generate new prospects to the salesman in the course of 

such moments (Khandpur and Wevers, 2008). 
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4.4.4 Number of Transactions Executed for a Salesman Per Day 

The respondents were requested to rate their performance/their organization salesforce 

performance in respect to the number of transactions executed for a salesman per day by giving a 

parameter for each of their answer. The study findings are as illustrated in Table 4.15 

Table 4.15: Number of Transactions Executed for a Salesman Per Day 

 Frequency Percent 

1 to 5 49 19.50% 

6 to 10 153 61.30% 

11 to 15 24 9.60% 

16 to 20 6 2.40% 

over 20 18 7.20% 

Total 250 100.00% 

 

Majority (61.3%) of the respondents assigned 6-10 number of transactions executed for a 

salesman per day, 19.5% assigned 1-5 number of transactions executed for a salesman per day. 

9.6% assigned 11-15 number of transactions executed for a salesman per day, 7.2% assigned 

over 20 number of transactions executed for a salesman per day and the remaining 2.40% 

number of transactions executed for a salesman per day. 

Gohmann et al., (2005) observes that SFA do reduce the quantity of intervals salespeople devote 

on monotonous, common and simply automated tasks such as conveyance of daily sales call 

reports, payment reports and requisition of marketing materials and items. 
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4.4.5 Net benefits  

The study determined the rating of the respondents organizations based on net benefits 

parameters. The findings are as presented in the tables below. The study findings are as 

illustrated in Table 4.16 

Table 4.16: Respondents Organization Cost savings 

 Frequency Percent 

0-5% 3 1.2 

6-10% 37 14.8 

11-15% 64 25.6 

16-20% 135 54.0 

Above 20% 11 4.4 

Total 250 100.0 

According to the findings in Table 4.15 majority (135) of the respondents rated the cost savings 

in their organization at 16-20%, 64 respondents rated the cost savings in their organization at 11-

15%, 37 respondents rated the cost savings in their organization at 6-10%, 11 respondents rated 

the cost savings in their organization at above 20% and 3 respondents rated the cost savings in 

their organization at 0-5%. 
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Table 4.17: Respondents Organization Expanded markets 

 Frequency Percent 

0-5% 5 2.0% 

6-10% 28 11.2% 

11-15% 46 18.4% 

16-20% 164 65.6% 

Above 20% 7 2.8% 

Total 250 100.0% 

From the findings in Table 4.17 majority (65.6%) of the respondents rated the expanded markets 

in their organization at 16-20%, 18.4% respondents rated expanded markets in their organization 

at 11-15%, 11.2% respondents rated the expanded markets in their organization at 6-10%, 2.8% 

respondents rated the expanded markets in their organization at above 20% and 2.0% 

respondents rated the expanded markets in their organization at 0-5%. 
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Table 4.18: Respondents Organization Incremental Additional Sales 

 Frequency Percent 

0-5% 5 2.0 

6-10% 33 13.2 

11-15% 42 16.8 

16-20% 161 64.4 

Above 20% 9 3.6 

Total 250 100.0 

As per the findings in Table 4.18 majority (161) of the respondents rated the incremental 

additional sales in their organization at 16-20%, 42 respondents rated the incremental additional 

sales in their organization at 11-15%, 33 respondents rated the incremental additional sales in 

their organization at 6-10%, 9 respondents rated the incremental additional sales in their 

organization at above 20% and 5 respondents rated the incremental additional sales in their 

organization at 0-5%. 

Table 4.19: Respondents Organization Time savings 

 n Frequency Percent 

0-5% 250 10 4.0% 

6-10% 250 15 6.0% 

11-15% 250 46 18.4% 

16-20% 250 165 66.0% 

Above 20% 250 14 5.6% 

Total 250 250 100.0% 
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The findings in Table 4.19 majority (66.0%) of the respondents rated the time savings in their 

organization at 16-20%, 18.4% respondents rated time savings in their organization at 11-15%, 

6.0% respondents rated the time savings in their organization at 6-10%, 5.6% respondents rated 

the time savings in their organization at above 20% and 4.0% respondents rated the time savings 

in their organization at 0-5%. 

4.5 SFA System Adoption Determinants  

The study sought to look into the determinants of SFA system adoption by looking at, perceived 

usefulness, perceived ease of use, facilitating conditions, computer self-efficacy and SFA control 

4.5.1 Perceived Usefulness of SFA on the Performance of the Salesforce 

The first objective for this study was to examine how perceived usefulness of SFA system 

influences sales performance. To do this the researcher further required the respondents to 

indicate their level of agreement with the statements given in Table 4.20 by filling a 5-Likert scale 

where; 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-

Strongly agree. Mean, standard deviation and Coefficient of Variation (%) were then computed 

for the variable. 



 

91 

 

Table 4.20: Perceived Usefulness of SFA Adoption on the Performance of the Salesforce  

 N Mean S.D C.V 

SFA adoption has led to accomplishment of 

Salesforce  job-related goals 

250 4.3785 .62942 .396 

SFA adoption has led to reduced Hours of 

work                                                                      

250 4.4104 .69493 .483 

SFA adoption has led to increased bonuses and 

pay to the Salesforce                                    

250 4.4303 .77854 .606 

SFA adoption has led to earning of 

Recognition Certificates by the Salesforce        

250 4.4542 .63945 .409 

SFA adoption has led to improved level of job 

security in your present job 

250 4.4582 .82051 .673 

SFA adoption has led to promotion of the 

Salesforce            

250 4.4861 .63467 .403 

SFA adoption has led to improved 

Interpersonal relationships in the Company 

250 4.4980 .70071 .491 

SFA adoption has led to Job content: interest, 

prestige, and independence by the Salesforce 

250 4.5100 .69491 .483 

SFA adoption has led to verbal praise of the 

Salesforce team                        

250 4.5817 .56948 .324 

  4.4675 0.6847 0.4742 

 

The overall aggregate mean score for this section stands at 4.4675, the standard deviation at 

0.6847 and the coefficient of variation at 0.4742. This implies that on average the respondents 

affirmed the perceived usefulness of SFA adoption and this is aimed at influencing the 

performance of the Salesforce in their company. This supported the statement suggesting that 

SFA adoption has led to verbal praise of the Salesforce team with the highest mean score of 

4.5817 and a standard deviation of 0.56948, C.V of 0.324. So here it is quite evident that the 

dispersion is lower in this statement than all the others. This was followed by, SFA adoption has 

led to Job content: interest, prestige, and independence by the Salesforce (Mean= 4.5100; S.D= 
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0.69491; C.V= 0.483). SFA adoption has led to improved Interpersonal relationships in the 

Company (Mean= 4.4980; S.D= 0.70071; C.V= 0.491). SFA adoption has led to promotion of 

the Salesforce (Mean= 4.4861; S.D= 0.63467; C.V= 0.403). SFA adoption has led to improved 

level of job security in your present job (Mean= 4582; S.D= 0.82051; C.V= 0.673). This 

statement depicts the highest level of dispersion. SFA adoption has led to earning of Recognition 

Certificates by the Salesforce (Mean= 4.4542; S.D= 0.63945; C.V= 0.409). SFA adoption has led 

to increased bonuses and pay to the Salesforce (Mean= 4.4303; S.D= 0.77854; C.V= 0.606). 

SFA adoption has led to reduced Hours of work (Mean= 4.4104; S.D= 0.69493; C.V= 0.483). 

SFA adoption has led to accomplishment of Salesforce job-related goals (Mean= 4.3785; S.D= 

0.62942; C.V= 0.396). This statement depicts the second lowest level of dispersion. 

The findings are in agreement with the assertion by Robinson et al., (2005) that salespeople will 

choose to use or not use a technology tool to the extent they believe it will help them accomplish 

their job-related goals, enhance their performance, and achieve desired rewards. 

4.5.2 Test of Hypothesis One 

In regard to (H1:1) hypothesis ―Perceived usefulness of SFA system has influence on sales 

performance‖, the results in Table 4.21 were relied upon in accepting or rejecting the stated 

hypothesis.  
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Table 4.21: Perceived Usefulness Regression Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

 .769
a
 .591 .589 .26709 

a. Predictors: (Constant), perceived usefulness 

 

In this case, the adjusted R-squared is 0.589. This means that Perceived usefulness variable 

explains 58.9% variations in the dependent variable (sales performance) while the rest are 

explained by the error term. 

Table 4.22: Perceived Usefulness ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

 

Regression 25.524 1 25.524 357.791 .000
b
 

Residual 17.692 248 .071   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), perceived usefulness 

The strength of variation of the perceived usefulness values influence Sales performance of 

consumer goods firms in Kenya variable at 0.000 significant levels. This shows that the overall 

model was significant. 

The findings for the ANOVA on perceived usefulness indicates a numerator for whose degrees 

of freedom (df) =1, denominator df =248 and critical F value is 3.8792. The above findings show 

computed F value is 357.791. From these findings, the regression model is significant since the 
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computed F-value exceeds the critical value that 357.791 > 3.8792. This is collaborated by the P 

value = 0.000 which is less than 5%. This implies that perceived usefulness provides a 

significant level of explanation of the relationship between adoption of SFA and sales 

performance. This implies that 95% chance that the relationship with the variable is not due to 

chance.  

Table 4.23: Perceived Usefulness Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

 

(Constant) 1.552 .156  9.965 .000 

Perceived usefulness .654 .035 .769 18.915 .000 

a. Dependent Variable: sales performance 

(Y= 1.552+ 0.654X1+ ε) 

The findings depict that perceived usefulness would lead to an increase in sales performance by 

factor of 0.654 with P value of 0.000. At 5% level of significance and 95% level of confidence 

this is statistically significant as the P-Value is lower than 0.05. The study therefore fails to reject 

the alternate hypothesis implying that Perceived usefulness of SFA system has influence on sales 

performance. On the basis of these statistics, the study concludes that there is significant positive 

relationship between perceived usefulness and sales performance of consumer goods firms in 

Kenya. 
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4.5.3 Perceived Ease of Use of SFA on the Performance of the Sales force 

The second objective for this study was to determine the extent to which perceived ease of use of 

SFA system influence sales performance. The researcher requested the respondents to indicate 

their level of agreement with the statements given in Table 4.24 by filling a 5-Likert scale where; 1- 

Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree. 

Mean, standard deviation and Coefficient of Variation (%) were then computed for the variable. 

Table 4.24: Perceived Ease of Use of SFA on the Performance of the Salesforce 

 N Mean S.D C.V 

Getting the SFA system to do what I want it to 

do is easy.  

250 
4.4263 .69681 .486 

SFA system is easy to use.  250 4.4382 .70368 .495 

Interaction with an SFA system is clear and 

understandable.  

250 
4.5139 .74485 .555 

Overall  4.4595 0.7151 0.5120 

 

The overall aggregate mean score for this section stands at 4.4595, the standard deviation at 

0.7151 and the coefficient of variation at 0.5120. This implies that on average the respondents 

were convinced that the perceived ease of use of SFA adoption is aimed at influencing the 

performance of the Salesforce in their company. The statement that interaction with an SFA 

system is clear and understandable had the highest mean score of 4.5139 and a standard 

deviation of 0.74485, C.V of 0.555. The dispersion for this statement is the highest than all the 

others. This was followed by, SFA system is easy to use (Mean= 4.4382; S.D= 0.70368; C.V= 

0.495). Finally, getting the SFA system to do what I want it to do is easy (Mean= 4.4263; S.D= 

0.69681; C.V= 0.486). This statement depicts the lowest level of dispersion. 
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The findings seem to support the argument by Schillewaert et al., (2005) who show that PEU 

escalates acceptance. Rangarajan et al., (2005) experimentally validate that the intricacy of using 

SFA-technology upturns part struggle, which in turn has negative significances on seller effort 

and SFA-infusion. There are three studies that show that PEU confidently influences approach, 

which in turn has a momentous influence on purpose for SFA usage. 

4.5.4 Test of Hypothesis Two 

The focus on the second hypothesis H1:2 ―Perceived ease of use of SFA system has influence on 

sales performance‖, was to regulate the association between perceived ease of use of SFA system 

and sales performance. The results for this hypothesis are as presented in Table 4.25.  

Table 4.25: Perceived Ease of Use Regression Model Summary 

Model R R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

 .629
a
 .396 .393 .32449 

a. Predictors: (Constant), perceived ease of use 

As per the findings, the adjusted R-squared is 0.393. This means that Perceived usefulness 

variable explains 39.3% variations in the sales performance while the rest are explained by the 

error term. 
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Table 4.26: Perceived ease of use ANOVA
a 

Model Sum of Squares df Mean Square F Sig. 

 

Regression 17.102 1 17.102 162.422 .000
b
 

Residual 26.113 248 .105   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), perceived ease of use 

The strength of variation of the perceived ease of use values influence Sales performance of 

consumer goods firms in Kenya variable at 0.000 significant levels. This shows that the overall 

model was significant. 

The findings for the ANOVA on perceived usefulness indicates a numerator for whose degrees 

of freedom (df) =1, denominator df =248 and critical F value is 3.8792. The above findings show 

computed F value is 162.422. From these findings, the regression model is significant since the 

computed F-value exceeds the critical value that 162.422 > 3.8792. This is collaborated by the P 

value = 0.000 which is less than 5%. This implies that perceived ease of use provides a 

significant level of explanation of the relationship between adoption of SFA and sales 

performance. This implies that 95% chance that the relationship with the variable is not due to 

chance.  
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Table 4.27: Perceived ease of use Coefficients
a 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

 

(Constant) 2.509 .156  16.066 .000 

Perceived ease of 

use 

.442 .035 .629 12.744 .000 

a. Dependent Variable: sales performance 

(Y= 2.509+ 0.442X1+ ε) 

The findings depict that perceived ease of use would lead to an increase in sales performance by 

factor of 0.629 with P value of 0.000. At 5% level of significance and 95% level of confidence 

this is statistically significant as the P-Value is lower than 0.05. The study fails to reject the 

alternate hypothesis therefore implying that Perceived ease of use of SFA system has influence on 

sales performance of SFA system has influence on sales performance. From these statistics, the 

study concludes that there is significant positive relationship between perceived usefulness and sales 

performance of consumer goods firms in Kenya. 

4.5.5 Facilitating Conditions of SFA Adoption on the Performance of the Salesforce  

The third objective of the study was to assess how facilitating conditions of SFA system use 

influence sales performance. Accordingly, respondents were asked to indicate their level of 

agreement with the statements given in Table 4.28 by filling a 5-Likert scale where; 1- Strongly 
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disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree. Mean, 

standard deviation and Coefficient of Variation (%) were then computed for the variable. 

Table 4.28: Facilitating Conditions of SFA Adoption on the Performance of the Salesforce 

 N Mean S.D C.V 

The organization investment in help lines on SFA 

application positively influences the performance of the 

Salesforce. 

250 4.1394 .80030 .640 

The organization investment in tutorials on SFA 

application positively influences the performance of the 

Salesforce. 

250 4.1793 .71255 .508 

The organization investment in training sessions on SFA 

application positively influences the performance of the 

Salesforce. 

250 4.3347 .71523 .512 

Salesforce receives adequate training and support 

enabling them to apply information technology more 

effectively to specific work problems and thus achieve 

better performance    

250 4.3825 .79318 .629 

Facilitating conditions have led to reduced nonmonetary 

costs such as the uncertainty and stress associated with 

the introduction of the new system by easing the 

learning process in the organization positively 

influences the performance of the Salesforce. 

250 4.4024 .68223 .465 

The organization offer of continued user support after 

the implementation of SFA positively influences the 

performance of the Salesforce. 

250 4.4422 .80972 .656 

Perceived level of availability of support services is 

positively related to perceived ease of use  

250 4.4661 .69415 .482 

The organization investment in technical maintenance 

on SFA application positively influences the 

performance of the Salesforce. 

250 4.5219 .61524 .379 

The organization reassurance to the Salesforce that using 

sales technology is beneficial positively influences the 

performance of the Salesforce. 

250 4.5737 .71382 .510 

Overall  4.3825 0.7263 0.5312 
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The overall aggregate mean score for this section stands at 4.3825, the standard deviation at 

0.7263 and the coefficient of variation at 0.5312. This portrays that on average the respondents 

were of the view that the facilitating conditions of SFA adoption is aimed at influencing the 

performance of the Salesforce in their company. The statement that the organization reassurance 

to the Salesforce that using sales technology is beneficial positively influences the performance 

of the Salesforce had the highest mean score of 4.5737 and a standard deviation of 0.7263, C.V 

of 0.5312. This was followed by, the organization investment in technical maintenance on SFA 

application positively influences the performance of the Salesforce (Mean= 4.5219; S.D= 

0.61524; C.V= 0.379). This statement exhibited the lowest level of dispersion. Perceived level of 

availability of support services is positively related to perceived ease of use (Mean= 4.4661; 

S.D= 0.69415; C.V= 0.482). The organization offer of continued user support after the 

implementation of SFA positively influences the performance of the Salesforce (Mean= 4.4422; 

S.D= 0.80972; C.V= 0.656). This statement had the highest level of dispersion.  

 

Facilitating conditions have led to reduced nonmonetary expenses such as the improbability and 

pressure linked with the employment of the technology enabling the learning progression in the 

organization positively influences the performance of the Salesforce (Mean= 4.4024; S.D= 

0.68223; C.V= 0.465). This statement depicts the second lowest level of dispersion. Salesforce 

receives adequate training and support enabling them to apply information technology more 

effectively to explicit job environment difficulties hence attain enhanced results (Mean= 4.3825; 

S.D= 0.79318; C.V= 0.629). The organization investment in training sessions on SFA 

application positively influences the performance of the Salesforce (Mean= 4.3347; S.D= 
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0.71523; C.V= 0.512). The organization investment in tutorials on SFA application positively 

influences the performance of the Salesforce (Mean= 4.1793; S.D= 0.71255; C.V= 0.502). The 

organization investment in help lines on SFA application positively influences the performance 

of the Salesforce (Mean= 4.1394; S.D= 0.80030; C.V= 0.640). 

Likewise, the findings concur with Hunter and Perreault (2006) who establish that spending in 

facilitating conditions such as training sessions, help lines, technical maintenance and tutorials 

gestures the significance the business places on SFA system uptake and encourage salespeople 

that using sales based IT is favorable. As such facilitating environments allow workers to gain 

the skills they want to endure to be creative participants of the business, subsequent to the 

innovation being installed. 

4.5.6 Test of Hypothesis Three 

The aim of the third hypothesis H1:3  ―Facilitating conditions of SFA adoption have influence on 

sales performance‖, was to determine the relationship between facilitating conditions of SFA 

system and sales performance. The findings for this hypothesis are as tabulated in Table 4.29 

Table 4.29: Facilitating Conditions Regression Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

 .409
a
 .167 .164 .38096 

a. Predictors: (Constant), facilitating conditions 

As per the findings, the adjusted R-squared is 0.167. This means that Facilitating conditions 

variable explains 16.7% variations in the sales performance while the rest are explained by the 

error term. 
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Table 4.30: Facilitating conditions ANOVA
a 

Model Sum of Squares df Mean Square F Sig. 

 

Regression 7.223 1 7.223 49.770 .000
b
 

Residual 35.992 248 .145   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), facilitating conditions 

The strength of variation of the Facilitating conditions values influence Sales performance of 

consumer goods firms in Kenya variable at 0.000 significant levels. This shows that the overall 

model was significant. 

The findings for the ANOVA on perceived usefulness indicates a numerator for whose degrees 

of freedom (df) =1, denominator df =248 and critical F value is 3.8792. The above findings show 

computed F value is 49.770. From these findings, the regression model is significant since the 

computed F-value exceeds the critical value that 49.770 > 3.8792. This is collaborated by the P 

value = 0.000 which is less than 5%. This implies that facilitating conditions provides a 

significant level of explanation of the relationship between adoption of SFA and sales 

performance. This implies that 95% chance that the relationship with the variable is also not due 

to chance.  
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Table 4.31: Facilitating conditions Coefficients
a 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

 

(Constant) 3.414 .153  22.279 .000 

Facilitating 

conditions 

.242 .034 .409 7.055 .000 

a. Dependent Variable: sales performance 

(Y= 3.414+ 0.242X1+ ε) 

The findings depict that Facilitating conditions would lead to an increase in sales performance by 

factor of 0.242 with P value of 0.000. At 5% level of significance and 95% level of confidence 

this is statistically significant as the P-Value is lower than 0.05. The alternate hypothesis is 

therefore accepted implying that facilitating conditions of SFA adoption have influence on sales 

performance. From these statistics, the study concludes that there is significant positive relationship 

between facilitating conditions and sales performance of consumer goods firms in Kenya. 

4.5.7 Computer Self-Efficacy of SFA adoption on the performance of the Sales force  

The third objective of the study was to establish the extent to which computer self-efficacy in the 

SFA system influences sales performance. In this regard, the respondents were asked to indicate 

their level of agreement with the statements given in Table 4.32 by filling a 5-Likert scale where; 1- 

Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree. 

Mean, standard deviation and Coefficient of Variation (%) were then computed for the variable. 
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Table 4.32: Computer Self-Efficacy of SFA adoption on the performance of the Salesforce 

 N Mean S.D C.V 

I have little or no experience in use of computer software‘s 

for work related purposes negatively influencing my 

performance    

250 

3.7092 1.19628 1.431 

Am afraid of technology negatively influencing my 

performance    

250 
3.7769 1.39643 1.950 

I prefer using manual systems in performing my tasks 

negatively influencing my performance    

250 
3.8048 1.53027 2.342 

I consider myself an experienced technology user thus 

achieve better performance    

250 
4.4701 .55327 .306 

My colleagues who are more technology savvy motivate 

me to embrace the system thus achieve better performance    

250 
4.5139 .73403 .539 

I have an interest in expanding my knowledge on work 

related technologies thus achieve better performance      

250 
4.5259 .60194 .362 

Overall  4.1335 1.0020 1.1550 

 

The overall aggregate mean score for this section stands at 4.1335, the standard deviation at 

1.0020 and the coefficient of variation at 1.1550. This reveals that on average the respondents 

were of the view that the computer self-efficacy of SFA adoption is aimed at influencing the 

performance of the Salesforce in their company. The statement that respondents have an interest 

in expanding their knowledge on work related technologies thus achieve better performance had 

the highest mean score of 4.5259 and a standard deviation of 0.60194, C.V of 0.362. Coming in 

next was, the respondents colleagues who are more technology savvy motivate them to embrace 

the system thus achieve better performance (Mean= 4.5139; S.D= 0.73403; C.V= 0.539). 

Respondents consider themselves an experienced technology user thus achieve better 

performance (Mean= 4.4701; S.D= 0.55327; C.V= 0.306). This statement had the lowest 

dispersion. Respondents prefer using manual systems in performing my tasks negatively 

influencing my performance (Mean= 3.8048; S.D= 1.53027; C.V= 2.342). This statement had 
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the highest level of dispersion. They are afraid of technology negatively influencing my 

performance   (Mean= 3.7769; S.D= 1.39643; C.V= 1.950). This statement depicts a level of 

dispersion. Finally, respondents have little or no experience in use of computer software‘s for 

work related purposes negatively influencing my performance   (Mean= 3.7092; S.D= 1.19628; 

C.V= 1.431). 

   

The findings support the argument by Buehrer et al., (2005) which alludes dread of IT is a 

probable inhibition to salespeople approval of computerization. When salesperson senses that he 

or she is not skillful in using the SFA technology, his or her enthusiasm to do so will be 

significantly condensed. Hence, computer self-efficacy is projected to be an significant personal 

characteristic in clarifying SFA-use conduct. 

4.5.8 Test of Hypothesis Four 

The purpose of the fourth hypothesis H1:4 Computer self-efficacies has influence on sales 

performance, was to establish the relationship between computer self-efficacies of SFA system 

and sales performance. The findings for this hypothesis are as tabulated in Table 4.33  

Table 4.33: Computer Self-efficacies Regression Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

 .352
a
 .124 .120 .39070 

a. Predictors: (Constant), computer self-efficacy 
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Based on the findings, the adjusted R-squared is 0.120. This means that computer self-efficacies 

variable explains 12.0% variations in the sales performance while the rest are explained by the 

error term. 

Table 4.34: Computer Self-efficacies ANOVA
a 

Model Sum of Squares Df Mean Square F Sig. 

 

Regression 5.358 1 5.358 35.100 .000
b
 

Residual 37.857 248 .153   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), computer self-efficacy 

The strength of variation of the Computer Self-efficacies values influence Sales performance of 

consumer goods firms in Kenya variable at 0.000 significant levels. This shows that the overall 

model was significant. 

The findings for the ANOVA on perceived usefulness indicates a numerator for whose degrees 

of freedom (df) =1, denominator df =248 and critical F value is 3.8792. The above findings show 

computed F value is 35.100. From these findings, the regression model is significant since the 

computed F-value exceeds the critical value that 35.100 > 3.8792. This is collaborated by the P 

value = 0.000 which is less than 5%. This implies that Computer Self-efficacies provides a 

significant level of explanation of the relationship between adoption of SFA and sales 

performance. Moreover, the 95% chance that the relationship with the variable is also not due to 

chance.  
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Table 4.35: Computer Self-efficacies Coefficients
a 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

 

(Constant) 3.591 .152  23.572 .000 

Computer self-

efficacy 

.216 .036 .352 5.925 .000 

a. Dependent Variable: sales performance 

(Y= 3.591+ 0.216X1+ ε) 

The findings depict that computer self-efficacies would lead to an increase in sales performance 

by factor of 0.216 with P value of 0.000. At 5% level of significance and 95% level of 

confidence this is statistically significant as the P-Value is lower than 0.05. The study fails to 

reject alternate hypothesis therefore implying that computer self-efficacies of SFA adoption have 

influence on sales performance. From these statistics, the study concludes that there is significant 

positive relationship between computer self-efficacies and sales performance of consumer goods 

firms in Kenya. 

4.5.9 Influence of SFA Control on the Performance of the Sales force  

The fifth objective of this study was to establish the influence of SFA system control on the 

relationship between adoption of SFA and sales performance. Accordingly, the respondents were 

requested to indicate their level of agreement with the statements given in Table 4.36 by filling a 

5-Likert scale where; 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- 



 

108 

 

Agree and 5-Strongly agree. Mean, standard deviation and Coefficient of Variation (%) were 

then computed for the variable. 

Table 4.36: Influence of SFA Control on the Performance of the Salesforce 

 N Mean S.D C.V 

Control and monitoring behavior of sales managers signal a 

clear incentive to adopt SFA, regardless of the extent to 

which Salesforce find it useful or easy to use.  

250 4.1315 .75010 .563 

My manager informs inform me about the way I should use 

our SFA system in my job.  

250 4.2191 .86936 .756 

If my manager feels I need to adjust my SFA usage, she tells 

me about it.  

250 4.3865 .66787 .446 

My manager evaluates evaluate my SFA usage.  250 4.3865 .66186 .438 

My manager monitors monitor my SFA usage.  250 4.3944 .66318 .440 

The supervisor informs inform the Salesforce if they are 

meeting his or her expectations. 

250 4.4143 .64779 .420 

My manager informs inform me on whether I meet his/her 

expectations on SFA usage.  

250 4.4223 .63003 .397 

Supervisor feedback, behavior and control orientations direct 

the attitudes, learning and behavior of Salesforce.  

250 4.4343 .56450 .319 

Management places place a layer of expectations on 

Salesforce that are influenced by the available technology.  

250 4.4422 .63847 .408 

The supervisor  specifies specify the activities he or she 

expects Salesforce to perform using the SFA system   

250 4.4458 .60747 .369 

Sales managers evaluate Salesforce not only on outputs, but 

also on methods, their selling processes and even 

organizational norms and culture 

250 4.4661 .62117 .386 

The supervisor monitors monitor to see whether Salesforce 

are performing their designated activities. 

250 4.4741 .67106 .450 

Control/reward system utilized by the firm influences the 

technology acceptance process.  

250 4.4861 .72305 .523 

Overall 250 4.3926 0.6705 0.4550 
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The findings tabulated above reveal that the overall aggregate mean score for this section stands 

at 4.3926, the standard deviation at 0.6705 and the coefficient of variation at 0.4550. This 

illustrates that on average the respondents acknowledged the moderating influence of SFA 

system control on the relationship between adoption of SFA and sales performance. Moreover, 

control/reward system utilized by the firm influences the technology acceptance process had the 

highest mean score of 4.4861 and a standard deviation of 0.72305, C.V of 0.523. This was 

followed by, the supervisor monitors monitor to see whether Salesforce are performing their 

designated activities (Mean= 4.4741; S.D= 0.67106; C.V= 0.450). Sales managers evaluate 

Salesforce not only on outputs, but also on methods, their selling processes and even 

organizational norms and culture (Mean= 4.4661; S.D= 0.62117; C.V= 0.386). The supervisor 

specifies the activities he or she expects Salesforce to perform using the SFA system (Mean= 

4.4458; S.D= 0.60747; C.V= 0.369). Management places place a layer of expectations on 

Salesforce that are influenced by the available technology (Mean= 4.4422; S.D= 0.63847; C.V= 

0.408).  

Additionally, supervisor feedback, behavior and control orientations direct the attitudes, learning 

and behavior of Salesforce (Mean= 4.4343; S.D= 0.56450; C.V= 0.319). Their manager informs 

inform them on whether they meet his/her expectations on SFA usage (Mean= 4.4223; S.D= 

0.63003; C.V= 0.397). The supervisor informs inform the Salesforce if they are meeting his or 

her expectations (Mean= 4.4144; S.D= 0.64779; C.V= 0.420). Their manager monitors monitor 

their SFA usage (Mean= 4.3944; S.D= 0.66318; C.V= 0.440). Their manager evaluates evaluate 

their SFA usage (Mean= 4.3865; S.D= 0.66186; C.V= 0.438). If their manager feels they need to 

adjust their SFA usage, she tells them about it (Mean= 4.3865; S.D= 0.66787; C.V= 0.446). 
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Their manager informs inform them about the way they should use their SFA system in their job 

(Mean= 4.2191; S.D= 0.86936; C.V= 0.756). This statement depicts the highest level of 

dispersion. Finally, Control and monitoring behavior of sales managers signal a clear incentive to 

adopt SFA, regardless of the extent to which Salesforce find it useful or easy to use (Mean= 

4.1315; S.D= 0.75010; C.V= 0.563).  

These findings concur with Buehrer et al., (2005) who asserted that compulsion to use SFA-

systems in combination with supervisors‘ observing activities should have a straight influence on 

SFA acceptance. These findings postulate that regulation and observing conduct of sales 

supervisors will hint a clear incentive to embrace SFA system, irrespective of the magnitude to 

which sales force find it valuable or easy to use. 

4.5.10 Test of Hypothesis Five 

The purpose of the fifth hypothesis H1:5 ―There is a relationship between SFA system control 

and sales performance‖, was to establish the relationship between SFA system control and sales 

performance. The findings for this hypothesis are presented in Tables 4.37, 4.38 and 4.39 

showed that there was significant relationship between SFA system control and sales 

performance of R
2
=0. 648, df= 249 and p=0.000. Thus the alternate hypothesis that there is a 

relationship between SFA system control and sales performance was accepted. 

Table 4.37: Regression Model Summary (SFA Control & Sales Performance) 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

 .805
a
 .648 .646 .24775 

a. Predictors: (Constant), system control 
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ANOVA was used in order to establish the degree of variation between the SFA Control values 

and Sales Performance. The study findings are as indicated in Table 4.38 

Table 4.38: ANOVA
a
 (SFA Control & Sales Performance) 

Model Sum of Squares df Mean Square F Sig. 

 

Regression 27.994 1 27.994 456.086 .000
b
 

Residual 15.222 248 .061   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), system control 

The strength of variation of the SFA Control values influence Sales Performance variable at 

0.000 significant levels. This shows that the overall model was significant. 

Table 4.39: Coefficients
a
 (SFA Control & Sales Performance) 

    Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 
(Constant) 1.208 .154  7.838 .000 

System control .745 .035 .805 21.356 .000 

a. Dependent Variable: sales performance 

 

According to the findings, SFA Control would lead to an increase in sales performance by factor 

of 0.745 with P value of 0.000.  
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4.5.10 Test of Hypothesis Six 

Regression analysis was used to test sixth hypothesis that ―H1:6     there exists a relationship 

between SFA system adoption and sales performance‖. Hypotheses testing required the use of 

multiple regression analysis. This was performed using the field data and the results interpreted 

according to the adjusted R
2
 values (rate of change) and P values at P < 0.001 and P < 0.005 

significance level. The researcher applied the statistical package for social sciences (SPSS V 

20.0) to code, enter and compute the measurements of the multiple regressions for the study.  

The above analysis was conducted at 5% significance level. The criteria for comparing whether 

the predictor variables were significant in the model was done by comparing the corresponding 

probability value obtained; α=0.05. If the probability value is less than α, then the predictor 

variable is significant. The variables under study were regressed on performance indicators and a 

composite performance measure computed to reflect overall organizational performance. 

The model summary illustrates the variation in the value of the sales performance which is 

explained by the regression model. 

Table 4.40: Regression Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .779
a
 .606 .600 .26356 

a. Predictors: (Constant), computer self-efficacy, facilitating conditions, SFA Control, perceived 

ease of use, perceived usefulness 

b. Dependent Variable: sales performance 

 

Table 4.40 shows that the results for the findings that the adjusted R-squared is 0.600. This 

means that the independent variables jointly explain 60.0% variations in the sales performance 

while the rest are explained by the error term. 
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Table 4.41: ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 26.197 5 6.549 94.284 .000
b
 

Residual 17.018 244 .069   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), computer self-efficacy, facilitating conditions, SFA Control, perceived 

ease of use, perceived usefulness 

The strength of variation of the predictor values influences sales performance of consumer goods 

firms in Kenya variable at 0.000 significant levels. This shows that the overall model was 

significant. 

The findings for the ANOVA without moderating variables indicates a numerator for whose 

degrees of freedom (df) =5, denominator df =245 and critical F value is 2.4085. Additionally, the 

above findings show computed F value is 94.284. From these findings, the regression model is 

significant since the computed F-value exceeds the critical value that is 94.284 > 2.4085. This is 

collaborated by the P value = 0.000 which is less than 5%. This implies that all the independent 

variables considered together provide a significant level of explanation of the relationship 

between adoption of SFA and sales performance. 
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Table 4.42: Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 

(Constant) 1.572 .158  9.9494 .000 

Perceived usefulness .606 .056 .712 10.8214 .000 

Perceived ease of use .520 .044 .671 11.8181 .007 

Facilitating 

conditions 
.615 .029 .696 

21.2069 
.009 

Computer self-

efficacy 
.666 .030 .708 

22.2000 
.030 

 SFA Control .435 .035 .805 21.356 .000 

a. Dependent Variable: sales performance 

Multiple regression analysis was conducted as to determine the relationship between Sales 

performance and the five independent variables. P-values were used to test for the significance of 

each predictor variables (computer self-efficacy, facilitating conditions, perceived ease of use, 

perceived usefulness and SFA Control) in the model. The independent variables were significant 

when the significance value was less than 0.05 (significance level).  

Regression results without the moderating variables were; 

(Y = β0 + β1X1 + β2X2 + β3X3 + β4X4 + β5X5 + ε) becomes: 

(Y= 1.572+ 0.606X1+ 0.520X2+ 0.615X3+0.666X4+0.435X5+ ε) 

Table 4.42 shows that the coefficient of perceived usefulness was 0.606 corresponding beta 

coefficient for was 0.712. This indicates that a unit increase in perceived usefulness would result 

in 71.2% increase in sales performance value in a direct relationship between perceived 

usefulness and sales performance of consumer goods firms in Kenya. The t-statistic and 

corresponding p-value were 10.873 and 0.000 respectively. 
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The coefficient of perceived ease of use was 0.520 corresponding beta coefficient for was 0.671. 

This indicates that a unit increase in perceived ease of use would result in 67.1% increase in sales 

performance value in a direct relationship between perceived ease of use and sales performance 

of consumer goods firms in Kenya. The t-statistic and corresponding p-value were 11.8181 and 

0.007 respectively. 

With regard to facilitating conditions, the coefficient was 0.615 corresponding beta coefficient 

for was 0.696. This indicates that a unit increase in perceived ease of use would result in 69.6% 

increase in sales performance value in a direct relationship between facilitating conditions and 

sales performance of consumer goods firms in Kenya. The t-statistic and corresponding p-value 

were 21.2069 and 0.009 respectively. 

In relation to computer self-efficacy, the coefficient was 0.666 and the corresponding beta 

coefficient was 0.708. This indicates that a unit increase in computer self-efficacy would result in 

70.8% increase in sales performance value in a direct relationship between computer self-

efficacy and sales performance of consumer goods firms in Kenya. The t-statistic and 

corresponding p-value were 22.2000 and 0.030 respectively. 

Finally, the coefficient of SFA Control was 0.435 and the corresponding beta coefficient was 

0.805. This indicates that a unit increase in perceived ease of use would result in 80.5% increase 

in sales performance value in a direct relationship between SFA control and sales performance of 

consumer goods firms in Kenya. The t-statistic and corresponding p-value were 21.356 and 

0.000 respectively. 
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4.6 Moderating Effect of System Characteristics and Sales Performance  

The fifth objective of the study was to establish the moderating influence of system 

characteristics on the relationship between adoption of SFA system and sales performance. This 

was achieved by investigating the measurable elements of system characteristics (measured in 

terms of Service Quality, Information quality and System Quality). 

4.6.1 Service Quality of SFA 

The respondents were asked their opinion on the extent to which they or disagree with each of 

the statements relating to service quality of SFA by filling a 5-Likert scale where; 1- Strongly 

disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree. Mean, 

standard deviation and Coefficient of Variation (%) were then computed for the variable. 

Table 4.43: Service Quality of SFA 

 N Mean S.D C.V 

There is support assurance by the service provider 250 4.3665 .83971 .705 

There is fast and reliable responsiveness from the service 

provider 

250 

4.4462 .83432 .696 

There is assurance of service provider empathy  250 4.4661 .68253 .466 

Overall 250 4.4263 0.7855 0.6223 

 

In general, the aggregate mean score for this section stands at 4.4263, the standard deviation at 

0.7855 and the coefficient of variation at 0.6223. This reveals that on average the respondents 

were of the view that there exists a moderating influence of service quality of SFA adoption on 

the performance of the Salesforce in their company. The statement that there is assurance of 
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service provider empathy had the highest mean score of 4.4661 and a standard deviation of 

0.68253, C.V of 0.466. This statement had the lowest level of dispersion. Next was, there is fast 

and reliable responsiveness from the service provider (Mean= 4.4462; S.D= 0.83432; C.V= 

0.696). This statement had the second highest level of dispersion. Finally, there is support 

assurance by the service provider (Mean= 4.3665; S.D= 0.83971; C.V= 0.705). This statement 

had the highest level of dispersion.  

4.6.2 Information Quality of SFA 

The study requested the respondents the extent to which they or disagree with each of the 

statements relating to information quality of SFA by filling a 5-Likert scale where; 1- Strongly 

disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree. Mean, 

standard deviation and Coefficient of Variation (%) were then computed for the variable. 

Table 4.44: Information Quality of SFA 

 N Mean S.D C.V 

The SFA content is easy to understand 250 4.4622 .68232 .466 

The SFA content is personalized 250 4.4701 .87756 .770 

The SFA content is secure. 250 4.5219 .51625 .267 

The SFA content is relevant 250 4.5418 .57380 .329 

The SFA content is complete 250 4.5817 .66656 .444 

Overall 250 
4.5155 0.6633 0.4552 

 

The findings show that, the aggregate mean score for this section stands at 4.5155, the standard 

deviation at 0.6633 and the coefficient of variation at 0.4552. These points to the fact that on 

average there exists a moderating influence of information quality of SFA adoption on the 

performance of the Salesforce in their company. The statement that SFA content is complete had 
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the highest mean score of 4.5817 and a standard deviation of 0.66656, C.V of 0.444. This 

statement was followed by SFA content is relevant (Mean= 4.5418; S.D= 0.57380; C.V= 0.329). 

SFA content is secure (Mean= 4.5219; S.D= 0.51625; C.V= 0.267). This statement had the 

lowest level of dispersion. SFA content is personalized (Mean= 4.4701; S.D= 0.87756; C.V= 

0.770). Lastly, SFA content is easy to understand (Mean= 4.4622; S.D= 0.68232; C.V= 0.466). 

The findings concur with those by Gohmann et al., (2005) that SFA computerized system is 

every so often a tactical precedence of the business and offers key sales data for organization, 

justifying the sales supervisor conduct to endorse IT skills use as a normal sales exercise for his 

or her salesforce. 

4.6.3 System Quality of SFA 

The study sought to determine the relevance of system quality of the SFA system by requiring 

the respondents to answer yes or no to the statements in Table 4.45 

Table 4.45: System Quality of SFA 

 Yes No 

The SFA is usable 250 0 

The SFA is available 250 0 

The SFA is Reliable 250 0 

The SFA is adaptable 249 1 

The SFA response time is short/quick 249 1 

 

As per the findings all of the 250 respondents agreed to SFA is usable, available and reliable. On 

the other hand, 249 of the respondents agreed that SFA is adaptable and response time is 

short/quick each. This depicts a high level of the system quality of SFA to the respondents 

implying that the preferred features of a computerized system such as availability, usability, 
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reliability, response time and adaptability (an example of browsing time) are valued by the 

respondents.  

4.7.3 Hypothesis Seven: SFA System Characteristics and Sales Performance. 

The seventh hypothesis stating H1:7 system characteristics have moderating effect in the 

relationship between SFA system adoption and sales performance at a significant level of 0.05 

was tested by carrying out a regression test. The test showed a significant association between 

system characteristics and sales performance of R
2
=0.547, df=249 and p=0.000. In view of these 

findings, the study failed to reject the alternate hypothesis (H1:7).  

Table 4.46: Model Summary (SFA System Characteristics and Sales Performance) 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .739
a
 .547 .541 .28218 

a. Predictors: (Constant), system quality, service quality, information quality 

b. Dependent Variable: sales performance 

Finally, Table 4.46 portrays that the adjusted R-squared for SFA System Characteristics and 

Sales Performance is .541. This implies that SFA System Characteristics jointly explain 54.1% 

variations in the sales performance while the rest are explained by the error term. 

Table 4.47: ANOVA
a
 (SFA System Characteristics & Sales Performance) 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 23.627 3 7.876 98.907 .000
b
 

Residual 19.588 246 .080   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), system quality, service quality, information quality 
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Table 4.47 findings for the ANOVA between SFA System Characteristics & Sales Performance 

portrays a numerator for whose degrees of freedom (df) =3, denominator df =246 and critical F 

value is 2.6413. Moreover, the findings show computed F value is 98.907. From these findings, 

the regression model is significant since the computed F-value exceeds the critical value that is 

98.907 > 2.6413. This is supported by the P value = 0.000 which is less than 5%. This implies 

that all the SFA system characteristics variables considered together provide a significant level 

of explanation of the relationship between SFA System Characteristics and sales performance. 

This implies that 95% chance that the relationship among the variables is not due to chance.  

Table 4.48: Coefficients
a
 (SFA System Characteristics & Sales Performance) 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

 

(Constant) 1.936 0.588  3.292517 .001 

Service quality 0.552 0.035 0.635 15.77143 .000 

Information 

quality 

0.574 0.051 0.648 11.2549 
.000 

System quality 0.516 0.439 0.613 1.175399 .037 

a. Dependent Variable: Sales Performance 

(Y= 1.936+ 0.552X1+ 0.574X2 +0.516X3+ ε) 

According to the findings, Service quality SFA system characteristics would lead to an increase 

in sales performance by factor of 0.552 with P value of 0.000. Information quality SFA system 

characteristics would lead to an increase in sales performance by a factor of 0.574 with P value 

of 0.000. The study also found that system quality SFA system characteristics would lead to an 

increase in sales performance by a factor of 0.516 with P value of 0.037. This infers that 

information quality contributes the most to the sales performance of consumer goods firms in 
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Kenya followed closely by service quality and then system quality. At 5% level of significance 

and 95% level of confidence they were statistically significant with a P-Value lower than 0.05.  

4.8 Test of Hypothesis eight 

The purpose of the eighth hypothesis H1:8 ―There is combined relationship between SFA system 

adoption and system characteristics on sales performance‖, was to establish the combined 

influence of SFA system adoption and system characteristics on sales performance. 

H1:8 ―There is combined relationship between SFA system adoption and system characteristics 

on sales performance‖ 

Table 4.49: Regression Model Summary 

Model R R Square Adjusted R Square Std. Error of the 

Estimate 

1 .831
a
 .691 .681 .23536 

a. Predictors: (Constant), computer self-efficacy, facilitating conditions, SFA Control, perceived 

ease of use, perceived usefulness, system characteristics 

b. Dependent Variable: sales performance 

 

Table 4.49 shows that the results for the findings with moderating variables, adjusted R-squared 

is 0.681. This means that the independent and control variables jointly explain 68.1% variations 

in the sales performance while the rest are explained by the error term. 
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Table 4.50: ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 29.865 8 3.733 67.390 .000
b
 

Residual 13.350 241 .055   

Total 43.215 249    

a. Dependent Variable: sales performance 

b. Predictors: (Constant), computer self-efficacy, facilitating conditions, SFA Control, perceived 

ease of use, perceived usefulness, system characteristics 

 

The findings for the ANOVA with moderating variable indicates a numerator for whose degrees 

of freedom (df) =8, denominator df =249 and critical F value is 1.9770. Moreover, the findings 

show computed F value is 67.390. From these findings, the regression model is significant since 

the computed F-value exceeds the critical value that is 67.390 > 1.9770. This is supported by the 

P value = 0.000 which is less than 5%. This implies that all the independent and moderating 

variables considered together provide a significant level of explanation of the relationship 

between adoption of SFA and sales performance. This implies that 95% chance that the 

relationship among the variables is not due to chance.  
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Table 4.51: Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

 

(Constant) 
1.855 0.536  3.4608 

.001 

Perceived usefulness 
0.749 0.073 0.793 10.2603 

.001 

Perceived ease of 

use 0.719 0.044 0.727 16.3409 .005 

Facilitating 

conditions 0.693 0.027 0.705 25.6667 .0016 

Computer self-

efficacy 0.583 0.027 0.615 21.5926 .003 

SFA control 0.474 0.051 0.648 11.2549 .000 

Service quality 
0.633 0.032 0.673 19.7813 

.00297 

Information quality 
0.574 0.064 0.608 8.9688 

.0016 

System quality 
0.582 0.396 0.607 1.4697 

.00143 

a. Dependent Variable: Sales performance 

 

On the other hand, regression results with the control variables were as presented in table 4.51; 

(Y= 1.855+ 0.749X1+ 0.719X2 +0.693X3+ 0.583X4+0.474 X5+0.633X6+ 0.574X7 + 0.582X8+ ε) 

The findings depict that the coefficient of perceived usefulness was 0.749 with a corresponding 

beta coefficient of 0.793. This indicates that a unit increase in perceived usefulness would result 

in 79.3% increase in sales performance value in a controlled relationship between perceived 

usefulness and sales performance of consumer goods firms in Kenya. The t-statistic and 

corresponding p-value were 10.2603 and 0.001 respectively. 

The coefficient of perceived ease of use was 0.719 and a corresponding beta coefficient of 0.727. 

This indicates that a unit increase in perceived ease of use would result in 72.7% increase in sales 
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performance value in a controlled relationship between perceived ease of use and sales 

performance of consumer goods firms in Kenya. The t-statistic and corresponding p-value were 

11.8181 and 0.007 respectively. 

With regard to facilitating conditions, the coefficient was 0.693 with a corresponding beta 

coefficient of 0.705. This indicates that a unit increase in perceived ease of use would result in 

70.5% increase in sales performance value in a controlled relationship between facilitating 

conditions and sales performance of consumer goods firms in Kenya. The t-statistic and 

corresponding p-value were 25.6667 and 0.0016 respectively. 

 

In relation to computer self-efficacy, the coefficient was 0.583 and the corresponding beta 

coefficient was 0.615. This indicates that a unit increase in computer self-efficacy would result in 

61.5% increase in sales performance value in a controlled relationship between computer self-

efficacy and sales performance of consumer goods firms in Kenya. The t-statistic and 

corresponding p-value were 21.5926 and 0.003 respectively. 

 

The study also depicts the coefficient of service quality was 0.633 and a corresponding beta 

coefficient of 0.673. This indicates that a unit increase in service quality would result in 67.3% 

increase in sales performance value in a controlled relationship between service quality and sales 

performance of consumer goods firms in Kenya. The t-statistic and corresponding p-value were 

19.7813 and 0.00297 respectively. 

The coefficient of information quality was 0.574 and a corresponding beta coefficient of 0.608. 

This indicates that a unit increase in information quality would result in 60.8% increase in sales 

performance value in a controlled relationship between information quality and sales 
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performance of consumer goods firms in Kenya. The t-statistic and corresponding p-value were 

8.9688 and 0.0016 respectively. 

Lastly, the coefficient of system quality was 0.582 and a corresponding beta coefficient of 0.607. 

This indicates that a unit increase in system quality would result in 60.7% increase in sales 

performance value in a controlled relationship between system quality and sales performance of 

consumer goods firms in Kenya. The t-statistic and corresponding p-value were 1.4697 and 

0.00143 respectively. 

4.9 Qualitative Analysis 

Respondents were kindly requested to indicate other influence of Computer Self-Efficacy of SFA 

adoption on the performance of the Sales force in their company. Respondents were on the view 

that computer self-efficacy is an imperative individual attribute in clarifying SFA-use conduct. In 

addition, respondents opined that sales people high in technology self-efficacy seem to get the 

most out of their technology use. More specifically, the influence of technology use on customer-

qualification skills and customer-oriented selling is stronger for salespeople with high rather than 

low self-efficacy. Interestingly, technology use only increases performance for salespeople with 

high self-efficacy. Respondents further indicated that he effects of technology use on skills, 

behaviors and performance can be facilitated by technology self-efficacy. In particular, the 

influence of technology use on customer-qualification skills and customer-oriented selling is 

stronger for salespeople with high rather than low self-efficacy.  

 

Further, the respondents were asked to give other influence of SFA control on the performance 

of the Salesforce in their company. The established that the fundamentals of innovations 
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emphasized by the study are understanding capitalisation and business practice mechanism, 

together in which are assured by the acceptance of SFA tools. These fundamentals looked to be 

vital for the development of selling stratagems which are real and dependable with the planned 

purposes, for suitable sales team management and for commercial presentation assessment. 

 

The study sought to establish from the respondents, the benefits of using SFAs in your 

organization. The study revealed the benefits accrued by adoption of SFA system to include 

Increased Revenue, Reduced Costs, Improved Sales team Movement, Improved Accessibility of 

Client Data, Better Tracing by Administration as well as Sales and Trade Estimations. 

 

Respondents‘ general views of SFA system recommendations towards improving the 

performance of Salesforce through the use of SFA were sought. Respondents were on the view 

that more operative in-house communication, meant to plainly deliver the functioning paybacks 

assured by the SFA implements to the sales team, is essential. Now adding, inducements can be 

delivered so that the individual sales member conscious of the significant paybacks identified by 

the top administration level. The respondents expected that in these situations sales team will 

embrace the SFA implements and not perceive them as gadgets to regulate their individual 

independence, ensuing in substantial benefits for the whole business. 
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CHAPTER FIVE 

SUMMARY OF FINDINGS, DISCUSSION, CONCLUSIONS AND 

RECOMMENDATIONS 

 5.1 Introduction 

 This chapter presents a summary of the study and its findings, the conclusions and 

recommendations of future study. In what follows the key findings among the relationships of 

the variables of the study is undertaken and juxtaposed with conclusions. The chapter further 

provides the implications of the findings to theory, policy and managerial practice. Finally, the 

chapter discusses the limitations of the study and provides a roadmap that future studies should 

consider.  

5.2 Summary of Findings 

The study achieved 100% response rate as all the questionnaires sent to all the 250 respondents 

were filled and returned. The significance values for the Shapiro-Wilk tests were found to be 

0.401 for perceived usefulness, perceived ease of use, facilitating conditions, computer self-

efficacy, Service Quality, systems quality, information quality, SFA system control and sales 

performance each. On the other hand the results for the Kolmogorov-Smirnov tests established 

significance values of 0.331 for perceived usefulness, perceived ease of use, facilitating 

conditions, computer self-efficacy, service Quality systems quality, information quality, SFA 

system control and sales performance each. The normality of the variables was also done by 

plotting a Quantile Quantile (QQ) plot and the study determined that all the variables had a fairly 

good fit in the normal distribution. The study also revealed that there was no problem of 
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multicollinearity. The variance inflation factors for the variables were all below 5 meaning that 

the variables were not highly correlated. 

Heteroscedasticity was tested and based on the output coefficients, the obtained Sig. values were 

>0.05, thus there was no problem of Heteroscedasticity. Hence, there was no difference in 

residual variance of independent to sales performances tested. 

The study determined that all of the respondents organization was using the SFA system. 

Additionally, the SFA System Use was to a great extent (70.9%). 

The ultimate purpose of this research was to empirically evaluate the influence of adoption of 

SFA system on sales performance in Kenya; a case of consumer goods firms in Nairobi County. 

To achieve this objective, eight specific objectives were set and corresponding hypotheses 

formulated.  

Table 4.52: Summary of Findings 

Objective Findings 

Perceived Usefulness of SFA 

on the Sales Performance  

The study findings revealed that on average the perceived 

usefulness of SFA adoption was affirmed and this is aimed at 

influencing the performance of the Salesforce in the companies. 

On the basis of these statistics, the study found out that there is 

significant positive relationship between perceived usefulness and 

sales performance of consumer goods firms in Kenya. 

 

Perceived Ease of Use of SFA 

on the Sales Performance 

The findings revealed that on average the respondents were 

convinced that the perceived ease of use of SFA adoption is 

aimed at influencing the performance of the Salesforce in their 

company. This was especially the case in relation to SFA 

system being clear and understandable, SFA system is easy to 

use and getting the SFA system to do what they want it to do is 

easy respectively. 

Perceived ease of use would lead to an increase in sales 

performance by factor of 0.629 with P value of 0.000. 
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Objective Findings 

Facilitating Conditions of 

SFA Adoption on the 

Performance of the Sales 

the overall aggregate mean score for this variable was found to 

be high portraying that on average the respondents were of the 

view that the facilitating conditions of SFA adoption is aimed at 

influencing the performance of the Salesforce in their company. 

Facilitating conditions would lead to an increase in sales 

performance by factor of 0.409 with P value of 0.000. 

Computer Self-Efficacy of 

SFA adoption on the 

performance of the Sales 

The study disclosed that on average computer self-efficacy of 

SFA adoption is aimed at influencing the performance of the 

Salesforce in their company.  

Computer self-efficacies would lead to an increase in sales 

performance by factor of 0.216 with P value of 0.000. 

System Characteristics and 

Sales Performance 

In relation to service quality of SFA systems, the view was that 

there exists a moderating influence of service quality of SFA 

adoption on the performance of the Salesforce in their 

company. 

With regard to information quality of SFA, the study found out 

that there exists a moderating influence of information quality 

of SFA adoption on the performance of the Salesforce in their 

company. 

Concerning the relevance of system quality of the SFA system 

by requiring the respondents to answer yes or no to the 

statements. 

The moderating influence of 

SFA system control on the 

relationship between adoption 

of SFA and sales performance 

The study found out that on average the respondents 

acknowledged the moderating influence of SFA system control 

on the relationship between adoption of SFA and sales 

performance. Moreover, control/reward system utilized by the 

firm influences the technology acceptance process had the 

highest mean score. 

The relationship between SFA 

system control and sales 

performance 

There was significant relationship between SFA system control 

and sales performance of χ2=0.745, df= 249 and p=0.000 

The relationship between SFA 

system characteristics and 

sales performance 

The test showed a significant association between system 

characteristics and sales performance of χ2=13.463, df=249 and 

p=0.009 
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5.3 Discussion of the Study 

Evidence asserts that utilizing SFA aimed at enhanced accepting of clients and concocting 

participative win-win arrangements has the most grounded effect on deals execution (Ahearne et 

al. 2008; Hunter and Perreault 2006). The discoveries exactly bolster this case. As per the 

discoveries SFA applications have a genuine effect when they are utilized as client arranged 

adequacy apparatuses. Moreover, utilizing SFA as a cost-cutting effectiveness device is 

additionally instrumental. Expanded productivity enhances execution just when business people 

utilize their time picks up for relationship-building undertakings. In overall, SFA innovation can 

mean diverse things and fill numerous needs in the meantime. Administration ought to set clear 

targets before putting into SFA frameworks. It might in any case appear to be sensible to execute 

SFA as an effectiveness instrument in a few enterprises. To appear the genuine capability of SFA 

in a relationship offering connection, be that as it may, an attention on enhancing sales 

representative adequacy is the key. 

5.3.1 Sales Performance 

The dependent variable of the study was sales performance, to this effect the respondents were 

required to answer a series of questions in relation to this variable. The findings were that on 

average the respondents agreed with goals of Sales Force Automation in their company. The 

statement that awareness in the SFA field empowers sales force to do their job more 

professionally, more efficiently, or more enjoyably was the most outstanding in relation to sales 

performance. These findings concur with Ahearne et al., (2005) who observes that ultimately, by 

decreasing the amount of interruption in a salesperson's schedule and boosting call schedules, the 

amount of time dedicated to undertakings more faithfully linked with selling can be exploited. 
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Moreover, SFA enables and increases data handling and communication, which in return can 

escalate the quantity of job done in a specified time or stage (Good and Stone 1995). 

Additionally, on average the respondents were of the view that there were benefits of using SFAs 

in their organization in their company. This was depicted best by the statement that there was; 

improved salesforce efficiency and productivity. This was followed by improved customer 

relationships, better within-team collaboration and improved operational efficiency. 

The study further established that majority (59.3%) of the respondents assigned 11 to 15 number 

of site visits for a salesman per day, 25.9% assigned 6-10 number of site visits for a salesman per 

day. !0% assigned over 20 number of site visits for a salesman per day, 3.6% assigned 16 to 20 

number of site visits for a salesman per day and the remaining 1.20% assigned 1 to 5 number of 

site visits for a salesman per day. Mechanized routers do edge with developers to categorize the 

downtime in a salesforce‘s diary and guide new business to the salesman in the course of such 

stages (Khandpur and Wevers 1998). 

Moreover, majority (61.3%) of the respondents assigned 6-10 number of transactions executed 

for a salesman per day, 19.5% assigned 1-5 number of transactions executed for a salesman per 

day. 9.6% assigned 11-15 number of transactions executed for a salesman per day, 7.2% 

assigned over 20 number of transactions executed for a salesman per day and the remaining 

2.40% number of transactions executed for a salesman per day. Gohmann et al., (2005) observes 

that SFA do reduce the volume of time sales team spend on repetitive, monotonous, so surely 

automated tasks such as conveyance of sales data reports, payment reports and arrangement of 

promotional items. 
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Finally, majority (135) of the respondents rated the cost savings in their organization at 16-20%, 

64 respondents rated the cost savings in their organization at 11-15%, 37 respondents rated the 

cost savings in their organization at 6-10%, 11 respondents rated the cost savings in their 

organization at above 20% and 3 respondents rated the cost savings in their organization at 0-5%. 

Similar to the study findings, Brown and Jones, (2005) observed that SFA implements enable 

data flow and increase communication within salespeople and help Salesforce convert more 

efficiently at coordinating team actions and setting schedules. Operational team-marketing 

supported by technology ought in return to propel sales. Through SFA Salesforce also improve 

their practical understanding in respect to their brands and their capability to equate and analyze 

their brands standing against competitor offerings (Ahearne et al. 2007). Once Salesforce got 

greater vision into their marketplaces and brands, they are also in a healthier situation to validate 

their higher levels of awareness and capability. 

 

5.3.2 Influence Of Perceived Usefulness Of SFA System On Sales Performance 

The first objective was to establish how perceived usefulness of SFA system influences sales 

performance. Agreeing to the expectancy model (Porter and Lawler, 1968), in managerial 

backgrounds, individuals gauge the values of their conduct in terms of possible gains, and they 

base their selection of conduct on the attractiveness of the gains. Sales team customarily have a 

reasonable extent of independence in execution of their businesses and are under continuous 

stress to achieve as their assessment and payment are often outright associated to their output. 

Subsequently, ―salespeople will choose to use or not use a technology tool to the extent they 

believe it will help them accomplish their job-related goals, enhance their performance, and 
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achieve desired rewards‖ (Robinson et al., 2005b). Regarding this first objective, the study 

sought to establish the extent to which perceived usefulness of SFA system influences sales 

performance of consumer goods firms. The study findings revealed that on average the perceived 

usefulness of SFA adoption was affirmed and this is aimed at influencing the performance of the 

Salesforce in the companies. 

Specifically, SFA adoption was found to have led to verbal praise of the Salesforce team with the 

highest mean score. Following closely was SFA adoption has led to Job content: interest, 

prestige, and independence by the Salesforce. SFA adoption has led to improved Interpersonal 

relationships in the Company. SFA adoption has led to promotion of the Salesforce. SFA 

adoption has led to improved level of job security in their your present job. SFA adoption has led 

to earning of Recognition Certificates by the Salesforce. SFA adoption has led to increased 

bonuses and pay to the Salesforce. SFA adoption has led to reduced Hours of work. SFA 

adoption has led to accomplishment of Salesforce job-related goals. Similarly, in a research work 

sales team stated that their usage of SFA-system is because it is user friendly (Buehrer et al., 

2005). Now certain, they revealed that IT helped them become more effective and creative, save 

time, and increase communication together with clients. 

The findings depict that perceived usefulness would lead to an increase in sales performance by 

factor of 0.654 with P value of 0.000. At 5% level of significance and 95% level of confidence 

this is statistically significant as the P-Value is lower than 0.05. The study therefore fail to reject 

alternate hypothesis implying that Perceived usefulness of SFA system has influence on sales 

performance. On the basis of these statistics, the study concludes that there is significant positive 
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relationship between perceived usefulness and sales performance of consumer goods firms in 

Kenya. Similar to the study findings,  

5.3.3 Influence of Perceived Ease of Use of SFA System on Sales Performance 

The second objective for this study was to determine the extent to which perceived ease of use of 

SFA system influence sales performance. Workers‘ observations of an IT firm accessibility 

narrate to their purposes to use that IT system (Saga and Zmud 1994). Invention theory 

recommends that the amount that an advancement is seen as generally hard to comprehend and 

utilize would influence the rate of its selection (Rogers 1995). Sales representatives are classified 

as technophobic worker bunches (Greenberg 2004). As they will evaluate the measure of 

exertion required to exploit an SFA implement and will possibly cultivate helpful outlooks 

toward those implements when the output paybacks are not overshadowed by the vital exertion 

(Robinson et al. 2005b). The respondents were requested to indicate their level of agreement 

with the statements relating to perceived ease of use. 

The findings revealed that on average the respondents were convinced that the perceived ease of 

use of SFA adoption is aimed at influencing the performance of the Salesforce in their company. 

This was especially the case in relation to SFA system being clear and understandable, SFA 

system is easy to use and getting the SFA system to do what I want it to do is easy respectively. 

The findings seemed to support the argument by Schillewaert et al., (2005) who show that PEU 

rises acceptance. Rangarajan et al., (2005) experimentally validate that the difficulty of using 

SFA-system escalates role conflict, which has in turn adverse concerns on sales people effort and 

SFA-acceptance. It is pointed out three studies show that PEU positively influences approach, 

which in turn has a substantial influence on purpose of using SFA. 
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The findings depict that perceived ease of use would lead to an increase in sales performance by 

factor of 0.629 with P value of 0.000. At 5% level of significance and 95% level of confidence 

this is statistically significant as the P-Value is lower than 0.05. The study accepted the alternate 

hypothesis therefore implying that Perceived ease of use of SFA system has influence on sales 

performance of SFA system has influence on sales performance. From these statistics, the study 

concludes that there is significant positive relationship between perceived usefulness and sales 

performance of consumer goods firms in Kenya. 

5.3.4 Influence of Facilitating Conditions of SFA System on Sales Performance 

The third objective of the study was to assess how facilitating conditions of SFA system use 

influence sales performance. Financing in enabling environments with training sessions and help 

lines, technical maintenance and tutorials signals the importance an business places on SFA IT 

system and assure sales team that using sales technology is valuable (Hunter and Perreault, 

2006).  As such enabling environments allow workers to obtain the assistances they need to 

continue to be useful members of the business, even after the system has been installed (Johnson 

and Bharadwaj 2005; Zablah et al. 2004). 

Based on the findings, the overall aggregate mean score for this variable was found to be high 

portraying that on average the respondents were of the view that the facilitating conditions of 

SFA adoption is aimed at influencing the performance of the Salesforce in their company. 

Moreover, it was determined that organization reassurance to the Salesforce that using sales 

technology is beneficial positively influences the performance of the Salesforce. This was 

followed by, the organization investment in technical maintenance on SFA application positively 

influences the performance of the Salesforce. Perceived level of availability of support services 
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is positively related to perceived ease of use. All other statements also had mean scores above 

4.0. 

The findings depict that Facilitating conditions would lead to an increase in sales performance by 

factor of 0.409 with P value of 0.000. At 5% level of significance and 95% level of confidence 

this is statistically significant as the P-Value is lower than 0.05. The study fails to reject the 

alternate hypothesis therefore implying that facilitating conditions of SFA adoption have influence 

on sales performance. From these statistics, the study concludes that there is significant positive 

relationship between facilitating conditions and sales performance of consumer goods firms in 

Kenya. 

5.3.5 Influence of Computer Self-Efficacy of SFA System on Sales Performance 

The fourth objective of the study was to establish the extent to which computer self-efficacy in 

the SFA system influences sales performance. Compeau and Higgins (1995) define computer 

self-efficacy as ―an individual‘s perceptions of his/her ability to use computer (software) in the 

accomplishment of a task.‖ Venkatesh and Davis (1996) classic computer self-efficacy as an 

precursor of perceived ease of use, with the suggestion that a person uses his or her sense of 

whole computer capabilities as an anchor to judge the usability of a computer technology, 

despite the user having little or no understanding around the ease of usage of a particular 

structure. Naturally, minor marks on computer self-efficacy lead to more undesirable personal 

views about the technology problem at hand (Venkatesh 2000). 

The study disclosed that on average computer self-efficacy of SFA adoption is aimed at 

influencing the performance of the Salesforce in their company. Furthermore, according to the 

study, the sales teams have an interest in expanding their knowledge on work related 
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technologies thus achieve better performance. This was followed by, colleagues who are more 

technology savvy motivate them to embrace the system thus achieve better performance. The 

salespeople consider themselves an experienced technology user thus achieve better 

performance. All other statements also had mean scores above 3.0. The findings support the 

argument by Buehrer et al., (2005) that distress of IT systems is a likely obstruction to sales 

people approval of computerization. When a salesman feels that he or she is not skilled of using 

the SFA technology, his or her enthusiasm to do so is significantly condensed. Hence, computer 

self-efficacy is anticipated to be an imperative personal distinguishing and clarifying SFA-usage 

conduct. 

The findings depict that computer self-efficacies would lead to an increase in sales performance 

by factor of 0.216 with P value of 0.000. At 5% level of significance and 95% level of 

confidence this is statistically significant as the P-Value is lower than 0.05. The study fail to reject 

the alternate hypothesis therefore implying that computer self-efficacies of SFA adoption have 

influence on sales performance. From these statistics, the study concludes that there is significant 

positive relationship between computer self-efficacies and sales performance of consumer goods 

firms in Kenya. 

5.3.6 Influence of SFA System Control on The Relationship Between Adoption of SFA And 

Sales Performance 

The fifth objective of this study was to establish the influence of SFA system control on the 

relationship between adoption of SFA and sales performance. Accordingly, the respondents were 

requested to indicate their level of agreement with relevant statements. The study found out that on 

average the respondents acknowledged the moderating influence of SFA system control on the 
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relationship between adoption of SFA and sales performance. Moreover, control/reward system 

utilized by the firm influences the technology acceptance process had the highest mean score. 

Coming in next was the supervisor monitors to see whether Salesforce are performing their 

designated activities and sales managers evaluate Salesforce not only on outputs, but also on 

methods, their selling processes and even organizational norms and culture. All other statements 

also had mean scores above 4.0. 

The purpose of the fifth hypothesis  H1:5 ―SFA system control has moderating effect in the 

relationship between adoption of SFA and sales performance.‖ The findings for this hypothesis 

are shown in Tables. The test showed a significant association between SFA and sales 

performance when moderated by SFA system control r=0.678 at a p value of 0.000. In view of 

these findings, the study accepted the alternate hypothesis. This meant that the higher the SFA in 

the presence of SFA system control, the higher are results in terms of the sales performance. 

5.3.7 Moderating Influence of System Characteristics on the Relationship between 

Adoption of SFA System and Sales Performance 

The sixth objective of the study was to establish the moderating influence of system 

characteristics on the relationship between adoption of SFA system and sales performance. This 

was achieved by investigating the measurable elements of system characteristics (measured in 

terms of Service Quality, Information quality and System Quality). 

 

In relation to service quality of SFA systems, the view was that there exists a moderating 

influence of service quality of SFA adoption on the performance of the Salesforce in their 

company. Existence of service provider empathy was found to be the most outstanding aspect 
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followed by there is fast and reliable responsiveness from the service provider and there is 

support assurance by the service provider respectively. 

With regard to information quality of SFA, the study found out that there exists a moderating 

influence of information quality of SFA adoption on the performance of the Salesforce in their 

company. The statement that SFA content is complete had the highest mean score followed by 

SFA content is relevant, SFA content is secure, SFA content is personalized and lastly SFA 

content is easy to understand. 

 Concerning the relevance of system quality of the SFA system the findings depicted a 

unanimous agreement in relation to SFA is usable, available and reliable. SFA is adaptable and 

response time is short/quick each also had high levels of agreement. 

The findings for this hypothesis are demonstrated the relationship between system and sales 

performance catalyzed by system characteristics was significant at a correlation of r=0.681 at a p 

value of 0.000, meaning that in the presence of system characteristics, the better was the 

relationship between SFA system and sales performance. Following this result, the study failed 

to reject the alternate hypothesis. 

5.3.8 Relationship between SFA System Characteristics and Sales Performance. 

The seventh hypothesis stating  H1:7 there exists a significant relationship between system 

characteristics and sales performance at a significant level of 0.05 was tested by carrying out a 

regression test as shown in. The test showed a significant association between system 

characteristics and sales performance of χ2=13.463, df=249 and p=0.009. In view of these 

findings, the study failed to reject the alternate hypothesis (H1:8).  
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5.4 Conclusion of the Study 

In the course of the most recent two decades the reception and utilization of SFA innovation 

have fabricated an impressive accentuation in the IT writing. One of the significant reasons 

remaining behind this expanding accentuation is the acknowledgment of SFA advantages in the 

field which is regarded a conspicuous issue in today deals firms that grasp this innovation. 

Considering the extent of offers innovation speculations worldwide and their substantial 

disappointment rates on one hand, and the late selection of SFA innovation in the Kenya market 

by shopper merchandise firms alongside expanding merchants of this innovation – then again, it 

is especially critical for the neighborhood business sector to better comprehend the results of this 

innovation appropriation pretty much as alternate markets do.  

To give adequate and extensive understanding while assessing the consequences of SFA 

innovation's usage in the customer products firms in Kenya (deals dispersion), three elements 

from these organizations of viewpoint were viewed as: Project chiefs/IT Managers, Sales 

Managers and Salespersons. By using related global writing on SFA innovation, a gathering of 

key advantages were chosen to be the assessment elements in this exploration however all 

together not to overestimate the development of the current winning innovation in the nearby 

market, a neighborhood contextual analysis was acquainted with audit the neighborhood SFA 

embraced innovation as a stage to sifting the chose benefits criteria and to keep them inside 

practical reach. In light of these premises, Project Managers, Sales directors and salespersons 

were addressed about these advantages by utilizing focused on overviews for each of the 

elements affected by the utilization of SFA innovation.  
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The general conclusion from the surveys examination is that the use of SFA innovation in the 

consumer merchandise firms in Kenya, alongside their clients, has accomplished its normal 

results as gathered by the Project/IT Managers, deals administrators and salespersons who took 

an interest in this study and who overwhelmingly valued this innovation and its key advantages. 

Outside writing portrays imperviousness to appropriation of SFA, negative results, high 

superfluous expenses among different difficulties in SFA innovation use. Be that as it may, from 

the investigation, this study discovered that Kenyan firms have a positive particular quality in 

grasping advances. Taking everything into account, SFA is a focused need in today's business 

sectors, and in this way ought to stay as center necessity for firms that look to expand their 

business execution. 

5.5 Recommendations of the Study 

The findings of this study bear implications for both theory and management as discussed in the 

subsequent sections. 

5.5.1 Recommendations to the Body of Knowledge 

The study first contribution is the task-based dimension of SFA usage. Salesforce classically use 

part or a segment of the existing SFA system (Donaldson and Wright 2004) this contrast 

considerably in their choice of SFA system to embrace. Hence, evaluating use with 

contemplative measures which may not satisfactorily capture the whole choice of SFA use. 

Moreover, SFA-usage seems to be more an abstract concept which means diverse things to 

diverse persons. By dimensional approach SFA can be more precisely be distinguished by users 

from each other as crucial. As a second contribution, the study donates to the body of knowledge 

by reviewing the managerial significances of SFA-usage. Commissioning SFA for core 
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synchronization escalates sales output only to the degree that the proficiency advantages are 

arrayed for more active client association undertakings.  

The other input to the works is presenting that salesforce have diverse inspirations for the use of 

SFA system in client facing undertakings as unlike in the office set up activities. Client 

association breadth is expounded by factors that prompt deliberate use such as perceived 

usefulness and incidentally the perceived ease-of-use and the manager backing. Supplementary 

speaking, sales team use SFA for client association activities after they are persuaded that it is 

actually important in increasing output. Sales team are apprehensive most with the paybacks 

offered by new IT systems (Gohmann et al. 2005). The sales team that trust that SFA is helpful 

for superior work out put is likely accepts the system (Avlonitis and Panagopoulos 2005). 

Grounded on the outcomes, perceived usefulness of SFA is a key driver of the client relationship 

measurement of SFA usage. Sales team that find the SFA technology valuable to their 

sustenance of their client associations are using SFA in that method. Perceived usefulness has 

been verified and established as a strong driver of SFA-acceptance (Rangarajan et al. 2005; 

Schillewaert et al. 2005). Nonetheless, the study is the only that show that perceived usefulness 

of SFA systems influences a definite SFA-usage conduct amongst sales teams on customer 

relationship. 

Basically perceived ease-of-use relates strongly to perceived usefulness. This is however 

dependable on research done earlier by (Schepers and Wetzels, 2007). Sales team that find the 

SFA system easy to manage will have upper hand on applying more and more classy and 

possibly more helpful elements of SFA systems (these could be components are possibly the 

ones that take care customer relationships). Manager backing has a substantial influence on 
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perceived usefulness of SFA system. The sales supervisor plays a vital role in convincing sales 

team on the significance of IT system, just as in any facet of their work of selling. This is not any 

surprise as sales leaders are often the only people to appraise a salesman‘s work output and thus 

have a straight inspiration on the salesmen payment. Since the conclusion that perceived 

usefulness relays to the client association breadth, salesforce must be under inspiration of their 

bosses in relations to the use of SFA systems to accomplish their patrons relationships. 

5.5.2 Recommendations for the Industry 

This research work has got additional inferences for groups that seeks to set goals for their SFA 

systems investments. The findings advocate that SFA systems do positively influences sales out 

puts when used in relation to customer relationships maintenance. Study results clearly purports 

to the argument that SFA system aids sales team in freeing themselves from expensive clerical 

actions for the service of client association management responsibilities, which are superior and 

suit the desired skills and capabilities of the salesmen (Ingram et al., 2002). It is obvious that no 

IT system that can swap sales team in creating, conserving and humanizing client relationships. 

Nevertheless, IT system do provide sales team with the right data at the right time, targeting right 

clients with the right tactic, help in holding their assurances alongside those of their clients and 

in the end support responsibilities and procedures that could not be conceivable in execution 

previously. The SFA‘s system ability is to take care of client relationships in the place of the 

leading probable and defendable competitive advantage is. Hence, for enterprises where 

continuing client associations are necessary, organizations ought to set subsidiary client 

relationships as the key objectives to be pursued through SFA system placement. The study 

argues that among other goals of SFA system such as improved promptness and productivity in 
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execution of prevailing jobs and procedures are, in divergence and are a competitive requirement 

in modern day marketplaces, and consequently should remain as a core necessities of an SFA-

implementation assignment. 

For salespeople to use SFA-systems to the effectiveness of organization and their customer 

relationships, bosses need to trust on deliberate use by Salesmen which can be activated by 

changing a salesman‘s opinion of worth, guiding backing and awareness on of ease-of-usage. 

Then, sales administration has a key duty to play in the SFA system approval course, by assistant 

and reassuring sales team to use the technology and by providing satisfactory teaching and 

practical groundwork to the sales people. 

5.6 Suggestions for Future Research 

As any exploration exertion, the work has certain impediments. Firstly the study picked the 

business power of buyer merchandise firms in Kenya as populace for the information gathering 

exertion. Counting sales representatives from different organizations would add to the 

generalizability of the outcomes. Be that as it may, it would come at the expense of generously 

lower reaction rates. Given this exchange off choice, the study felt that minimizing potential non-

reaction predisposition was of specific significance in the exploration connection. For future 

tasks, nonetheless, the study urges specialists to set distinctive needs consequently adding to 

vigorous bits of knowledge.  

 

Also, the study has chosen customer merchandise firms in Kenya as examination setting. 

Distinctive ventures have diverse necessities and deals prerequisites, which straightforwardly 

decide the part of the business power in that trade sector (Moncrief 1986). For instance, in an 
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business with a more grounded accentuation on value-based offering and operational proficiency, 

the SFA-use measurements could be required to effect execution in an unexpected way. In this 

manner, future studies ought to investigate how the SFA-use measurements perform in different 

deals settings that are not homogeneous.  

 In conclusion, the study depended on self-assessment when measuring sales representative 

execution. While this is a broadly acknowledged practice among analysts in the business 

execution area, target execution information would be helpful for accepting the discoveries. 
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APPENDICES 

Appendix 1:  Letter to Respondents 

University of   Nairobi, 

P.O. Box 30197- 00100 

                                                                                    NAIROBI. 

Dear respondents,  

 

My name is Gerald Gitau, pursuing PhD in Project planning and Management at The University 

of Nairobi. The purpose of this letter is to request you to kindly assist me to carry out a research 

on INFLUENCE OF ADOPTION OF SALES FORCE AUTOMATION SYSTEM ON 

SALES PERFORMANCE IN CONSUMER GOODS FIRMS: CASE OF NAIROBI, 

KENYA 

Your responses will be kept confidential and will not be used for any other purpose.  

Please be honest while giving your responses. Attached to this letter find a copy of the 

questionnaire. Your cooperation will be highly appreciated. 

Thanks in advance. 

 

Yours faithfully, 

 

Gerald Gatitu Gitau   

L83/80301/2011 

Tel. 0722494677 
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APPENDIX 2:  Letter to Respondents for Ethical Considerations 

 

University of   Nairobi, 

P.O. Box 30197- 00100 

                                                                                    NAIROBI. 

Dear respondents,  

My name is Gerald Gitau, pursuing PhD in Project planning and Management at The University 

of Nairobi. The purpose of this letter is to request you to kindly assist me to carry out a research 

on INFLUENCE OF ADOPTION OF SALES FORCE AUTOMATION SYSTEM ON 

SALES PERFORMANCE IN CONSUMER GOODS FIRMS: THE CASE OF NAIROBI, 

KENYA. 

Your responses will be kept confidential and will not be used for any other purpose. This is 

voluntary and you can withdraw at will.  

Please be honest while giving your responses. Attached to this letter find a copy of the 

questionnaire. Your cooperation will be highly appreciated. Please append your signature for 

confirmation of your willingness to participate in this research  

................................................................................................................................ 

Signature  

 

Thanks in advance. 

 

Yours faithfully, 

 
1 Gerald Gatitu Gitau   

2 L83/80301/2011 

3 Tel. 0722494677 
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Appendix 3: Questionnaire  

The purpose of this study is to examine the INFLUENCE OF ADOPTION OF SALES 

FORCE AUTOMATION SYSTEM ON SALES PERFORMANCE IN CONSUMER 

GOODS FIRMS: THE CASE OF NAIROBI, KENYA. This questionnaire will be organized 

in four sections. Section A looks at demographic characteristics of the respondents, Section B 

focuses on determinants of SFA adoption, Section C looks at influence of systems characteristics 

while section D checks on sales performance. Kindly tick as appropriate 

 

SECTION A -Demographics 

1. Name of the company 

………………………………………………………………………………………………. 

2. What is your designation?  

IT Manager / Project Manager  [    ] 

Sales Manager/ sales supervisor [    ] 

Sales person    [    ] 

3. How long have you worked at the Company? 

5 years and below         [    ]  

6-10 years                     [    ] 

11-15 years                   [    ] 

16 -20 years                  [    ] 

21 and above years       [    ] 
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4. Are you using SFA system in your organization?  

Yes  [   ] 

No [   ] 

 If yes to what extent? 

No extent at all [   ] 

Little extent [   ] 

Moderate extent [   ] 

Great extent  [   ] 

Very great extent [   ] 

  

SECTION B – SFA System Adoption Determinants  

5. The following statements relate to perceived usefulness of SFA adoption on the performance of 

the Salesforce in your company. To what extent do you agree or disagree with each of the 

statement? Use a scale where 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, 

and 4- Agree and 5-Strongly agree. 

 1 2 3 4 5 

SFA adoption has led to accomplishment of Salesforce  job-related goals      

SFA adoption has led to promotion of the Salesforce                 

SFA adoption has led to increased bonuses and pay to the Salesforce                                         

SFA adoption has led to earning of Recognition Certificates by the Salesforce             

SFA adoption has led to verbal praise of the Salesforce team                             

SFA adoption has led to reduced Hours of work                                                                           
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SFA adoption has led to Job content: interest, prestige, and independence by 

the Salesforce 

     

SFA adoption has led to improved Interpersonal relationships in the Company      

SFA adoption has led to improved level of job security in your present job      

 

6. The following statements relate to perceived ease of use of SFA on the performance of the 

Salesforce in your company. To what extent do you agree or disagree with each of the 

statement? Use a scale where 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, 

and 4- Agree and 5-Strongly agree. 

 1 2 3 4 5 

Interaction with an SFA system is clear and understandable.       

Getting the SFA system to do what I want it to do is easy.       

SFA system is easy to use.       

 

7. The following statements relate to facilitating conditions of SFA adoption on the performance 

of the Salesforce in your company. To what extent do you agree or disagree with each of the 

statement? Use a scale where 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, 

and 4- Agree and 5-Strongly agree. 

 1 2 3 4 5 

The organization investment in tutorials on SFA application positively 

influences the performance of the Salesforce. 

     

The organization investment in help lines on SFA application positively 

influences the performance of the Salesforce. 

     

The organization investment in training sessions on SFA application positively 

influences the performance of the Salesforce. 

     

The organization investment in technical maintenance on SFA application      
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positively influences the performance of the Salesforce. 

The organization reassurance to the Salesforce that using sales technology is 

beneficial positively influences the performance of the Salesforce. 

     

The organization offer of continued user support after the implementation of 

SFA positively influences the performance of the Salesforce. 

     

Facilitating conditions have led to reduced nonmonetary costs such as the 

uncertainty and stress associated with the introduction of the new system by 

easing the learning process in the organization positively influences the 

performance of the Salesforce. 

     

Salesforce receives adequate training and support enabling them to apply 

information technology more effectively to specific work problems and thus 

achieve better performance    

     

Perceived level of availability of support services is positively related to 

perceived ease of use  

     

 

8. The following statements relate to the influence of Computer Self-Efficacy of SFA adoption on 

the performance of the Salesforce in your company. To what extent do you agree or disagree 

with each of the statement? Use a scale where 1- Strongly disagree, 2- disagree, 3- Neither 

agree nor disagree, and 4- Agree and 5-Strongly agree. 

 1 2 3 4 5 

I consider myself an experienced technology user thus achieve better 

performance    

     

I have little or no experience in use of computer software‘s for work related 

purposes negatively influencing my performance    

     

Am afraid of technology negatively influencing my performance         

I have an interest in expanding my knowledge on work related technologies 

thus achieve better performance      

     

I prefer using manual systems in performing my tasks negatively influencing 

my performance    

     

My colleagues who are more technology savvy motivate me to embrace the 

system thus achieve better performance    

     

Others………………………………………………………………………      
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9. The following statements relate to the influence of SFA control on the performance of the 

Salesforce in your company. To what extent do you agree or disagree with each of the statement? 

Use a scale where 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree 

and 5-Strongly agree. 

 1 2 3 4 5 

My manager informs inform me about the way I should use our SFA system in 

my job.  

     

My manager monitors monitor my SFA usage.       

My manager informs inform me on whether I meet his/her expectations on SFA 

usage.  

     

If my manager feels I need to adjust my SFA usage, she tells me about it.       

My manager evaluates evaluate my SFA usage.       

Management places place a layer of expectations on Salesforce that are 

influenced by the available technology.  

     

Supervisor feedback, behavior and control orientations direct the attitudes, 

learning and behavior of Salesforce.  

     

Sales managers evaluate Salesforce not only on outputs, but also on methods, 

their selling processes and even organizational norms and culture 

     

The supervisor  specifies specify the activities he or she expects Salesforce to 

perform using the SFA system  a 

     

The supervisor monitors monitor to see whether Salesforce are performing their 

designated activities. 

     

The supervisor informs inform the Salesforce if they are meeting his or her 

expectations. 

     

Control/reward system utilized by the firm influences the technology 

acceptance process.  

     

Regulation and checking conduct of supervisors gesture a clear motivation to 

embrace SFA system irrespective of the degree that a Salesforce consider it 

valuable or easy in usage.  

     

Others…………………………………………….....................................      
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SECTION C – System Characteristics 

10. The following statements relate to service quality of SFA. To what extent do you agree or 

disagree with each of the statements? Use a scale where 1- Strongly disagree, 2- disagree, 3- 

Neither agree nor disagree, and 4- Agree and 5-Strongly agree. 

 

 1 2 3 4 5 

There is support assurance by the service provider      

There is assurance of service provider empathy       

There is fast and reliable responsiveness from the service provider      

 

11. The following statements relate to information quality of SFA. To what extent do you agree 

or disagree with each of the statements? Use a scale where 1- Strongly disagree, 2- disagree, 

3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree.  

 1 2 3 4 5 

The SFA content is personalized      

The SFA content is complete      

The SFA content is relevant      

The SFA content is easy to understand      

The SFA content is secure.      

 

12. The following statements relate to system quality of SFA. Please answer either Yes or No 

to each of then 
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 Yes No 

The SFA is usable   

The SFA is available   

The SFA is Reliable   

The SFA is adaptable   

The SFA response time is short/quick   

 

 

SECTION D – Sales Performance 

13. The following statements relate to the goals of Sales Force Automation in your 

organization. To what extent do you agree or disagree with each of the statement? Use a scale 

where 1- Strongly disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-

Strongly agree. 

 1 2 3 4 5 

SFA has led to  increased sales      

SFA has led to  increased productive and quality selling time      

SFA has led to  improved contact management capabilities      

SFA has led to  improved ability to deliver better value to the customers 

through information sharing across sales, marketing, and customer service 

employees  

     

SFA has led to  automated sales tasks, the preparation for sales activities such 

as proposals or order forms takes less time  

     

SFA has led to  faster access to timely information       

Knowledge in the SFA system enables sales force to do their work more 

efficiently, more effectively, or more satisfyingly  
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14. The following statements relate to the benefits of using SFAs in your organization. To 

what extent do you agree or disagree with each of the statement? Use a scale where 1- Strongly 

disagree, 2- disagree, 3- Neither agree nor disagree, and 4- Agree and 5-Strongly agree. 

 1 2 3 4 5 

Improved Salesforce Efficiency and Productivity      

Improved Customer Relationships      

Improved Operational Efficiency      

Better Within-Team Collaboration      

Other 

………………………………………………………………………………………

……………………………………………………………………… 

     

 

15. How would you rate your performance/ your organization salesforce performance in respect 

to the following? Give your answer for every parameter. 

 

i. Number of site visits for a salesman per day 

……………………………………………………… 

ii. Number of transactions executed for a salesman per day 

……………………………………………………… 
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User satisfaction 

i. Repeat visits 

What is your/ your organization salesforce repeat visit rate in a week? 

………………………………………………………… 

 

ii.Repeat purchases 

What is your customer/ your organization customers repeat purchase rate in a week? 

………………………………………………………… 

 

Net benefits (Rate your organization by percentage on the following indicators) 

i. Cost savings 

0 -5%  [   ] 

6-10%   [   ] 

11-15%   [   ] 

16-20%   [   ] 

Above 20%  [   ] 

ii.Expanded markets 

 

0 -5%  [   ] 

6-10%   [   ] 

11-15%   [   ] 

16-20%   [   ] 
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Above 20%  [   ] 

 

iii.Incremental additional sales 

0 -5%  [   ] 

6-10%   [   ] 

11-15%   [   ] 

16-20%   [   ] 

Above 20%  [   ] 

 

iv.Time savings 

0 -5%  [   ] 

6-10%   [   ] 

11-15%   [   ] 

16-20%   [   ] 

Above 20%  [   ] 

 

16. What are your general views of SFA system recommendations towards improving the 

performance of Salesforce through the use of SFA?  

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………………………… 

Thank you for your Cooperation! 
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Appendix 4: A List of Food and Beverages Firms (KAM Directory) 
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Appendix 5: Name of the Respondents Company 

 Frequency Percent 

PZ cussons 5 2.0 

Nairobi Bottlers Ltd. 5 2.0 

Broadway 5 2.0 

Delmonte Kenya 5 2.0 

East Africa Cables 5 2.0 

Unga 5 2.0 

Maxam 5 2.0 

King beverages 5 2.0 

BAT 5 2.0 

Kimsay E.A 5 2.0 

Wines of the world 5 2.0 

Colgate palm olive 5 2.0 

Ketepa 5 2.0 

Kimberly Klark 5 2.0 

KCC 5 2.0 

Uniliver 5 2.0 

Nestle foods 5 2.0 

EABL 5 2.0 

Bidco 5 2.0 

Cadbury 5 2.0 

Tropical 5 2.0 

Farmer's Choice 5 2.0 

Upland Dairy 5 2.0 

Cramble Foods 5 2.0 

Crown Food 5 2.0 

Brookside Dairy 5 2.0 

Wrigley Limited 5 2.0 

Alpha Foods 5 2.0 

Kenafric 5 2.0 

Haco Limited 5 2.0 

Aquamist 5 2.0 

KWAL 5 2.0 

London Distillers 5 2.0 

Kenblest 5 2.0 

Mini bakers-super loaf 5 2.0 

Capwell 5 2.0 

Sameer Group 5 2.0 

Jet lake foods 5 2.0 

Kevian Ltd 5 2.0 

W.E Tillyy 5 2.0 

Highlands Ltd. 5 2.0 

Kenchic 5 2.0 

Kapa oil Ltd 5 2.0 

Re kit Benchiser 5 2.0 

Nas 5 2.0 

Bio foods 5 2.0 

Gil oil Ltd 5 2.0 

Kenya meat commission 5 2.0 

Cooper 5 2.0 

Githunguri dairy 5 2.0 

Total 250 100.0 
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Appendix 6: Scatter Plots 
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