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Abstract

The Study of “Personality and Values affecting sales service quality of sales staff
. A case study of central department store” was conducted. The core objective of the
research was to study factors affecting Sales Service Quality. Researcher was interested
in the study of “Personality, Values of Sales Service, Demographical Factors, and the
interaction between Personality and Values of Sales Service those affect the Quality of
Sales Service”

There were 352 Sales persons sampled from 11 Central Department Store
branches within Bangkok Metropolitan included in this research. Department heads who
were direct Super Ordinate of Sales persons were requested to evaluate the Quality of
Sales Service of the Sales persons within the sample size. The research tools were
developed and consisted of 1) Personality Test, 2) Test for Values of Sales Service, 3)
Sales Service Quality Evaluation form. Parametric statistic in use to analyze research
hypothesis were amongst t-test, One-Way ANOVA, Two-Way ANOVA, and Pearson’s
Product Moment Correlation.

Results from the analysis indicated that Work Experience and Marriage Status had
significant effect on Sales Service Quality, while there was no significant effect of
Gender, Age and Education Background against Sales Service Quality. It was found
from the research that there was no significant effect of Personality on Service Quality.

Values of Sales Service were found possessing positive correlation with Sales
Service Quality. And it was further found within the Values of Sales Service that Personal
Values against the Organization had a strong positive correlation with Responsiveness
within Sales Service Quality. But it was figured out that there was no significant
correlation between Personality and Values of Sales Service affecting Sales Service

Quality.



