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Abstract T 1 6 7 8 2 8

The objectives of this research are to investigate the relationship between perceived sclf-
efficacy, personality trait, emotional quotient and ability on performance of salespersons.
251 salespersons from the electric appliances and electronic tools agencies in Bangkok and
nearby provinces are chosen as the subject of the study. The data are collected by using the
2 types of questionnaires. The first one is for each salesperson and the second one is for their
heads. The data was analyzed by the instant programs namely, Pearson Product Moment
Correlation and Stepwise Multiple Regression Analysis.

The results of this study are as follow :

1. The salespersons have high level of perceived self-efficacy.

2. The first dominant personality trait of subjects is conscientiousness, whereas the second
one is agreeableness and extroversion.

3. The salespersons have high level of total emotional quotient and the first dominant
emotional quotient is self-motivation, whereas the second one is empathy and self-awareness.

4. The salespersons have moderate level of qualitative, quantitative and total ability in
performance.

5. Perceived self-efficacy correlate with qualitative, quantitative and total ability in
performance at the statistical significance of .01

6. Openess to experience and conscientiousness correlate with quantitative and total ability
in performance at statistical significance of .01 and correlate to qualitative ability in performance

at the statistical significance of .05
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7. Emotional quotient does not correlate to qualitative, quantitative and total ability in
performance.

8. Perceived self-efficacy and openess to experience are predictors for quantitative and
total ability in performance at the statistical significance of .001 and perceived self-efficacy is
a predictor for qualitative ability in performance at the statistical significance of .001

(total 127 pages)
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