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ABSTRACT 

 

 The study focuses on exploring the sales representative set of supportive 

information, documents, and activities that impact the decision-making of customers 

on industrial piping hose. The information supplied to the customers during the three 

different phases is: (1) pre-sales: warranty document, assurance certification 

document, and auditing document; (2) during-sales: brand awareness, cynical 

information, and discount information; (3) after-sales: training information, customer 

relationship program, and after-sales onsite support. These provided details are 

explored to confirm the impact on the buying decisions of different sets of customers, 

namely the end-user, the budget holder, and the procurement officer, and the impact 

on different customer segments, such as the industrial user, the pipe hose distributor, 

and the re-seller. 40 current industrial customers who had bought the product were 

surveyed. The analysis of the results is accommodated by the logistic regression 

analysis. The results confirm that when dealing with procurement officers, the 

auditing document in the sales phase has the highest impact on the decision. For the 

budget holder, auditing and training are the two account able pieces of information. 

For the end-user, training is the most important aspect. When dealing with the 

distributor, auditing and discount information are the most important. For the 

industrial end-user, the auditing, the technical information, and the discount are the 

highest factors. For the re-seller, the highest consideration accounts for training, 

onsite support, and the customer relationship enhancement program. The study helps 

shape sales representative activities when engaging different roles of customers in 

different industrial segments. 
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CHAPTER 1 

INTRODUCTION 

 

 TTT Corporation Co., Ltd. (previously known as TOYOX Trading Thailand 

Co., Ltd.) was established on March 1st, 2007, as Thailand‘s sole distributor of 

industrial hose and connector under TOYOX, Japan‘s No. 1 hose brand, which is 

known for its renowned quality products accommodating various applications, from 

air, water, oil, food, drugs (with JSFL, FDA, and USP Class VI certification), to 

chemicals for more than 60 years. Toyota products are also ideal for different 

conditions such as high pressure, high temperature, vacuuming, painting, agriculture, 

spraying, car care, etc. In addition to high-quality products, TTT Corporation also 

provides expert consulting services on hoses and connectors to guide them in 

selecting the right hoses for safe use, meeting standards, cost, and energy savings. The 

company's vision is to be the center of high-quality hoses and hose connectors, with 

world-class service extended all over ASEAN countries. 

 

Figure 1.1: TTT Distribution Channel 

 

 

 

 As TTT Corporation is the sole distributor of Toyota in Thailand, we decided 

to create a distribution channel by finding around 30 dealers who have the ability to 

keep stock to distribute to the hardware stores in industrial estates or factories directly 
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to join us as our partners. We have created the selling conditions and regulations for 

them to follow, such as the discount range to control the price in the market. We have 

a profit calculation and rebate for our dealers for selling our product to motivate them 

to reach their target together with us. 

 The dealer‘s level will have a range of discounts to sell to other hardware 

stores and factories (end-user). They can sell at any price they want within our control 

range. They will get a reward yearly for those who follow the rules the most, and they 

will get a rebate monthly if they can stock and distribute our product and reach the 

target that we commit to. The rebate will increase step by step the sales amount. Our 

dealers can sell to hardware stores and end users, but the discount range will be 

different because we would like small hardware stores to have chances to sell to end 

users near their location around an industrial estate. 

 The sub-dealer‘s level will determine the range of discounts to sell to the 

factory (end-user). They can sell at any price they want within our control range. We 

will have activities with them to promote our product in each industrial estate to help 

the user remember our brand and come to buy with our sub-dealers around the 

industrial estate. We also have a rebate reward with them to motivate them to promote 

our product to their customers. 

 

1.1 Product and Service 

 Our main products are industrial hoses and connectors, which are used to 

connect to the machine. Many types of machines need hoses because of their 

flexibility in a limited area. The hose is easy to pull out, move to other machines, or 

keep after finishing the work. It is suitable for the temporary use point. The hose can 

be separated into three main types according to the material: polyvinyl chloride 

(PVC), Polytetrafluoroethylene (Teflon), and Polysiloxane (Silicone). The use of the 

term will be the main factor in choosing the hose. Moreover, we have both non-food-

grade and food-grade food to serve customers depending on their industry. We have 

provided certificates to customers for their reference, for example, FDA, material 

report, etc. 
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 Poly Vinyl Chloride (PVC) is mainly for ordinary uses such as oil, gas, 

water, and thermoplastic. This material can be used with almost every liquid 

conveyed through the machine except acid, high temperature, and high pressure. 

 Poly Tetra Fluoro Etylene (Teflon) is mainly for the chemical transfer 

between the machine and machine or machine and else. This type of material can be 

perfect for preventing chemicals such as ethyl alcohol (ethanol), fuel oil (heavy oil), 

hydrobromic acid, etc. 

 Polysiloxane (Silicone) is mainly for high-temperature areas such as 

streaming areas, boiling water conveys, etc. This type of material can prevent high 

temperatures perfectly, according to our product specifications. 

 We have separate services into three stages, which are pre-sales, repeat 

ordering, and after-sales service. We have activities to support them from end to end 

until customers recognize our brand and repeat orders with them to build a sustainable 

business with them. We hope they grow together with us. 

 For pre-sales service, we have a training session for every person to make 

them aware of our product, such as a good hose criterion, how to choose a hose to 

match the machine, and how to take care of the hose. We expect all trainees to 

understand the advantages and specifications of all types of hoses. Moreover, we also 

sent our technical team to help our dealer‘s sales as a co-visit in the first few times 

that they visit customers to show as an example case for their sales in selling our 

product. In addition, we also provide product certificates for every customer who asks 

for them. The certificate can also guarantee that our product quality is within the 

specifications of the factory, which makes the auditing process easier. The certificate 

can be a selling tool for our dealer to close an order more easily too. 

 For repeat orders, we do marketing activities such as a billboard near the 

Suvarnabhumi airport, online knowledge about industrial hose for everyone to watch, 

or information support, such as a catalog, hot line, Facebook fan page, line official 

account, or email. We would like to be close with our customers and have a 

sustainable relationship with them. Then, we decide the offline and online activities to 

keep in touch with our customers and always keep updated information about the 

industrial news and our products, including the current products and new arrivals.  
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We usually launch a promotion in our sales season to attract current customers, non-

moving customers, and new customers to achieve our quarter and year target. 

 For after-sales service, we must claim a warranty for our product to certify its 

quality and improve customer satisfaction. We have a laboratory team to check the 

goods before claiming them for the customers. If it‘s under our criteria for a claim, we 

will take care of that cost by sending the new one to the customer free of charge. We 

always keep in touch with each one of our dealers by visiting twice a month to listen 

to the product feedback and suggest a selling method or help solve the customer‘s 

selling problems. 

 

1.2 The Background of the Sales Activities 

 Our sales have grown in the past year, and we also have a target to register on 

the stock market in a few years. Then, we forecast the sales to double from the 

previous year to achieve our main target soon. We have plans and activities for our 

distributors to reach the target together. 

 For pre-sales, we want to provide knowledge and make customers confident 

in our product quality, warranty, and auditing process. Knowledge of the product is 

very important to us to educate the customer because it relates to their buying 

decisions. In the product quality stage, we have visited our customers free of charge to 

make a measurement with their machine to match our hose specification. Then, we 

have sample hose for them to test first before deciding to buy our product to guarantee 

that our product can be used with their machine to the highest quality of its 

specification. In addition, we have a warranty on hoses under our terms and 

regulations; we will change the new one for the customer immediately after our 

technical team visits and checks that it is under our warranty. Moreover, we have a 

seminar for every user to join in the title of how the good hose should be to achieve 

the auditing review by collaborating with factory auditing staff from the auditing 

company directly to share knowledge of the good factory. In the seminar, we ask the 

professor in the hygiene faculty of a popular university to join us to explain clearly to 

every user. We would like everyone who joins our activities to get as much 

knowledge as they can to improve their work and understand our product, as well as 

the option to choose a high-quality product with a reasonable price and service. 
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 We always do activities with our brand to promote it to the public as much as 

we can by advertising on many channels such as billboards, social media, influencers, 

exhibitions, etc. We would like to get as much attention from users as we can through 

those channels for them to remember our brand and slogan, ―Those must be Toyota." 

If they see or hear our brand many times, they will think of our brand when they 

would like to buy hose. According to the sample product provided in the pre-sales 

stage, we always keep in touch with them during every period to support them in 

terms of problem solving during the usage of the hose. The customer can call us any 

time they need help with hose, and we will support them to make them satisfied with 

both our product and service if we do business together. Although they use another 

brand, we are welcome to advise them on choosing the best hose for their machine. 

 We not only do activities in pre-sales and during the sales stages, but we also 

do activities with customers in the post-sales stage. We usually keep training with our 

users and distributors' sales. We are concerned that the distributor‘s sales would be 

efficient in selling our products too because they must distribute our goods to the 

factory in industrial estate. Then, they need to have knowledge of our goods as well as 

our sales. We decided on the training program under ―hose doctor project." We 

created the program as a scholarship divided into three stages, which are theory, 

practical, and evaluation. We offer certificates to warranty the salesperson who is 

well-known about the product. The important part that cannot be out of focus is the 

customer‘s relationship. We always have a distributor meeting every year to keep in 

touch with them and listen for their feedback on our activities. The meeting is like a 

party, and we share business ideas with distributors about how we can grow together 

in the coming year. We do not only have yearly meetings, but we also assign our sales 

department to visit each distributor once a month to promote, listen, and help them 

solve their selling problems immediately. 

 

1.3 Problem Statement 

 As I have joined the company and taken care of the Asia market, I have seen 

that the sales volume of the company has remained in the same range for many years. 

The market was not expanded as much as it could have been because of the new 

department established. There were not any activities to promote and build trust about 
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brand awareness as well. Then, there is a pool of improvement after I summarize the 

current market data, and I see the opportunities to increase the sales volume as a 

double from the current situation. I would like to set up a sales structure and service 

for my customers to grow together with them and build a good relationship with them, 

as they are an important key to boosting our increasing sales. It leads me to develop 

the sales and marketing program to boost the sales this year to achieve the goal. 

 There are also problems in dealing with the different types of partners. We 

have sales representatives directly with each type of partner to treat each partner in the 

way that the company would like to support them. The activities will be provided to 

all types, but we will limit some activities to dealers, who are our main distribution 

channel. The other two channels are also important, and we support them together 

with our dealers because most of them are sub-dealers. We have regulations to 

support special cases of sub-dealers in case our dealer cannot support them, as well as 

our own regulations. However, we will ask for feedback from all channels of support 

in our organization every year to develop our supporting activities for the incoming 

year, but if some customers have urgent cases, we are welcome to keep in touch with 

that specific customer immediately to solve the problem together with them. 

 

 



CHAPTER 2 

LITERATURE REVIEW 

 

 According to Barber and Tietje (2006, p. 27), industrial sales refered to 

―personal selling activities that facilitate the sales of products or services whose 

intended application is in the manufacturing process‖. This definition separates 

consumer product sales from industrial sales. However, the customers can be a 

manufacturing factory, a reseller of the product, or a retailer that resells the product to 

other end customers. 

 

2.1 How Forces Support Marketing Strategy? 

 The marketing function is to get close to the customers. In industrial markets, 

the sales force acts as the linkage for the marketer to pave their way toward the 

customers. There is a clear need to combine the marketer and the sales force into one 

team under the sales management scheme. The marketing strategies in the industrial 

market are as follows: 

   1) Ensure that the industrial customers have needs for the products that 

the company is selling. 

   2) Ensure the customers repeat their buying needs from the company. 

   3) Ensure that their products compete with the competitors regarding 

pricing and quality. 

   4) Ensure that there is a minimum inventory that is enough to sell to 

needy customers. 

 Under these marketing strategies, the sales force strategy must support the 

marketing activities in the following ways as shown in Table 2.1. 
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Table 2.1: Marketing Strategies 

 

Marketing Strategy Sales Force Activities 

Ensure that the industrial customers 

have needs for the products that the 

company is selling, 

- Build up the sales volume 

- Secure the product distributions 

- Provide product support services 

- Obtain product/market feedback 

Ensure the customers repeat their 

buying needs from the company. 

- Maintain sales volume 

- Differently approach customers based on 

segmentation 

- Ensure customer accessible to product 

acquisition when needed 

Ensure that their products compete 

with the competitors regarding 

pricing and quality 

- Ensure the product quality are compete-

able with those of competitors 

- Regularly check the market position and 

price competition 

- Ensure the cost is controlled within a 

comparable range 

Ensure that there is a minimum 

inventory that is enough to sell to 

the needing customers 

- Manage inventory 

- Ensure the liquidation of inventory with 

special offerings 

 

2.2 Sales Strategy According to Sales Life Cycle 

 The activities that support marketing strategies are tightly coupled with the 

sales strategy. This results in a competitive position within the marketplace. This will 

strongly impact the long-term relationship between the buyer and seller. Sales strategy 

is known to deliver sales performance. When a salesperson implements a sales 

strategy that aligns with the organization‘s goal for the sales process, the sales 

performance increases dramatically. However, in the outcome-controlled sales 

strategy, there is no impact on the sales performance at all. This means that to have 

the sales strategy implementation work, sales behavior, and market knowledge affect 
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the sales strategy implementation, while the control of the outcome may not be the 

best alternative to effectively manage the sales. 

 Strahle, Spiro and Acito (2016) indicated that the managing of products must 

follow the pattern of product life cycle. Different strategies in different phases of the 

product life cycle are applied. The phases of product life cycle are segregated into 

four phases of Build, Hold, Harvest, and Divest. Build is the phase where customers 

may have little or no knowledge about the product. In this phase, salesperson shall not 

emphasis much on the sales volume, but on educating the customers about the 

product. Salespersons also need to ensure the sales infrastructure is built for product 

acquisition and distribution. Hold is the phase where decision is under consideration. 

At this phase product sales volume must be built up and maintained. Harvest is the 

phase where a product is being productive. Salesperson must ensure the product 

delivers the expected quality and the proper way of employing product is being done. 

In this phase, salesperson must focus on the technical aspect and the after-sales 

technical support to maintain the sales volume. Divest is the final phase of the 

product. In this phase the product is being retired. This might be due to the lifetime of 

the product is at the terminal period or some maintenance activities is to be activated 

to prolong the product‘s lifetime. In this phase, salesperson must focus on the 

repetitive acquisition, or the technical maintenance service, as well as the product 

disposition and cost management. 

 Different researchers use different categorizations to formulate the sales 

strategy. Rink and Sawn (1979, p. 224-225) applied different sales strategy based on 

four different steps of sales engagement. The first step is the product concept 

investigation. In this step, the factors of product aggregation of class-form-brand, and 

the degree of newness or innovativeness are fundamentally important. In the second 

step of forecasting, the customer‘s firm characterization, and use of product in the 

business process are the essential factors. This step is to determine the economic 

climates if the climate is stable or growing. The last step is consideration of the firm‘s 

competitiveness. This determines the customer‘s firm‘s degree of competition if it is 

monopolizing the market, or the competition is freely and highly competitive. 
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 Mintzberg (1984) used the life cycle from the product life cycle theory that 

consists of Product introduction, product growth, product maturity, and product 

declining phases. Mitchell and Clark (2019) deployed a different scheme of product-

market orientation by segregating the life cycle into two phases of market orientation, 

and social exchange. Market orientation is where the product is introduced to the 

market. This phase, the salesperson must demonstrate the strategic ambition to the 

product penetration, define the competitive contents against competitors, and 

demonstrate the organizational capability in committing the product 

operationalizations. The second phase of social exchange involves reflexive results of 

the product operationalization. The salesperson must demonstrate knowledge of the 

product as well as the results of usage from other customers and the delivered values. 

 The segregation of product life cycle is deemed important for the underlying 

sales strategy. A well adopted life cycle must have a corresponding strategy to 

underlay. Activities of the sales must be planned. 

 

2.3 The Roles of the Sales Force Functions 

 Sales strategy is operationalized in multi-dimensional domains: customer 

segmentation, prioritization, relationship establishment, and using the proper sales 

channels. To support the marketing strategy, the following are the roles of the sales 

force to commit. 

 Customers‘ partner: It is necessary for the salesperson to maintain 

relationships with the customers. It is a fundamental requirement for a salesperson to 

have a deep knowledge of the customers‘ preferences, problems, and values that the 

customers need the product to do the work for them. 

 Buyer-seller coordination: The salesperson and the customers must act as a 

team in coordinating the buying functions. The salesperson will become a part of the 

customers‘ supply chain, which is critical to their success. The partner may not just 

ensure the availability of the product for the customer to expose when needed but also 

help them to manage the production at a controllable cost, with quality outcomes that 

is from the use of the quality product in their production process. The salesperson is 

now between the customer and the supply chain that matters with the raw material 
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resource allocation. The relationship between the salesperson and the customer is now 

becoming critical. 

 Customer service support: The salesperson must deeply understand how the 

customer makes the buying decision and the important consideration before the 

decision is made. The salesperson must understand the customer‘s organizational 

structure for the flow of decision-making, the authorization of customer 

representatives that the salesperson is dealing with, and the uniqueness of the 

customer‘s character in the industry. This is to ensure how the product is used. 

 Information provider: The salesperson must ensure that the information about 

the product is given, and that the customer has a clear knowledge of what the product 

can and cannot do. It must be ensured that the correct method is applied, and the 

product is used correctly. 

 First-tier market analyst: It‘s a fundamental function of the salesperson to 

conduct the market competitive playground, sales forecast, cost analyzer, and 

technological adaptor for the sales activities analysis. The salesperson will be the first 

to know about any movement, the requirements shift, and the regulations‘ 

infringement. The analysis information must be shared with the rest of the 

organization for the rest to be prepared. 

 Different types of sales force result in different strategies when imposing to 

different customer‘s firm characters, and the different roles and level of decision-

making authority of the engaging persons in the sales process. 

 

2.4 The Industrial Market Shifts from a Product-Led to a Service-Oriented 

Market 

 The modern industrial buying pattern is shifting from product fit to service 

integrated market. Single-product buying is not enough, but the services bundled with 

the product purchase are also an important consideration. The shift-change process 

requires the integral transformation of the organizational structure and the uplifting of 

capabilities for the entire spectrum of knowledge and skills. The salesperson will be 

the first to touch the customers with the new capabilities. The bundling of services 

results in sales performance through value-based creation and customer orientation. 
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 Service-oriented sales are tightly aligned with the product life cycle. 

Different skills are required during each phase of the life cycle. Creativity and 

informality are the keys to emphasize in the early product introduction phase. 

Operational planning, staging, training, optimism, problem-solving, and stamina are 

essential during the growth phase. During the mature stage, the efficiency of product 

and support performance, administration, judgment, and conservatism are the primary 

skills. During the declining phase, determination and courage are required. The driver 

of change may come from the change of market structure, the demand for specialist 

advice, the strategy requirement for bundle negotiation for the major contract, and the 

changing needs for services. 

 According to Paesbrugghe, Rangarajan, Sharma, Syam, and Jha (2017), the 

engaging with the purchasing function can be divided into four sub-categories:  

(1) priced-focus, where the price is the primary consideration for purchasing; (2) cost-

focus: where the total cost of acquisition is the primary determinant; (3) solution 

focus: where his functional requirements are met with the need; and (4) strategy 

focus: where the purchasing strategy considers the purchasing. Each stage of 

purchasing evolution requires distinct sales strategies by selling firms, and any 

mismatch of purchasing evolution and sales strategy may be detrimental to sales. 

 Michael, Rochford and Wotruba (2003) study reveals that the impact to the 

shift change comes when the newness of the product is introduced. It can be the new 

product to the industry, or the new product to the firm. The success of the 

transformation comes along with the technical training. Hence, technical training 

constitutes the success of service-oriented product purchase. 

 

2.5 Types of Sales Force 

 Moncrief (1988) defined five different types of sales force as follows:  

 2.5.1 First the Institutional Seller. This type of salesperson performs all the 

necessary sales activities from prospecting, preparing, presenting, handling 

objections, closing the sales, and following up. The entire sales process is 

implemented, enforced, and controlled; this type of salesperson is also involved in 

building customer relationships through entertainment activities. They are to ensure 
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the customer has the required knowledge about the product and services through 

training and business case development. 

 2.5.2 The second type is the Order Taker. This type of salesperson will obtain 

the new purchasing order. The primary activity is to maintain a good relationship with 

the customers. 

 2.5.3 The third type is the Missionary Seller. This type of salesperson‘s 

primary objective is to ensure that the knowledge about the product is transferred to 

the customers. They are not keen on the order.  

 2.5.4 The fourth type is the Trade Service. The salesperson of this type works 

with product resellers, such as wholesalers, retailers, and brokers. The last type is the 

Trade Seller. The trade seller deals with lump sum trading in the bidding activity. 

They prepare the bidding proposal, product technical specification, price, and 

sometimes the financial supporting option for the customer. 

 Among different types of salespersons, different types require different 

strategies. This means the exploration of the sales in different customer industries 

shall be explored. 

 

2.6 The Industrial Sales Strategic Landscape 

 According to Rink and Swan (1979), industrial sales consist of multiple 

dimensions of internal and external factors that impact sales including, type of 

customers, type of firms, function of the personnel dealing in product acquisition, the 

structure of the customer organizations, price-level, distribution infrastructure, the 

economic situation, the degree of competition, and variations of offerings. These 

factors vary according to the lifecycle of the product. 

 The first step is to segregate the sales life cycle into phases. For this study, 

the sales activities are split into three phases of pre-sales, in-between-sales, and post-

sales. The presales phase is the introduction of products to market. This phase 

happens before any sales are taking place. During the introduction, customers are 

seeking information regarding the product, the matching of functions, the reputation 

of the sellers, and the quality of the product, the distribution and other quality 

assurance. 
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 The second phase of the in-between sales is where the conclusion of selling is 

taking place. At this stage, the customer is concerning about the actual sales, 

including pricing and discounting term, the assurance of the class-form-brand 

properties of the product, and the technical information to ensure the correct matching 

confirmation of the products to the needs. 

 The third step happens after the decision has been made and the product is 

put into the operational phase. In the after-sales phase, the technical training on the 

product usage, the after-sales technical support, and the customer relationship 

enrichment are the keys for the product support and the future purchase repetition. 

 This study also determines the different types of customer‘s firm type, 

different roles of personnel involved in the sales process, and the customer‘s 

organizational structure that impact in the authority to commit in the decision-making.  

 

Figure 2.1: Theoretical Framework 

 

 

 

 



 This leads to the following research questions (RQ) 

  RQ1: What types of salesperson activities impact the decision to buy in 

the pre-sales phase? 

  In the pre-sales phase, three types of activities are aggregately 

conducted—the product quality assurance that match the needs for customers 

operations, the information the support the auditing process of the customer buying 

regulations, and the product warranty to cover during the life of product in operation. 

  RQ2: What types of salesperson activities impact the decision to buy in 

the in-between-sales phase? 

  In the in-between-sales (during-sales) phase, three types of sales activities 

are imposed—the assurance of the class-form-brand through the brand awareness 

activities, the required technical information feed for the correct product-needs 

matching, and the discount incentive of volume purchasing. 

  RQ3: What types of salesperson activities impact the decision to buy in 

the after-sales phase? 

  For the after-sales phase, the sale activities are continued for product 

performance and future repetition of purchasing—Technical training, after-sales on-

site technical support, and customer relationship enrichment. 

  RQ4: What kind of sales strategy to be employed when the condition of 

customers varies? 

  When engaging the customer with sales, different conditions of the 

customer do impact the decision-making. These different conditions are to be 

examined—Different type of the customer‘s firm (factory, dealer, or end-product 

reseller), different roles of engaging customers (the end-user, the budget holder, or the 

procurement personnel), and the procuring authorization capability of the engaging 

personnel (the executive, the user department, or the procurement) 

 

 



CHAPTER 3 

METHODOLOGY 

 

3.1 Research Design Methodology 

 The quantitative survey is a way to observe the target group's feedback on our 

service or sales structure. The design of the survey questionnaire is based on a 5-point 

Likert scale. 1 is not important to the decision-making process, 2 is ―somewhat 

important," 3 is the general impact of the decision, 4 is important for consideration, 

and 5 is necessary for the decision-making process. Figure 1 shows the selective 

choices for each question. 

 

Figure 3.1: Selective Score for the Questionnaire 

 

 

 

 The Design of Experiment (DoE) approach is selected as the basis of 

questionnaire design (Bower, n.d.). DoE is a quantitative approach that is suitable for 

controlled experimental research. It allows for multiple input factors to be 

manipulated, determining their effect on a desired output (response). By manipulating 

multiple inputs at the same time, DOE can identify important interactions that may be 

missed when experimenting with one factor at a time. All possible combinations can 

be investigated, or only a portion of the possible combinations. 

 The objective of the DoE is to determine whether a factor or any combination 

of factors has any impact on the response (JMP Statistical Discovery LLC, n.d.). It 

also shows the optimum level of effort to spend on the factors to optimize the 

response. DoE is suitable to determine multiple factors that may influence decision-

making. Determining one factor at a time may not reflect the combination of factors. 

The key idea of DoE is to offer a combining set of factors at the same time and ask 

the respondents what impact each different combination of factors has on their 

decision-making. 
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3.2 Design of Questionnaire 

 For this study, we split the sales activities into 3 phases: the pre-sales, the 

during-sales, and the post-sales phases. For the pre-sales phase, three types of 

activities and archetypes are involved: quality assurance, auditing requirements, and 

warranty certification. Under the during-sales phase, three activities are involved: 

brand awareness, technical information, the discount offering, and training. Under the 

after-sales activities that may impact the decision—the technical training, the onsite 

technical support, and the customer relationship program—we examine which factors 

of each phase are important during each phase of the customers‘ buying. 

 We asked the respondents to rate the factors based on the 5-level choices of 

importance in each phase based on the level of impact they have on decision-making. 

This way, we would recognize and emphasize the factors in which phase we should 

spend our effort. 

 

3.3 Data Collection 

 The target of our survey is all our customers who have recently bought our 

products to observe the real case of those who are currently using our products in 

order to know the real case of using our products and services. Then this group will 

reply to us in the way that they need us to improve our products or services. The 

survey will be divided into three parts to determine which factor in each section is 

most important to the customer, which are the pre-sales, during-sales, and after-sales 

sections. 

 We distributed the online questionnaire to 40 of our existing customers based 

on their roles in the procurement process, their level in the organization, and the type 

of market segment they are in. We asked all of them to respond. 

 The role in the procurement process is divided into 3 types: the line users, 

who are the actual users of the product; the budget holder, who is the person who 

authorizes the use of the budget; and the procurement officer, who governs the 

procurement process. 

 The level of buyers in their organization consists of the senior 

management/executives who have high authority to conquer the buying, the 
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manager/supervisor who can communicate about the needs to procure, and the line 

officer who is the real user of the product. 

 The type of industry of the customers can be divided into 3 types: the factory 

that buys the product for their manufacturing process, the dealer who distributes the 

product in the local market, or the store that retails the product to the end-customers. 

 After collecting all the surveys, we list them in the table below in order to 

look at each topic that has the highest score in each section to know what the focus of 

our customer is first. Table 3.1 shows the questionnaire with the sample collected 

data. 

 

 



 

 

1
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Table 3.1: The Survey Score After Collection the Data 

 

 

**Cronbach‘s alpha score is 0.65 while the standard score is 0.70. 
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3.4 Quantitative Methods 

 Since the outcome of our correspondent is either "buy" or ―not buy," The 

binary value of the outcome makes logistic regression a suitable method for our 

analysis. Logistic regression is the process of modeling the probability of a discrete 

outcome given an input variable. The most common logistic regression model is a 

binary outcome, such as true/false, yes/no, etc. (Edgar & Manz, 2017). Logistic 

regression is a useful analysis method for classification problems where you are trying 

to determine if a new sample fits best into a category. The output of logistic 

regression is the probability that the factors or the combination of factors that appear 

together will have an impact on the result (Bartosik, 2021). The following steps are 

performed for the analysis with logistic regression:  

  Step 1: Assign nominal value to the column (e.g. procurement =1; budget 

holder =0.5; user =0) 

  Step 2: Evaluate Logit Value 

   Logit_Score = Intercept + (b1 x Assurance) + (b2 x Audit) +  

(b3 x Warranty) + … + (b9 x CRM) 

   = Intercept + SUMPRODUCT (range of co-eff. b1-b9, range of value 

of variables) 

  Step 3: Determine exponential of Logit _Score 

   = EXP (Logit_Score) 

  Step 4: Calculate probability. 

    ( )  
  

    
 

   = EXP_Value/(1+EXP_Value) 

  Step 5: Evaluate Likelihood Value 

   = If (Nominal_Variable,EXP_Value, (1 – EXP_Value)) 

  Step 6: Evaluate LigLikelihood Value 

   = LN (Likelihood_Value) 

  Step 7: Evaluate sum of loglikehood value 

   = SUM (All Loglikelihood_Value) 

  Step 8: Use Solver Analysis Tool to do the final analysis 

   Run the Solver tool from Data 
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   Set Objective at the cell of Sum (Loglikelihoos_Value) 

   Set Changing Variable Cell to the range of all Coefficients (b0-b9) 

then click OK 

   Keep Solver Solution then click OK 

 After the completion of the binary logistic regression analysis in excel, you 

will see that our assumed variable value is substituted with the new analysis value and 

these values are the correct regression variables value of our dataset. 

 We can consider the result of any specific data, if we are meeting and selling 

our product to the person form ―Procurement‖, if we put effort on assurance = 5, audit 

= 5, warranty = 5, awareness = 3, technology information = 3, discount = 2, training = 

1, outside support = 1, and CRM = 4, it most likely that we can sell the product with 

probability of 73.60% 

 

 



CHAPTER 4 

FINDINGS 

 

 The results after using logistic regression in Excel show the possibility of 

selling opportunities to the positions in the organization and the percentage of success 

when approaching those specific positions and organizations. The result of three 

positions that have the power to make a buying decision shows the importance of each 

position approaching the decision-maker directly to increase the opportunity of selling 

our products. 

 

4.1 The Logistic Regression of Each Role 

 When you approach the customer company, you should find the right person 

who has a chance to make a buying decision to present your product because it will 

waste your time if you present to the position that can listen to you and report to the 

decision-maker again. It also takes a lot of time and process before they will decide to 

buy your product as well. The message that you present may not be the same as it was 

written in the report, which means the staff may not present your strength in the 

report. The result of this regression will help you to focus on the right position before 

you make an appointment with your customer to present your products. 

 

Table 4.1: Procurement 

 

 

            (Continued) 
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Table 4.1 (Continued): Procurement 

 

 

 

 Procurement has the lowest influence when making purchasing decisions. 

Audit is the most important factor that procurement sees as important, with a 

significant level of 1%. 

 The most interesting procurement position is the auditing process, which is 

important information. We should prepare the presentation by using more data in the 

auditing certificate than in the past because it will attract the audience better with their 

interest in the topic. The result guides us to prepare the right information before 

making an appointment with procurement if we need to present the product that has 

this position in the meeting. 

 

Table 4.2: Budget Holder 
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 Budget holders have the lowest influence when making purchasing decisions. 

Audit training is the most important factor that budget holders see as important, with a 

significant level of 1%. 

 The budget holder is one of the most important positions in every company. 

They will calculate every digit of their budget before spending it on the product. The 

results show that they are interested in the auditing process and training, so we need to 

place those topics in our presentation as well to attract their attention. 

 

Table 4.3: Users 

 

 

 

 Users have the lowest influence when making purchasing decisions. Training 

is the most important factor that users see as important, with a significant level of 5%. 

 This position is normally held by the worker in the factory who uses our 

product every working day. Although they do not have the power to decide in buying 

compared to procurement and budget holders, they are an important factor in terms of 

the actual performance of the product that they need in their field of work. This 

position can persuade the other position to buy our product as well if we can get their 

attention to what they focus on when they use the product in the working field. The 

results show that this position is looking for training sessions before selling the 

product. Then, we need to prepare the technical staff to explain to them the safety of 
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using our product manual to provide them with an understanding of our product. If it 

is good and improves their performance in the manufacture, this point will help us to 

lead this position to feedback on the decision that this brand has better quality than the 

other brand. 

 The results show that each position will have its own focus on buying the 

products, which is a clue for us when we approach each position with the target 

company. As shown in Table 1, we need to focus mainly on the audit process to 

increase the opportunity to sell products to procurement departments due to the result 

showing that procurement will mainly focus on the auditing process. Next in table 2, 

we need to approach the auditing and training process with the budget holder because 

this position is aware of those two topics in their procurement process. Finally, in 

Table 3, we need to focus on the training process when approaching users, as their 

main focus is. 

 4.1.1 After completion of the logistic regression, the result will show the 

possibility of approaching each position in the specific topic as in 4.1.  
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Table 4.4: Probability in Approaching Each Role 
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 The probability of each role is an important clue for approaching the 

customer by selecting from the highest percentage first. 

 The table shows the probability of selling products to each position when we 

approach them with the topic that they focus on, the procurement process. The table 

shows that procurement has the highest percentage of success when approached with 

the auditing process. This information suggests that we should approach the 

procurement department to see if we can find in each company an easier way to sell 

our products. 

 

4.2 The Logistic Regression of Each Organization 

 The organizational level is important when selling the products. You may 

waste your time if you approach someone who does not have a buying decision 

because your presentation will not be directed at the decision-maker of that company. 

You should know before making an appointment with your customer to include the 

decision-maker in your meeting. The result of this regression will help you determine 

the right organizational level in each company and who will be a decision-maker for 

you. It also guides the focus of each level in the organization. 

 

Table 4.5: Senior 
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 Senior has the lowest influence when making purchasing decisions. Audit is 

the most important factor that seniors see as important with a significant level of 1%. 

 

Table 4.6: Supervisor 

 

 

 

 Supervisors have the lowest influence when making purchasing decisions. 

Audit is the most important factor that supervisors see as important, with a significant 

level of 1%. 

 

Table 4.7: Officer 

 

 

                              (Continued) 
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Table 4.7 (Continued): Officer 

 

 

Officer has no significant factor in the decision-making process. 

 

 The result shows no significant factor when the person who is involved in the 

procurement process is at the user level. This indicates that in the sale of this product, 

there are no outstanding relevant factors for the sales rep. to be aware of. 

 4.2.1 After completion of the logistic regression, the result will show the 

possibility of approaching each organization level in the specific topic, as in 4.2. 
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Table 4.8: Probability in Approaching Each Level in Organization 

 

.
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 The probability of each level is an important clue for approaching the 

customer by selecting the highest percentage first. 

The results show that the probability of approaching a higher level in an organization 

has a higher percentage in selling products because those people can decide 

immediately if they think it is a valuable and reasonable deal for them. Our work will 

be much easier when we know who we should contact in each company, and it will 

help us save time because each company will have many buying processes. 

 

4.3 The Logistic Regression of Each Industry 

 According to our distribution channel, we have three main channels to 

explore our products are dealer, factory, and store. The results show which topic we 

should focus on when we have a business meeting with each of those channels to 

understand what they really need from our service or product. 

 

Table 4.9: Dealer 

 

 

 

 Dealers have the lowest influence when making purchasing decisions. Audit 

certificate and discount are the most important factors when approaching a dealer 

under a significant level of 10%. 
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There are only 2 factors that appear to be significant to the activities when dealing 

with the dealer. Both the audit certificate and the discount are significant under the 0.1 

value. That means both factors are important to help the sales, but there may be other 

factors that are deemed important when dealing with this type of buyer. There is no 

outstanding factor in this buyer category. This suggests a follow-up interview should 

be conducted to confirm the factors that have impacted the buying decision for the 

dealers. The dealer is our partner and will help us explore our product in their area of 

service. They are important to us because they are the key to the success of our 

company in launching our product in all markets at the same time. Then, we need to 

focus their attention on our product, and their feedback is a good way for us to 

improve our service or product. The result shows that dealers focus on audit 

certificates more than others. We should prepare as much as we can for the audit 

certificate of our product to support their sales because if they can sell us more easily, 

they will focus more on our product to make a profit. 

 

Table 4.10: Factory 

 

 

 

 Factories have the lowest influence when making purchasing decisions. Audit 

certificates, discounts, and training are the most important factors that the factory sees 

as important, with a significant level of 5%.
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 From the perspective of factories that use the product in their production 

process and directly buy from us, the significant factors are the audit, discount, and 

training. They need an auditing certificate for the factory editing process. They also 

consider the terms of the discount and the technical training important to their buying 

decision. 

 When the sales representative is dealing directly with factory customers, all 

three phases are important. In pre-sales, the factory buyers will ask for a certificate for 

auditing purposes. During the sale, the discount plays an important role in their 

decisions. After the sale, the factory regards technical on-site after-sales support as 

important to their decision. 

 

Table 4.11: Store 

 

 

 

 The table has shown that stores have the lowest influence when making 

purchasing decisions. Audit certificates, onsite support, and CRM are the most 

important factors that the store sees as important, with a significant level of 7%. 

 For the store, a small store in the industry estate that sells the equipment to 

the factory in their area may need support from the company when it comes to the 

technical parts. Both the technical training and the after-sales on-site technical support 

are deemed important. The sales nature of the store to end users may not need 
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attention so much in the pre-sales and during-the-sales phases. They need technical 

knowledge after the sales. This is the point where the selling to the store the company 

could focus. 

 Another factor that is significant for the store buyer is the after-sales CRM. 

The CRM is where the relationships between the company and the retail store are 

enhanced. The significance of CRM is under 0.1, which indicates a lower priority. 

However, this activity is also to be considered for building the sales distribution 

network and is not to be ignored. 
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Table 4.12: Probability in Approaching Each Channel of Us. 
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 There are many channels for selling the product. The probability shows who 

is the priority to approach first. 

 The results show who is the most important partner whom we should 

approach first for the business meeting to increase our sales. All channels have 

importance to our sales, but we need to focus on the most important first to boost 

sales as much as we can. Next, we will focus on the second priority onward until the 

last company on the list. We can combine all the results together, and we find out 

what channel we need to focus on first. Then, it tells us the main character of each 

channel so we can make an appointment for a business deal. Moreover, it also shows 

us the topic that we should prepare for the meeting with them to attract their attention. 

That information will lead us to success in our goal. 

 

 



CHAPTER 5 

CONCLUSION 

 

5.1 Discussion 

 The result of the survey, after using regression analysis, shows the 

opportunity for selling the product and sales expansion through the right channel and 

factor when approaching the customer. The result guides the way for sales 

representatives to focus on the right thing when selling the product to a specific 

channel of ours. The activities that they can join to grow together with us. It can 

answer the research question below as well. 

 5.1.1 What factors have impacted the role in the procuring process? 

   5.1.1.1 What factors impact the Procurement Role in making buying 

decision? 

   Answer: According to the study, when the sales representative is 

dealing with personnel from the procurement department, the area to focus on is the 

auditing process. Sales representatives need to prepare certification documents as 

product references for procurement. 

   5.1.1.2 What factors impact the Budget Holer Role in making buying 

decision? 

   Answer: According to the study, when the sales representative is 

dealing with the budget holder, the area of focus is the auditing process and training. 

Sales representatives need to prepare certification documents such as product 

references and a training schedule plan for budget holders. 

   5.1.1.3 What factors impact the User Role in making buying decision? 

   Answer: According to the study, when the sales representative is 

dealing with the users, the area of focus is training. Sales representatives need to 

prepare a training schedule for users. 

 5.1.2 What factors have impact to the Position Level in the organization 

when procuring? 

   5.1.2.1 What factors impact the senior level in making buying 

decision? 
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   Answer: According to the study, when the sales representative is 

dealing with personnel at the senior level, the area to focus on is the auditing process. 

Sales representatives need to prepare certification documents as product references for 

meetings with senior level. 

   5.1.2.2 What factors impact the supervisor level in making buying 

decision? 

   Answer: According to the study, when the sales representative is 

dealing with personnel at the supervisory level, the area to focus on is the auditing 

process. Sales representatives need to prepare certification documents as product 

references for meetings with supervisors. 

   5.1.2.3 What factors impact the officer level in making buying 

decision? 

   Answer: Officer has no significant factor in the decision-making 

process. 

 5.1.3 What factors have impact on the industry in the procuring process? 

   5.1.3.1 What factors impact the dealer in making the buying decision? 

   Answer: According to the study, when the sales representative is 

dealing with dealers, the area to focus on is the auditing process and discount. Sales 

representatives need to prepare certification documents such as product references and 

discount rates for dealers. 

   5.1.3.2 What factors impact the factory in making the buying 

decision? 

   Answer: According to the study, when the sales representative is 

dealing with factories, the areas to focus on are the auditing process, discounts, and 

training. Sales representatives need to prepare certification documents such as product 

references, discount rates, training schedule plans for factories, and a CRM database 

to support them in store. 

   5.1.3.3 What factors impact the store's buying decision? 

   Answer: Training, outside support, and CRM According to the study, 

when the sales representative is dealing with the store, the areas of focus are training, 

out-of-service support, and CRM. Sales representatives need to prepare a training 
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schedule plan, an outside support plan and evaluation, and a CRM database to support 

them in store. 

 

5.2 Business Implication 

 This result can guide the upcoming year‘s sales and supporting activities plan 

for sales representatives to achieve the company's goals. The sample for this research 

came from the customers, who were divided into three groups: dealer, store, and 

factory. Their feedback is important for us to develop our service to support them in 

the upcoming year. We also understand better how to train our representatives to 

support their interests when making a buying decision. The design of the activities 

should also match the focus of each group. 

 In terms of dealers, the current process is slow in issuing audit certificates for 

each buying bill. Then we have their feedback to be a reference that we should 

prepare the certificate immediately when the order has been confirmed by the 

customer to deliver together with the product. It helps our dealer sell our product 

more easily and faster when they have this certificate. Next, we need to improve our 

training course for their own sales representative to sell our product like our 

representative. Stores also have their sales, but they will focus on only the industrial 

estate. We know from the result that they would like to be trained more in selling our 

product, have outside support with their representative, and have a customer database 

for approaching each customer directly. We will provide our sales to help them more 

with those problems, to boost their sales and ours as well. 

 Factories are also an important part of us because they are the people who use 

our product on their production line. Their feedback is important to improve to keep 

them with us for the long term and maintain our sales too. We help them pass factory 

audits easier with our certificate and auditor seminar that we have twice a year for 

them to understand the criteria of the audit for free. 
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5.3 Research Limitation 

 The limitation of this research is that some confidential information about the 

company cannot be shared with us, such as profit, budget, and margins. We can 

access most information in the company as the management team provides it. Then, 

we do research mainly into the sales activities and focus on customer satisfaction to 

improve the service through the action plan. This limitation may affect the sales 

forecast for the next project, but we are also confident that our action plan can lead us 

to reach our goals. Another limitation is the number of survey participants. With 

logistic regression analysis, the proper number of participants in exploring the three 

main factors and nine sub-factors should be greater than 300. With limited access to 

the list of purchased customers, only 40 with direct connections can be reached. 

 

5.4 Conclusion 

 This study explores the customer buying decisions of different types of 

customers. We can understand their buying behavior by the topic that they mention 

when they make a buying decision. We have separated the topic into three main 

topics, which are pre-sales, during sales, and after sales. In addition, we have three 

subtopics under each main topic to identify the direction of buyer‘s decisions. We 

collect data by using a questionnaire. Then, we use the reliability tool to measure the 

trustworthiness of the questionnaire. Next, we use linear regression to observe which 

topics buyers are interested in when they make a buying decision. After we get the 

result, we use probability to analyze which customer type and position have the 

highest percentage in selling the products when sales approach to present the 

products. Finally, we will get to the topic of why buyers are interested when making a 

buying decision. Sales will acknowledge what they need to prepare to approach each 

type of customer with whom they are making an appointment. 
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Questionnaire 

 

 The questionnaire of the research is separated into 4 parts 

 

Part 1: Industrial Hose Buying Decision Elements 

Q: What is your company business? 

A: A. Factory/User 

     B. Store 

     C. Dealer 

Q: What is your level in the organization? 

A: A. Line Officer 

     B. Management/Supervisor 

     C. Senior Management/Executive 

Q: What is your role in acquisition? 

A: A. User 

     B. Procurement 

     C. Budget Holder/Controller 

Part 2: Decision-making element combination section (Pre-sales factors) 

 This part scores from 1 to 5 scales from ―not important at all‖ to ―extremely 

important‖ 

Q: How much is assurance certificate important to your buying decision? 

A: 1 Not important at all 

     5 Extremely important 

Q: How much is audit verification important to your buying decision? 

A: 1 Not important at all 

     5 Extremely important 

Q: How much is warranty claim important to your buying decision? 

A: 1 Not important at all 

     5 Extremely important 
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Part 3: Decision-making element combination section (repeat order factors) 

 This part scores from 1 to 5 scale from ―not important at all‖ to ―extremely 

important‖ 

Q: How much is brand awareness important to your repeat buying decision? 

A: 1 Not important at all 

     5 Extremely important 

Q: How much is pre-sales technical support information important to your repeat 

buying decision? 

A: 1 Not important at all 

     5 Extremely important 

Q: How much do you satisfy with our discount incentive? 

A: 1 Not important at all 

     5 Extremely important 

 

Part 4: Decision-making element combination section (after-sales factors) 

This part scores from 1 to 5 scale from ―not important at all‖ to ―extremely important‖ 

Q: How much is technical training important to your buying decision? 

A: 1 Not important at all 

     5 Extremely important 

Q: How much is outside technical support important to your buying decision? 

A: 1 Not important at all 

     5 Extremely important 

Q: How much do you satisfy with our customer relationship enhancement? 

A: 1 Not important at all 

     5 Extremely important 
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