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This quantitative study aims to investigate university students’ attitudes towards 

professional selling and applying to B2B-sales jobs. Professional and educated 

salespeople are sought after by the companies to work in a complex and evolving 

B2B-selling to enable companies to succeed better in a global and competitive 

business environment. The companies expect the universities’ business schools to 

educate students in modern selling. Increased sales competence can motivate the 

students to apply to B2B-sales jobs after graduation. In a Finnish university, 129 

bachelor’s and master’s level business students participated in the study, by 

responding to an online survey in the fall of 2020. 

 

The findings indicate that the attitude measure alone is not enough to predict 

students’ intention to work in B2B-sales after graduation. Even if the attitude towards 

professional sales jobs an average is positive, students estimated that they are not 

very likely to work in B2B-sales or apply to B2B-sales jobs. There is a slightly 

positive relationship between the positive attitude towards professional sales jobs 

and positive attitude towards applying to B2B-sales job. In this study, the motivation 

measure seems to be a better indicator of the students’ intended behaviour of 

applying to B2B-sales positions and working in B2B-sales after graduation, than the 

attitude measure.
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Tiedekunta  Kauppatieteellinen tiedekunta 
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Tämän pro gradu -tutkielman tavoitteena oli mitata suomalaisten yliopisto-

opiskelijoiden asennetta ammattimaista myyntiä ja B2B-myyntityön hakemista 

kohtaan. Yritykset tarvitsevat ja haluavat ammattitaitoisia ja koulutettuja myyjiä 

työskentelemään monitahoisessa ja jatkuvasti kehittyvässä yritysmyynnissä, 

menestyäkseen paremmin globaalissa ja kilpaillussa maailmassa. Yritykset 

odottavat, että yliopistojen kauppatieteet kouluttavat opiskelijoita modernissa 

myyntityössä. Kasvava myyntiosaaminen voi motivoida opiskelijoita hakeutumaan 

yritysmyynnin pariin yliopistosta valmistumisen jälkeen. Suomalaisen yliopiston 129 

kauppatieteiden opiskelijaa kandi- ja maisteritasolta, ottivat osaa syksyllä 2020 

tähän tutkimukseen vastaamalla heille lähetettyyn verkkokyselyyn. 

 

Tutkielman löydökset viittaavat siihen, että asenne yksinään ei ole riittävä mittari 

ennustamaan opiskelijoiden hakeutumista yritysmyyntityöhön valmistumisen 

jälkeen. Vaikka asenne ammattimaisia myyntityöpaikkoja kohtaan keskimäärin on 

positiivinen, opiskelijat arvioivat, etteivät he kovin suurella todennäköisyydellä tule 

työskentelemään yritysmyynnissä tai hakemaan yritysmyynnin työpaikkoja. 

Tutkimuksessa löytyi heikko positiivinen yhteys, positiivisessa asenteessa 

ammattimaista myyntityötä kohtaan, ja positiivisessa suhtautumisessa 

yritysmyynnin työpaikkaa hakemisen välillä. Tämän tutkimuksen mukaan 

motivaatiomittari on asennemittaria parempi indikaattori, arvioitaessa yliopisto-

opiskelijoiden yritysmyynnin työpaikkojen hakemista ja työskentelyä 

yritysmyynnissä, yliopistosta valmistumisen jälkeen. 
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1 INTRODUCTION 

 

1.1 Background of the study 

 

Demand for the highly skilled and motivated salesforce is high and companies are 

having difficulties in finding and employing them. Professional selling is getting more 

complex and requires many kinds of talent. Companies are trying to solve the 

problem by focusing on universities to find the talent they need from the graduates. 

The university wants to step up to the challenge and make professional sales more 

attractive to the students by offering interesting and contemporary sales courses to 

educate and teach about the different aspects of professional sales. By doing this, 

the university’s goal is to improve the students’ attitudes and appreciation towards 

professional sales and make working in B2B-sales more attractive.  

 

The purpose of this study is to measure the Finnish university’s business school 

students’ attitudes towards professional selling and how it translates to applying to 

B2B-sales jobs. Another aim is to develop a measuring instrument to track the 

development of the students’ attitudes and the willingness to work in B2B-sales. 

University wants to find out also if the students understand the importance of sales 

to company success. For this study, the selected group of students take the 

developed survey once. In the future, the survey will be repeated, to see, how the 

attitudes develop and if the university succeeds in improving the appreciation of 

sales and manages to make applying to B2B-sales jobs more attractive to the 

graduates. Right now, the university doesn’t offer many sales courses but plans to 

increase offering in near future. The results of the future study will be compared to 

the results of this study to see, if the students’ attitudes change and how, when they 

study professional selling.  

 

The academic contribution of this study is to expand the current attitude theories by 

discussing how the attitudes towards professional selling correlate with an intended 

action to apply to a B2B-sales job. This is done by first measuring the general 

attitudes towards professional selling and comparing them to the willingness to 

apply to work in professional sales. From a managerial perspective, the results of 
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this study will show what kind of attitudes the students have towards professional 

selling and how willing they are to apply to B2B-sales jobs. The university will benefit 

from this study by getting a measuring instrument and an ability to track the 

effectiveness of their sales courses in improving the students’ attitudes towards 

professional selling and increased willingness to apply to B2B-sales jobs.  

 

1.2 Preliminary literature review  

 

The preliminary literature review discusses previous findings of university students’ 

attitudes towards sales and professional selling. The review is done by reading 

academic articles that have approached the subject from different perspectives. The 

first articles are from the 60’s but the greater focus has been given to more recent 

articles from the ‘80s, ‘90s, and this millennium. I also reviewed academic articles 

about attitudes towards professional sales in general and what type of attributes are 

required from the salespeople to succeed. For a current managerial perspective 

about successful salespeople’s attributes, I read five Harvard Business Review 

articles about professional selling. By doing this I wanted to see if I need to broaden 

my review of academic articles. 

 

This is a current topic, since talented and professional salespeople are well sought 

after by many companies, and students’ interest and intention to have a career in 

sales is well behind the companies’ needs (Peltier, Cummins, Pomirleanu, Cross & 

Simon, 2014). The recruiting companies are looking at universities and other 

educational facilities to provide sales education and skilled sales staff to fulfil their 

needs (Pettijohn & Pettijohn 2009). The importance of the salespeople to the 

companies is evident besides the revenue they bring in (Spillan, Totten & Chaubey 

(2011), as they are “primary boundary spanners” in B2B relations and form an 

important link between the company and the customer (Homburg & Stock 2004). 

 

Most of the early studies I reviewed are about students’ attitudes towards 

salespeople and personal selling. They focus on the positive and negative attributes 

associated with salespeople. Researches have compared how the attitude towards 

those attributes might affect the willingness to choose a career in sales. Some 
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studies compare personality traits that would be suitable in a career in sales. Some 

research has looked at how gender or nationality affects the perceptions about sales 

and career in sales. The researchers have also measured how taking a sales course 

might affect the students’ attitudes. There is also a study to develop a scale to 

predict if a student is going to pursue a career in sales. As professional sales and 

working in sales have developed, researchers have turned to look at new attributes 

that might be associated with successful salespeople. Globalization and 

digitalization have brought new opportunities and challenges to companies and 

sales departments. New attributes, skills, and talents are needed to succeed in 

today’s sales profession. Researchers are trying to keep up and offer ideas and 

solutions to universities and companies to respond to the growing need for modern 

sales professionals. 

 

1.2.1 Early studies of sales and career in sales 

 

Early studies conclude that college students generally have negative attitudes 

towards sales careers (Ditz, 1967; Mason, 1965). One reason that sales were seen 

in such a bad light, was that students thought that sales as a job has a low prestige 

(Mason, 1965; Hayes 1969, 1973). In prior years, an idea of the travelling door-to-

door salesmen or an idea of greedy and deceitful salespeople (Dubinsky, 1981a; 

Staunton, 1958) have formed negative perceptions of the sales profession. Jolson 

(1972) studied consumers' attitudes toward salespeople who thought salespeople 

were uneducated, not well paid, and fake individuals. No wonder the sales job was 

not perceived as very attractive! The problem with the negative perception of sales 

is not only that the students are refusing to work in sales, but they are also refusing 

to interview for the sales positions (Dubinsky, 1981a). Even if students saw 

salespeople in a somewhat positive light, only a small percentage would consider 

some of the attributes of a sales career in a positive light such as providing job 

security or status or prestige (Dubinsky, 1981a).   

 

However, in the early 1980s, Dubinsky (1980) concluded that most of the students 

in his study had a positive image of a sales job. In a study done by Dubinsky and 

O’Connor (1983), the results indicated that most students prefer a sales job that is 
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highly challenging and rewarding and “soft sell”. They also concluded that students 

don’t see all sales positions as negative. Students especially liked sales engineer 

and service sales jobs. In this same study, students didn’t like retail, trade, or route 

sales jobs.  Dubinsky (1981b) also studied the perception of sales jobs from 

students’ and Industrial salespeople's perspective and found that there was a 

statistically significant difference between students’ and salespeople’s perceptions 

on 17 of the 24 job attributes. This could be interpreted that students’ perception of 

the sales profession at least in industrial sales is not very accurate.  

 

The travelling door-to-door salesman is a dated look at the sales these days. Even 

if the direct sales and door-to-door salespeople still exist, there is a new dimension 

to all that. Globalization and the development of digitalization have led the world to 

be open from your living room and laptop. This means, that in many ways the nature 

of selling has changed and is constantly changing. You don’t necessarily have to 

travel to the other side of the world to meet a prospect or a client, but you can do it 

remotely. This spring COVID-19 has shown the whole world that surprisingly many 

businesses can be run from a remote location when there is no other choice. The 

present situation has forced face-to-face meetings to go online. It is not only the way 

that selling is done that is changing but also major changes in sales and marketing 

strategies and organizational structures are happening (Ostro-Landau, 1995). 

Importantly, these findings highlight the significant role of the sales manager in 

salesforce performance and unit effectiveness (Babakus, Cravens, Grant, Ingram & 

LaForge, 1996). The findings also have major manager selection and training 

implications as managers are involved in monitoring, directing, evaluating, and 

rewarding control system activities. 

 

1.2.2 Students’ attitudes towards salespeople and career in sales today 

 

Sales is an integral part of any business’ operations. To successfully compete in 

today’s fast-paced global economy, companies need motivated and skilled sales 

professionals.  Personal selling is one of the most researched areas of the sales 

profession and it is seen as a “critical marketing activity” for any company (Barat & 

Spillan 2009). Still today, studies provide evidence that students have negative 
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attitudes towards sales or the sales profession (Barat & Spillan, 2009; Karakaya, 

Quigley & Bingham, 2011). Spillan et al. (2011) found in their study of African 

American college students that family background in sales affects the career choice 

in sales positively. They also concluded that business students had more interest in 

sales careers than non-business students. They found no support that gender would 

be a deciding factor in choosing a sales career. Most of the studies about students’ 

attitudes towards sales or sales jobs and careers have been conducted with 

bachelor or college level students. Pettijohn and Pettijohn (2009) concluded in their 

study of exploratory analysis of sales career desirability, that sales jobs today is 

getting so complicated and challenging, that companies are increasingly looking for 

employees with master’s degree in business administration (MBAs) (Pullins & 

Buehrer 2008). 

 

1.2.3 Cross-national studies  

 

Most of the studies about students’ attitudes towards sales or sales careers have 

been conducted in universities and colleges around the U.S. Karakaya, Quigley, 

Bingham, Hari and Nasir (2014) compared university students’ attitudes in the U.S., 

Turkey and Switzerland. They found out that all three nations had a positive 

perception of salespeople, the most positive towards selling were the students in 

the U.S. Even if the students perceived salespeople positively, it did not translate 

into positive intentions to choose a sales career. A curious finding was that taking a 

sales course had a negative impact on Swiss female students. Male students in all 

nations were barely affected by the sales courses. Barat and Spillan (2009) did a 

comparative analysis of university students in the U.S., Peru and Guatemala. Their 

findings show that different nations have different attitudes towards sales or sales 

as a profession, the U.S. has the least negative perception about selling, but all 

three countries students had somewhat negative perceptions about salespeople. 

Joonas and Caballero (2009) found in their study that Mexican students’ attitude 

towards personal selling was negative. Especially female students and non-

business majors felt negative towards sales. Honeycutt, Ford, Swenson and 

Swinyard (1999) conducted a study about students’ preferences for sales careers 

in the U.S., New Zealand and the Philippines. They wanted to see if higher GPAs 
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would result in lower preferences in sales careers and if industrial sales would be a 

preferred career path. Their results indicated that there was hardly any interest in 

industrial sales and students with higher GPAs were not attracted to a career in 

sales. These cross-national studies indicate that the countries culture and value 

system can affect students’ choices when considering a career in sales (Karakaya 

et al., 2014; Barat & Spillan, 2009). There are indications that students’ family 

backgrounds and discussions can also impact students’ attitudes (Barat & Spillan, 

2009; Spillan, Totten & Ziemnowicz, 2007).  

 

1.2.4 The future of sales and sales profession 

 

The Sales environment is becoming increasingly complex (Ingram 2004). Social 

media is altering the methods of how buyers and sellers interact. The information 

age and new media forms have a big effect on buyer/seller relationship, salesperson 

role, and sales organization strategy. (Marshall, Moncrief, Rudd & Lee, 2012) 

Companies do not need just salespeople but they need professionals who perform 

well. Some factors seem to influence how well the salesperson is performing. These 

include selling related knowledge, degree of adaptiveness, role ambiguity, cognitive 

aptitude and work engagement (Verbeke, Dietz & Verwaal, 2010). Great 

communication skills are very important (Verbeke et al., 2010; Martin, 2015) to be 

able to communicate all the product knowledge and information that can be turned 

into a competitive advantage (Mariadoss, Milewicz, Lee & Sahaym, 2014; Martin, 

2011). There is also proof that the professional use of sales force automation is an 

important tool to help salespeople perform well (Mariadoss et al., 2014; 

Baumgartner, Hatami, & Valdiviesco, 2016). The use of modern systems, deep 

knowledge of the products, and salesperson intelligence behaviour can help 

respond to competitive situations faster and win business for the company (Agnihotri 

& Rapp, 2011).  

  

Even if personal selling still prevails, other forms of selling are becoming more 

popular such as relationship, team, value-based and solution selling.  The 

salespeople have an important role in relationship marketing and how suppliers treat 

the company. Salespeople are the frontline and their performance can affect the 
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loyalty between two businesses. Relationships with the salespeople can influence 

the pricing; a trusting and committed relationship can influence that partners pay a 

premium price on the firm’s products. (Foster & Cadogan 2000) Team selling is 

becoming more popular, as firms are realizing the potential to use technology and 

using virtual teams to manage global customers (Jones, Dixon, Chonko & Cannon, 

2005). Bundling of the products and services means that instead of selling products 

to the customers, they sell solutions and value. This means that it is not enough to 

know what products customers need but deeper knowledge and understanding of 

their business is needed. “Consultative selling emphasizes the co-creation of 

superior customer value (i.e. achieving sales effectiveness) with strategic 

customers.”  (Marcos Cuevas, 2018) 

 

1.2.5 Effects of sales courses on students’ attitudes towards sales as a 

profession 

 

Students have said that they are not taught sales or are not exposed to sales in their 

courses and that is why they may have misperceptions of sales jobs (Honeycutt et 

al., 1999). Sojka, Gupta, and Hartman (2000), found in their study, that students’ 

who had taken two or more sales courses, had a positive attitude towards a career 

in sales, no matter what their major was. And when comparing marketing majors to 

other business students, marketing majors had a more positive perception of 

salespeople and career in sales. Previous experience in sales through family or own 

experience did not cause different results from those who had no previous 

experience. Comparing genders there were some differences in perception, but 

overall neither gender had a more favourable perception towards sales from 

another. Bobot (2010) tested a computer sales simulation as a part of a sales 

management seminar which students thought of very highly and recommended the 

use of it in future courses. The changes in the sales environment and the role of the 

salesperson should be taken into consideration in future sales training. For example, 

the increasing role of data management and integration of service activities into 

sales roles need addressing. (Lassk, Ingram, Kraus & Di Mascio, 2012) 
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1.2.6 A preliminary review of attitude theories 

 

In this section, I do a review of attitude theories. Attitude research as we know it 

today, saw its daylight in 1928 when Thurstone declared that attitudes can be 

measured. He introduced a method to measure attitude in a group by a frequency 

distribution method. Opinions were either accepted or rejected and a person’s 

position was allocated on an attitude scale. In 1935 Allport wrote that the social 

psychological study of attitudes was maybe the most “distinctive and indispensable 

concept in contemporary American social psychology” (p.798). The idea of studying 

attitudes was primarily to map out public opinion and predict people’s behavior. 

Since then, the attitude has been studied from many different angles.  

 

The Congruity and Balance Theory. Osgood and Tannebaum (1955) and Heider 

(1958) compared the attitude balance by evaluating the relationship between the 

source and the concept. Osgood and Tannebaum (1955) called it the congruity 

theory. In their opinion, the attitude is either congruent (stable) or incongruent 

(unstable). If there’s incongruity, attitude can change. In the Balance Theory, Fritz 

Heider (1958) claims that people are driven by the idea of maintaining psychological 

balance which is called a consistency motive.  The relations in a triangle are 

measured for example between two people and an object. The balance is achieved 

when the relation is positive. In 2003 Hummon and Doreian wanted to revive the 

Balance Theory and proposed “a new theoretical model for social balance in the 

form of an agent-based simulation model”. They introduced a macro group-level -

dynamics on top of the person to person micro-level dynamics. Their simulation 

results suggested that results can be different in small groups compared to big 

groups. It looks like “the balance” is not needed and attitude change is not necessary 

after all if there is no real push to attitude change. (Hummon & Doreian, 2003) As 

well as the congruity theory, the balance theory is used to predict attitude change. 

Imbalance, the negative relation, in thought to indicate, that the attitude either 

towards the other person or the object can change. The purpose of this study is to 

measure the general attitude and compare it to the intention to act. Therefore, 

neither the balance nor the congruity theory is relevant, and I will not discuss this 

perspective further.  
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Cognitive Dissonance Theory. One of the most important attitude and social 

psychology theories seems to be Leon Festinger’s (1957) theory of Cognitive 

dissonance. Festinger claims that to achieve a state of cognitive consistency the 

person’s attitude or behaviour towards an attitude object will change. In a laboratory 

experiment, he has tested this and proven that people’s opinion will change, if he or 

she is forced to do something contrary to his original attitude (Festinger, 1957; 

Festinger and Carlsmith, 1959). Attitudes exist in two different levels: conscious 

(explicit) and unconscious (implicit) level. Gawronski and Strack (2004) did two 

studies and looked at the influence of cognitive dissonance on explicit and implicit 

attitudes. The early attitude theories believed that attitudes only formed consciously, 

which through new methods have found to be not true. The new technology and 

methods in laboratories have enabled the testing of memory and implicit attitudes. 

Besides Gawronski and Strack (2004) this millennium has seen many studies 

investigate implicit attitudes on different matters (Baron & Banaji, 2006; Greenwald, 

Banaji, Rudman, Farnham, Nosek & Mellot, 2002; Nosek, Banaji & Greenwald, 

2002; Cunningham, Preacher & Banaji, 2001). However interesting it would be to 

study the students’ implicit attitudes towards professional selling, the method used 

to gather the data for this study does not support the method. This is certainly an 

interesting topic for future studies. As the purpose of this study is not to find if there’s 

cognitive dissonance in the student’s attitudes, this theory is not discussed further. 

 

Self-Perception Theory. Daryl Bem (1967) created the self-perception theory as 

an alternative to the cognitive dissonance theory. The main claim is that person’s 

behaviour can influence his or her attitudes. Also, behavior can alter the attitude. If 

this is the case, then it would make sense to think that group behaviour can change 

attitude. As I am not directly measuring people’s actions and behaviour, this theory 

will not be used. Future studies could map out people’s attitudes towards 

professional selling and measure the attitude again when the person has work 

experience in sales and see if the attitude has changed. 

 

The Social Influence Theory and Social Judgement Theory. The social influence 

theory (Kelman, 1958) and social judgement theory (Sherif & Hovland, 1961) 

analyze both society’s and other people’s influence on attitude formation. Kelman 
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(1958) identifies three varieties of social influence: (1) Compliance (people agree 

with each other but keep their different opinions private); (2) Identification (people 

are influenced by a third party such as a trusted person) and (3) Internalization 

(people have a belief or behaviour which is in line privately and publicly). Sherif and 

Hovland (1961) believe that a person has three latitudes on an attitude dimension: 

(1) A latitude of acceptance (agreed opinions); (2) a latitude of non-commitment 

(agreed or disagreed opinions) and (3) a latitude of rejection (disagreed opinions). 

As a person hears new perspectives on the attitude object, she or he will judge it 

based on the “original attitude” and the message or the person delivering the 

message will be factors affecting if the attitude will change or not. The social aspect 

of the university and the students being a part of a group would make this theory 

interesting to test. Kelman’s (1958) theory discusses attitude change by other 

people and finds reasons and basis for it. Sherif’s and Hovland’s theory (1961) 

compares attitudes and messages and how people perceive things. Since this study 

does not compare messages or messages’ influence on prior attitude, this theory is 

not applicable. It would be possible after this study to test different messages 

targeted at students and see if the original attitude changes. Especially the social 

judgement theory could work in future studies to find out if the messages delivered 

takes the attitudes towards the wanted direction. 

 

A Structural Theory of Attitude Dynamics. As we can see, the ’50s and ’60s have 

been the golden ages of attitude studies and the formation of attitude theories. In 

1960 Milton Rosenberg came out with a structural theory of attitude dynamics. The 

theory is structural as it is concerned with what attitudes are and what happens 

when and if they change. According to Rosenberg, an attitude has two components: 

the affective (feelings) and the cognitive (beliefs). If these two are mutually 

consistent, attitude is called to be in a stable state. If the feelings or beliefs become 

inconsistent, attitude can change. Rosenberg and Hovland (1960) discuss the third 

component, conation (behaviour) to attitude structure. This theory with all three 

components will be discussed further in the literary review and hypothesis chapter 

even though this study is not about attitude change (2.4.1, p. 48). When constructing 

the survey for this study, the attitude structure was taken into consideration.  
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The Functional Approach to Attitude. Daniel Katz (1960) published his study of 

a functional approach to an attitude in the same issue where Rosenberg discussed 

the structure of attitude. Katz investigated what functions attitudes play for us and 

found four: (1) instrumental/ utilitarian, (2) ego-defensive, (3) value-expressive and 

(4) knowledge. These functions determine at the psychological level the reason for 

holding or changing attitudes. Early studies of attitude had two views of attitude 

formation. The first model, the irrational approach, though humans have very limited 

powers to control their attitudes. According to this view, the public could be easily 

manipulated with different tricks. The second view paints a picture of a reasonable 

model of a man. This second model claims that we want to, and use our reasoning 

powers, and are capable of critically assessing what is happening to understand the 

world around us. These two models both fail to point out when exactly people would 

behave this way just described. It looks like at some time in our lives both behaviours 

can occur in each of us. Katz also claims that many attitudes exist to defend our 

self-image and an attitude can be tied to social circles. (Katz, 1960) Even if this 

perspective would be very interesting to investigate and discuss, this study will not 

look at the functional approach to attitude. 

 

Theory of Reasoned Action. The theory of reasoned action (TRA) by Fishbein and 

Ajzen (1975) studies the attitudes towards action and thus the possibility of 

predicting a person’s behavior. Intention to do something or behave a certain way 

is a function of a person’s attitude and this determines his or her behavior. Fishbein 

and Ajzen’s main criticism towards earlier attitude theories is that the behavior 

cannot be predicted by looking at the attitude measures alone. They believe that 

behavior should be linked closely to the attitude and that attitude alone is a poor 

indicator. They proved this in many of their later studies by showing that it is 

important how questions are set and how the behaviour is measured to be able to 

accurately predict if the attitudes measured would accurately predict the wanted 

behaviour. In their empirical review and theoretical analysis (Ajzen & Fishbein, 

1977), they suggest, that “low and inconsistent attitude-behaviour relations are 

attributable to low or partial correspondence between attitudinal and behavioural 

entities. To predict behavior from attitude, the investigator has to ensure high 

correspondence between at least the target and action elements of the measures 
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he employs.” (Ajzen & Fishbein, 1977, p. 913) The theory of reasoned action is 

applied in this study to predict the students’ intended behavior and their attitude 

towards applying to a B2B-job. This will then enable comparisons with the students’ 

general attitudes towards professional selling and find out if the attitudes and the 

intended action correlate. The theory also links the motivational aspect to attitude. 

Ajzen (1985) later proposed an extension of the theory of reasoned action and called 

it the theory of planned behaviour. He included perceptions of behavioural control 

to the new theory to better predict the behaviour when it is not under volitional 

control. (Madden, Ellen & Ajzen, 1992)  TRA will be discussed further in the literature 

review and hypothesis chapter (2.4.2, p. 50). 

 

Implicit attitudes and a new direction of attitude research. Most of the early 

studies of attitude have been about explicit (conscious) attitudes. Only in the last 

few decades implicit (unconscious) attitudes have been investigated. There are 

some new attitude models and frameworks that deal mainly with implicit attitudes 

and memory. To mention some of them here, Fazio (1990) presented the MODE 

Model where attitudes are in memory as object-evaluation associations and they 

vary depending on their strength. The implicit attitude measures were used in this 

study. Gawronski and Bodenhausen (2006) presented the associative-propositional 

evaluation (APE) model. Automatically activated associations in the memory 

determine the evaluative quality and affective reaction to the perceived object. This 

experience will act as a future basis of evaluations of the attitude object. Petty (2006) 

and Petty, Briñol and DeMaree (2007) presented the meta-cognitive model (MCM) 

of attitudes. Attitudes are stored in memory as object-evaluation associations. The 

association is evaluated with a “validity tag”. The attitude object can be tagged with 

either a negative or positive association. Evaluation can be detected with implicit 

measures of attitudes. Conrey and Smith (2007) presented a distributed 

connectionist framework which is a model of mental representation of attitudes in 

memory. Attitudes are momentary states that function in regards to context. 

Cunningham and Zelado (2007) presented the iterative processing model which 

proposes that attitudes are relatively stable constructs in memory. The object goes 

through reprocessing cycles and the cycle has different hierarchically organized 
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levels. The lowest level of evaluation is automatic. Higher levels of processing are 

influenced by more reflective processes.  

 

These later studies prove the attitude research is still alive and well! The new 

technology has enabled new methods to measure attitudes. Even though 

Rosenberg (1960) already mentioned that some beliefs and thus attitudes can be 

unconscious, the measurement of the implicit attitudes was not possible at that time 

the way it is today. These new models show that attitude structure and formation is 

perhaps not as simple as was originally thought. Some of our attitudes are very 

deeply rooted and others we can change with a blink of an eye. These new methods 

provide interesting perspectives for future studies but will not be used in this study. 

The attitude theories and models mentioned in this review are listed in Table 1.  

 

Table 1. Attitude theories and models 

Author(s) Year Theory / Model 
Thurstone 1928 Frequency Distribution Method to measure attitudes 

Osgood & 
Tannebaum,  

1955 Congruity Theory 

Festinger 1957 A Theory of Cognitive Dissonance 

Heider 1958 The Balance Theory  

Kelman 1958 The Social Influence Theory 

Katz  1960 The Functional Approach to Attitude 

Rosenberg 1960 A Structural Theory of Attitude Dynamics 

Rosenberg and 
Hovland  

1960 The hierarchical tripartite attitude structure model 

Sherif & 
Hovland 

1961 Social Judgement Theory 

Bem 1967 Self-Perception Theory 

Fishbein & 
Ajzen  

1975 Theory of reasoned action 

Ajzen 1985 Theory of planned behavior 

Fazio 1990 MODE Model/ framework 

Gawronski & 
Bodenhausen 

2006 Associative–Propositional Evaluation (APE) Model 

Petty 
Petty, Briñol & 
DeMaree 

2006 
2007 

Meta–Cognitive Model (MCM) of attitudes 

Conrey & Smith 2007 Distributed 
connectionist framework 

Cunningham & 
Zelado 

2007 Iterative Processing Model 
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1.3 Theoretical framework 

 

In this study, the attitudes of the students will be measured in the university 

environment, towards professional selling and towards applying to a B2B-job. As 

the students are business students, the university and the courses most likely have 

some sort of influence on the attitudes. The theoretical framework is constructed 

around three concepts: perception, attitude and motivation. I started by looking at 

different attitude theories and studying how attitude is formed. The perception, how 

we see and sense things, is crucial to attitude formation. How we perceive things, 

influences our opinions and attitudes. This led me to ponder about identity and 

attitude link and formation. The students of the university are part of a social group. 

Social identification leads to activities compatible with identity and cheers for those 

institutions that can be perceived as stereotypical of oneself and others. This can 

help to understand socialization in the organizations, role conflicts and relations 

within the group. (Ashford & Mael, 1989). How a person identifies with an 

organization can affect the satisfaction of the person and effectiveness of the 

organization (Brown, 1969; Hall, Schneider & Nygren, 1970; Lee, 1971; O’Reilly & 

Chatman, 1986; Patchen, 1970; Rotondi, 1975) and it can also affect idea and 

opinion formation. I think that the social identity of a person will play a big role in 

perceptions, attitudes and motivation as students form and express attitudes 

towards professional selling. The theoretical framework below presents the relations 

between the concepts in attitude formation. Relevant theories will be discussed in 

the literature review and hypotheses in chapter 2. (Figure 1.) 
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Figure 1. Theoretical framework 

 

1.4 Aim of the study and research questions 

 

Finnish companies need talented salespeople just like the companies around the 

world. There is a research gap about data of Finnish university’s business school 

students’ attitudes towards professional selling. The university where the study is 

conducted is starting to offer sales courses soon, and they want to find out what is 

the level of understanding of the importance of sales to company success and what 

kind of attitudes students have towards professional selling.  

 

The purpose of this study is to measure a university’s business school students’ 

attitudes towards professional selling and find out how it translates to applying to 

B2B-sales jobs. Another aim is to develop a measuring instrument to track the 

development of the students’ attitudes and the willingness to work in professional 

sales. The third interest is to see if the level of studies influences the students’ 

attitudes and how? 
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I propose the following research questions: 

 

Main research question:  

1. What are the university students’ attitudes towards professional selling and 

applying to a B2B-sales job? 

Support research questions: 

1. What is the students’ perception of professional selling? 

2. How do students’ attitudes towards professional selling form? 

3. What are the consequences of the students’ attitudes towards professional 

selling? 

 

1.5 Definition of the key concepts 

 

Attitude 

Attitude consists of feelings and beliefs towards an object or a thing. As a person 

holds a positive or a negative feeling towards an object or a thing, she is said to 

have an attitude. (Rosenberg, 1960) (1) Evaluation is the central aspect of attitudes, 

(2) attitudes are represented in memory, and (3) attitude composes of affective, 

cognitive and behavioural components (Olson & Zanna, 1993). 

 

Motivation 

When a person is motivated, she is going to do something. An unmotivated person 

will not move to get something done. In Self-Determination Theory (STD; Deci & 

Ryan, 1985) two main types of motivation are presented: intrinsic and extrinsic 

motivation. Intrinsic motivation comes from within the person when a person finds 

the task to be enjoyable or interesting. Extrinsic is a force outside the person, that 

can inspire her to do something even if there is no intrinsic motivation. (Ryan & Deci, 

2000a) Motivation can be measured as a person can be not motivated at all or very 

motivated, or anything between those two. Amotivation means that there is no 

motivation. 
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Perception 

Observed information about a stimulus or an object that is received by a person with 

or without awareness (Merikle, Smilek & Eastwood, 2000). It is an “intervening 

process” that happens after stimuli and before a response (Garner, Hake & Eriksen, 

1956). 

 

Perceived importance 

The perception that something is or is not important to some degree to a person. 

 

Professional selling 

Businesses selling goods or services to other businesses. Also called business to 

business (B2B) selling. 

 

Social identity 

Being a member of a social group can influence a member’s perception, attitudes, 

behaviour, decision making, performance, social influence and stereotyping (Brown, 

2000; Hogg & Reid, 2006). A person perceives being one of the in-group and 

compares her/himself to others that are out-group (Brown, 2000). People can 

belong to many separate and different in-groups simultaneously such as university’s 

social clubs, work-related groups, cultural groups and hobby-related groups. 

 

Subjective norms 

According to the theory of reasoned action, subjective norms refer to important 

people who will either approve or disapprove of a person’s intended behaviour 

(Ajzen & Fishbein, 1980). This is a form of social pressure where important people 

affect a person’s decision making. In this study, the subjective norms are the 

student’s friends, social club friends and the professors in the university. 

 

1.6 Delimitations of the study 

 

The purpose of this study is to find out what is the university students’ attitude 

towards professional selling and attitude towards applying to B2B-sales positions. 

The research is carried out in one university and the sample consists of business 
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students at a different level of their studies. The purpose is to compare students’ 

general attitudes towards professional selling and see how it translates to a 

willingness to apply to a B2B-sales position. The sales function in the company is 

looked at from the perceived importance perspective. In this study also the strength 

of the social identity is measured and its influence on subjective norms from applying 

to the sales position point of view. The results of this study will set the basis of 

university students’ attitudes towards professional selling. This allows the university 

to repeat the survey at a later stage and see if the students’ attitudes have changed.  

 

The attributes of the salespeople are not studied. Also, measuring or analyzing the 

personality traits of the students suitable for sales jobs is left out. Even if the 

difference in attitudes between male and female students could be looked at, it is 

not the focus of this study. 

 

This study measures the students’ attitudes only once. The population is 360 

students. The results would be more accurate if the population was bigger and a 

high percentage of the students respond to the survey. This study does not measure 

one person’s attitude change, but a comparison is done between students at a 

different level of their studies such as comparing bachelor’s students’ attitudes with 

master’s students’ attitudes. As the time scale is quite tight, there is no possibility to 

test the questionnaire in a pilot group. However, 5 students agreed to test the survey 

to make sure that the questions are easy to understand, the survey flows well, and 

that it works. The quantitative study will only give limited results about the students’ 

attitudes, answering the question of what kind of attitudes students have. This 

method of the study will not answer the question of why the students have such 

attitudes, which the qualitative study could do. 

 

1.7 Research methodology 

 

The quantitative method was chosen to collect the data and the research design is 

exploratory and deductive (Bryman & Bell, 2011; Lee & Lings, 2008). This can be 

called exploratory research since this type of study amongst university students has 

not been done in Finland. The quantitative method was chosen to collect the data 
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in a short period of two weeks. The sample will consist of the first-year business 

bachelor’s, the third-year business bachelor’s and the business master’s students. 

The quantitative method enables quantification in the collection and analysis 

(Bryman & Bell, 2011, p. 26) and thus making the comparisons and finding 

correlation and regression between variables (Lee & Lings, 2008, p.351). Several 

hypotheses will be tested, and the goal is to find out which ones are supported. 

 

1.8 Structure 

 

At first, the introduction of the study is presented. The second chapter analyzes the 

literature and research about professional selling, social identity, perception 

formation, attitudes and motivation. As the literature review progresses, the 

hypotheses will be formed. The third chapter discusses the research design and 

methodology and the measures to test the hypotheses will be formed and analyzed. 

In the fourth chapter, the results will be presented. The fifth and the final chapter 

concludes the study by discussing the findings, theoretical and managerial 

contributions, and suggest directions for future research. 
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2 LITERATURE REVIEW AND HYPOTHESES 

 

This chapter is a literary review on professional selling, social identity, perception, 

attitudes and motivation. I first present the concept of professional selling. I then 

proceed to look at social identity and how it forms. I will look at social identity from 

university students’ perspective and how the students and their perceptions, 

attitudes and motivation could be affected by studying in university. I proceed to 

explain how perceptions are formed and how they influence our attitudes and 

motivation. Perception will lead us into attitude and attitude structure. The attitude 

theory of reasoned action (TRA), which I chose to predict the students’ behaviour 

concerning their willingness to work in professional sales, is then referred in 

accordance to the students’ willingness to apply to the B2B-sales position. Finally, I 

will look at the motivational factors affecting students’ choices regarding a B2B-

sales position that was presented to the students in the questionnaire. As this is a 

quantitative study, I will form the hypotheses as I progress with the literature review. 

 

2.1 Professional Selling 

 

“The question that emerges is how sales organizations can 

respond to potentially diverging forces, transactional selling on 

one hand and consultative selling on the other. Transactional 

selling focuses primarily on reducing costs to serve (i.e. realizing 

sales efficiencies) with transactional customers. Consultative 

selling emphasizes the co-creation of superior customer value 

(i.e. achieving sales effectiveness) with strategic customers.” 

(Marcos Cuevas, 2018, p. 204) 

 

The field of sales is broad and deep. You can sell pretty much anything, and the 

size of the organizations varies from one person to salesforces the size of a small 

nation. Cambridge dictionary (2020) defines a salesperson as “a person whose job 

is selling things in a shop or directly to customers”. There is also a big conceptual 

gap between a sales job and a professional sales job. Business-to-consumer (B2C) 

sales are from a company to consumers and the average transaction size is smaller 
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than in business to business sales. Business-to-business (B2B) sales are from one 

company to another and the value of transactions between companies can be 

millions of euros. 

 

According to research, attitudes towards sales and willingness to work in sales do 

not always correlate. A student could have a positive attitude towards sales but not 

willing to work in sales. Several studies indicate that students have negative 

attitudes towards working in sales (Barat & Spillan, 2009; Karakaya, Quigley & 

Bingham, 2011). Many studies talk about sales in general or focus on personal 

selling (Barat & Spillan 2009). The sales studies done amongst students don’t 

normally specify the sales as professional selling. For this study, to get more precise 

results and keep the research manageable, I narrowed the scope of sales to study 

students’ attitudes towards professional selling and still specifically if the students 

would apply to a specific presented B2B-sales position. What I learned from the 

previous studies,  is that finding out the students’ attitudes and intention towards 

applying to the B2B-sales job is a better predictor of the students' likelihood of 

working in sales after they graduate than finding out the attitudes towards 

professional selling alone would do. 

 

Business-to-consumer (B2C) sales are the type of sales job everyone encounters if 

not daily, weekly. We see it in the stores we visit, hear it on our phones as telesales, 

and do it online when shopping for clothes for example. This is the form of selling 

that most likely forms our attitudes towards sales. We may hear from our friends 

that tell us about the sales quotas s/he is trying to reach in her summer job, or we 

know just looking at the phone when it rings that “it is another telesales” call and 

may not even answer the call. Media is one channel that influences our attitudes 

towards sales. Media willingly tells stories about greedy businesses and 

salespeople. There seems to be rarely something positive to say about sales or 

salespeople. One reason could be that we put more weight on negative than positive 

feedback when we evaluate information (Sen & Lerman, 2007). Based on the overall 

perception of sales, I hypothesize: 

 

H1: Attitude towards professional selling is negative. 
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Business-to-business (B2B) sales or professional selling is less visible and not well 

known in everyday life. There are similarities, but also big differences compared to 

B2C-sales. People may assume that all sales are the same and they attach their 

attitudes about B2C-sales to B2B-sales. For many decades in selling, it was enough 

that you knew your product or service and you knew your sales talk. In today’s 

dynamic economy where change is fast and constant, product knowledge alone is 

not enough. Sales researches (Marcos Cuevas, 2018; Moncrief & Marshall, 2005; 

Ingram, 2004) note that sales have changed and evolved a lot in the past decades. 

Moncrief and Marshall (2005) point out 49 additional selling activities required of 

today's industrial salesperson that did not exist before, due to new philosophies of 

selling such as consultative, value-added and relationship selling (Moncrief, 1986). 

 

Throughout the history and development of business and economy, selling has 

gone through different stages. In the early 20th century the emphasis was on 

product knowledge. Since then we have gone through the marketing era and have 

entered the era of big data and digitalization. Dubinsky (1981a) has recognized the 

seven steps of selling: (1) prospecting, (2) pre-approach, (3) approach, (4) 

presentation, (5) overcoming objections, (6) close, and (7) follow-up. This is still a 

widely accepted process in the sales field (Moncrief & Marshall, 2005). The methods 

within the process have changed though, and the relationship selling is replacing 

priorly used more pushy techniques. In the relationship selling focus is on long term 

profitable and sustainable customer relationship (Moncrief & Marshall, 2005; 

Johnston & Marshall, 2003, p. 5). Moncrief and Marshall (2005) studied the seven 

steps of selling and claim that even if the steps are still there, customer centricity 

has changed it from linear to nonsequential process. They conclude that the 

responsibility of the successful and profitable customer relationship is no longer on 

the salesperson’s shoulders alone, but the whole organization is responsible to 

satisfy customer needs.  

 

Globalization is one reason why professional selling is undergoing a massive 

change. Another reason is the rapid changes and advances in technology which 

has opened an information highway and new and different ways to communicate. 

These two combined, have changed the buyer-seller behaviour, relationships and 
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information gathering. (Marcos Cuevas, 2018) Globalization and increased 

competition have given buyers more options. This means that buyers can be more 

demanding of their suppliers. To win in the increasing competition, good customer 

relationships can be dealbreakers. If the customers feel valued and well taken care 

of by their supplier, they are not as inclined to change partners. This puts pressure 

on the sales organization to focus on good customer relationships. Instead of just 

product knowledge, the salespeople need to have good relationship skills and an 

ability to communicate well. This alone is not always enough but also the customer’s 

strategy needs to be understood (Marcos Cuevas, 2018). 

 

2.1.1 Transformation of professional selling 

 

Marcos Cuevas (2018) in his recent study investigated the transformation of 

professional selling. Some fundamental changes are happening in selling that can 

have a big effect on what is required from the professional salespeople. Due to the 

digitalization and technological advancement, many sales operations are being 

systemized (Parvinen, 2013; Ingram, 2004). Customers’ demands are growing and 

they require higher quality service (Lemmens, Donaldson, & Marcos, 2014; Töytäri 

& Rajala, 2015) and instead of just knowing customers’ products or services you are 

required to have deep customer business understanding and learning (Marcos 

Cuevas, 2018; Ingram, 2004; Chonko, Jones, Roberts & Dubinsky, 2002; Ingram, 

LaForge & Leigh 2002). The digital transformation can also be a big benefit for the 

seller. Those companies who can utilize and analyze the customer data available 

can have a competitive advantage (Marcos Cuevas, 2018; Maklan & Knox, 2009). 

Marcos Cuevas recognizes three key transformations of professional selling: (1) 

“composition of the offer”, (2) “configuration of sales organizations and professional 

selling roles”, and (3) “the nature of supplier-customer relationships”. Studying the 

future themes in sales, Thomas Ingram (2004) summed the change in professional 

selling in increasing complexity that is caused by the customer expectations and 

purchase decisions, rapid change in the markets and technology, and more diverse 

customer profiles. 
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Customer expectations. Buyer’s expectations of the sales organization are on the 

rise concerning salesperson knowledge, response speed, communication skills and 

quality of information (Jones, Brown, Zoltners & Weitz, 2005). The composition of 

the offer has evolved into offering customers higher value and finding solutions to 

customers' specific challenges instead of just offering a plain product or a service. 

(Kowalkowski, Windahl, Kindstrom, & Gebauer, 2015) Many companies are not just 

adding new products to their product line but also adding services into their product 

portfolio. For salespeople, this means more complex offerings and a deeper 

understanding of the whole package (Ingram, 2004). Sometimes this means that 

there are no ready-made packages, but the salespeople need to find a new solution 

and create one on the spot to secure a deal. This can be risky as the complete end-

to-end service delivery often requires new partners and complex “interdependencies 

within supplier-customer networks” (Marcos Cuevas, 2018; Jaakkola & Hakanen, 

2013).  

 

In rapidly evolving areas of business such as technology, salespeople need to 

communicate with the R&D department to be on top of the game and understand 

what the company can offer now and, in the future, (Marcos Cuevas, 2018). 

Managing communication successfully between business units is one of the 

success factors in today’s business. Sales organization needs to collaborate with 

marketing, distribution and manufacturing as strategic partners rather than separate 

company functions (Ingram, 2004) to succeed in today’s fast-evolving markets in 

responding to customer demands. Selling has become a team effort and the sales 

teams can have different specialists that have a deeper understanding and skills in 

an area (Marcos Cuevas, 2018). Some companies have recognized that it is 

impossible to have one salesperson with all the specialized knowledge or skills 

needed. This study does not focus on a successful salesperson’s attributes or skills 

in detail, so I will not go deeper into the attributes.  

 

Business Ethics. Information is nowadays easily available.  This means that buyers 

may have acquired a lot of information when starting the discussion with the seller. 

Salespeople are expected by the customers to gather background information about 

the client before the first call or you risk making a bad first impression (Jones, 
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Stevens & Chonko, 2005).  The environmentalism and sustainability issues 

challenge the companies to be more transparent in their choices of partnerships. 

The end-users are more and more demanding sustainable choices that are good to 

nature and people. Ethical behaviour is a way to build trust between companies 

(Ingram, 2004; Hawes, Mast, & Swan, 1989). Determining ethical behaviour can be 

challenging as the perception of ethics especially in different cultures vary (Ingram, 

2004; Inks, Avila & Chapman, 2004). The companies, including the sales units, are 

more and more being held accountable for their choices, business practices and 

outcomes (Ingram, 2004). Transparency and accuracy need to be present in all 

communication including the sales presentations. For global companies, cultural 

differences should be accounted for.   

 

Social Media and Information Age. The line of where marketing end and sales 

begin is somewhat blurring. Digitalization enables to track the customers and feed 

the customer lots of information even before the first initial meeting. This can lead 

to challenges in metrics and sales commissions as most of the sales work could be 

done online. Instead of only measuring sales volumes or sales efficiency new 

metrics are emerging such as customer lifetime value (Ingram, 2004; Gummesson 

2004; Reinartz, Krafft & Hoyer 2004). Marshall et al. (2012, p. 357) found in their 

study “Revolution in Sales: The Impact of Social Media and Related Technology on 

the Selling Environment”, that “revolutionary change in the way contemporary 

selling is conducted – it is driven in large measure by social media technology.” In 

social media, users create and share content (Marshall et al., 2012; Kaplan & 

Haenlein, 2010) and social media is usually part of a firm’s integrated marketing 

communication (IMC) strategy (Mangold & Faulds, 2009).  

 

Although new technology has brought many positive outcomes such as trackability 

and new ways of communicating, not all aspects of this change are good. The 24/7 

mentality of social media puts pressure on a salesperson to be reachable at all hours 

of the day. The COVID-19 situation has brought new challenges as face-to-face 

meetings have to be replaced in many cases by online meetings. The new 

technology offers different ways to stay in touch online. This can give huge cost 

savings as the representatives don’t necessarily need to travel that much anymore. 
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The negative aspect of this is that personal contact and affect is minimal, and the 

relationship-building becomes impersonal. In the future it could be bots exchanging 

information between the buyer and the seller and the role of the salesperson is to 

analyze the information and act accordingly. (Marshall et al., 2012) The generational 

gap between the staff in different organizations cannot be ignored. Older 

generations can hold onto old ways of working and refuses to learn and accept the 

contemporary technology. (Marshall et al., 2012; Robinson, Marshall & Stamps, 

2005) All these changes challenge the salesperson to be on top of the game. It is 

not just the field staff that have new demands on their capabilities, but also the sales 

manager needs to know how to lead in this new ever-changing business 

environment. 

 

2.1.2 Salesperson and Sales Performance  

 

There might be a perception that a successful salesperson is a certain kind to be 

able to succeed. Churchill et al. (1985) reviewed 116 articles from 1918 to 1982 to 

find associations between performance and determinants of that performance. The 

biggest finding was that no single factor influences the salesperson's performance 

the most. What seemed to affect the performance was the type of products 

salespeople sell. As discussed in the previous pages, professional sales have gone 

and is going through a major shift since Churchill’s meta-analysis.  

 

Verbeke et al. (2010) studied drivers of sales performance and found five drivers of 

sales performance: (1) selling-related knowledge, (2) degree of adaptiveness, (3) 

role ambiguity, (4) cognitive aptitude and (5) work engagement. Verbeke et al. 

started where Churchill et al. had finished their analysis in 1982 and continued till 

2008. They accepted 268 studies for analysis, which represented 79,747 

salespeople from 4,317 organizations. This is a comprehensive and contemporary 

study that supports the fact that we live in the information age. What seems to matter 

in the salesperson's success and performance today, is the ability to gather 

information, analyze it, and adapt to what seems to be a constantly changing 

business environment. Rapp et al. (2011) call this competitive intelligence when a 

salesperson’s knowledge about competitors and the competitive environment can 
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help a salesperson perform better. Mariadoss et al. (2014) conclude in their study 

that a salesperson’s competitive intelligence behaviours (SCIB) may be critical to a 

salesperson’s success. You could even say that in the future as the bots will do the 

talking to each other, relationship selling might be the thing in the past and we are 

back “in the beginning” of exchanging information about the products and services 

as in the good old days. As these studies show, a salesperson needs many skills 

and intelligence to succeed in her/his profession. In the university, business studies 

introduce the students to the structure of the business and the complexity and the 

importance of sales to companies. I, therefore, hypothesize that: 

 

H2: The higher level of studies influences the perceived importance of 

sales positively. 

 

2.2 The social identity of a student 

 

This section of the chapter looks at the university students from the social identity 

perspective. The argument is that social identification is a perception of being one 

with people that are considered in-group vs. out-group. In this study the students’ 

in-group is the university where they study, and out-group can be other schools or 

universities or even groups that do not have a university education. Social 

identification is about categorizing individuals, “the distinctiveness and prestige” of 

the in-group, and making comparisons to out-groups. In other words, social identity 

is having a membership in a certain group (Brown, 2000).  

 

Social identification leads to activities compatible with identity and “support for 

institutions that embody the identity and stereotypical perceptions of self and others” 

(Ashford and Mael, 1989, p. 20). This can help to understand socialization in the 

organizations, role conflicts and relations within the group. Being a member of a 

social group can influence member’s perceptions, attitudes, behaviour, decision-

making, performance, social influence and stereotyping (Brown, 2000, Hogg & Reid, 

2006). It is worth noting that a person belongs to many in-groups simultaneously, 

these groups can be such as sport teams, cultural groups, occupational groups and 

university’s social clubs. 
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2.2.1 Social identity theory  

 

Social categorization. People classify themselves and others in different social 

categories such as organizations, gender and age (Tajfel & Turner, 1985). Social 

classification for example orders the social environment and helps people to define 

other people (Ashford & Mael, 1989). Social Identity Theory (SIT) helps a person to 

also define her/himself. A person’s self-concept forms from characteristics such as 

physical self and psychological characteristics, interests, and finding identity 

supporting factors in a group. A person can identify strongly with a group and will 

accept the fate of the group as her/his own (Stryker & Serpe, 1982; Turner, 1982). 

Identifying with a group can help a person to answer the question ‘Who am I’? It 

does vary how strongly a person identifies with a certain group or category (Ashford 

& Mael, 1989). In the social identity theory, the salience of identity means that social 

identity is “on” and active (Stets & Burke, 2000). Stets and Burke (2000) see that 

activation of identity makes it possible for the individual to achieve the personal or 

social goals within the group. The social identity needs to be activated to work. 

 

Social categorization puts people into groups and depersonalizes them (Hogg & 

Reid, 2006). This creates stereotypes such as salespeople or students. 

Stereotyping causes us to expect certain behaviour from that group of people. 

Stereotyping has a big influence on our perception of people and groups. We will 

mould our thoughts, feelings, perceptions, and behaviour to match the prototype of 

the in-group (Hogg & Reid, 2006). As a person becomes a member of a group s/he 

accepts the group norms, either willingly or unwillingly. Groups have often unwritten 

rules and behavioural attributes that give direction on how to behave in the group. 

These norms are important in shaping the group and determining how to behave in 

certain situations. “For a social categorization to produce normative behaviour, the 

categorization must be psychologically salient as the basis for perception and self-

conception - people must psychologically identify with their in-group in that context” 

(Hogg & Reid, 2006, p. 12). Prototyping helps in forming the group norms. (Hogg & 

Reid, 2006) Salesperson proto- or stereotype has formed through our experiences 

with salespeople, what is talked about them and how media presents them. 

Salespeople can be seen as greedy, pushy and even aggressive. Not many people 
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would like to be associated like that! Of course, it is not the whole truth, but it 

certainly influences why sales as a profession is not seen as that attractive and 

companies are having a hard time recruiting salespeople.   

 

Social identification and group identification. The person and the group do not 

necessarily need joint goals, it is enough that she/he accepts “the fate” of the group 

(Ashford & Mael, 1989). In a group, she/he personally experiences the successes 

and failures of the group (Foote, 1951; Tolman, 1943). Social identification is 

different from internalization (Hogg & Turner, 1987; Kelman, 1961; O’Reilly & 

Chatman, 1986). Identification is about who I am; internalization is about what I 

believe, such as an organization's values and attitudes as a guiding light (Ashford 

& Mael, 1989). Even if a person identifies strongly with a certain group, she can 

disagree about the organization’s values, strategy and system authority (Mintzberg, 

1983, p. 210; Martin & Siehl, 1983, p. 52). There are differing perspectives about 

internalization and social identification as, Hall et al. (1970, p. 176-177) defined 

organizational identification as "the process by which the goals of the organization 

and those of the individual become increasingly integrated and congruent". What 

seems to be a common view, is that being part of the group does not have to mean 

oneness with the group but rather as a part of it as a member and an affiliate. 

 

There can be conflict in a person’s social identities. It is argued that people define 

themselves in terms of his or her most salient identity (Stryker & Serpe, 1982; Thoits, 

1983). A basketball player who is also a student may resolve an identity conflict by 

defining him or herself first as an athlete and second as a student, and thus the 

biggest focus is on sports (Adler & Adler, 1987). People can have many different 

roles with no difficulty with different social identities. However, there can be a role 

conflict if a person is requested to be simultaneously two different identities (Greene, 

1978). 

 

Organization and self-esteem. A person wants to identify with a group or 

organization for improved self-esteem (Hogg & Turner, 1985; Tajfel, 1978), and the 

positive association with the in-group can make the member see her/himself in a 

positive light (Brown, 2000). Groups’ success can lead to improved self-esteem as 
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a person compares positive and negative aspects of the in- and out-groups (Oakes 

& Turner, 1980; Wagner, Lampen & Syllwasschy, 1986). This is called in-group bias. 

Jackall (1978) found in his study about bank bureaucracy that employees working 

in low-status jobs distanced themselves from this identity explaining that they have 

some other plans and this position is only temporary. If the student feels that the 

membership of the university can raise the self-esteem s/he can feel more 

associated with it. However, if the experience is the opposite, the student can 

distance her/himself from the university or even leave altogether (Brown, 2000). 

Leaving the group is one way to protect one’s identity and self-esteem. The 

university’s international ratings have improved recently. This has been brought to 

students’ attention through different media platforms such as social media where 

the students can be reached easily. People are rather associated with a winner than 

a loser (Ashford and Mael, 1989).  

 

Membership signs and group norms. Newcomers to the organization are in the 

beginning unsure of their roles and status and concerned about their definition (Katz, 

1980). They must learn the politics, behavioural norms and role expectations 

(Ashford, 1985). The SIT literature suggests that the newcomers’ self-definition 

emerges through symbolic interactions, which develops from the verbal and 

nonverbal interactions within and outside the organization (Ashforth, 1985; 

Reichers, 1987). This way the person begins to find her/his place as a member of 

the group. As the person finds and adopts the characteristics that can be perceived 

as a prototype of a group member, she/he can stereotype her/himself accordingly. 

(Ashford and Mael, 1989) 

 

“An example was provided by Becker and Carper (1956). They 

interviewed graduate students in physiology, most of whom 

initially viewed physiology as a stopgap pending acceptance into 

medical school. Becker and Carper found, however, that through 

immersion in the social milieu many students gradually assumed 

the identity of physiologists. Frequent interaction and social 

comparison with fellow students, observation of professors, and 

tutelage and reinforcement by professors slowly shaped 
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students' interests, skills, self-conceptions, and their 

understanding of the paradigms, values, norms, and 

occupational choices in the field.” (Ashford & Mael, 1989, p. 27) 

 

Universities are a great example of an organization where people are stripped of 

their earlier status and symbols and given new ones to immerse to the new social 

group faster. Rewards can be given to the students to encourage them to take this 

new identity. (Fisher, 1986; Goffman, 1961; Van Maanen, 1976, 1978) With different 

symbols, traditions, rituals and physical settings, management can enhance the 

person’s membership and give powerful images of the presentation of the 

organization (Pondy, Frost, Morgan, & Dandridge, 1983). For these reasons 

organizations often pay attention to advertising, mascots and logos (Ashford & Mael, 

1989). It will make the organization stand out and help the group members identify 

with the group and separate it from other similar or competing groups. Students 

often move away from their family and friends, come to a new city, meet new people 

and quite willingly accept the new identity to blend in with the new social group and 

to become a member of that group.  

 

Consequences of associating oneself with a group are: (1) People tend to choose 

activities that are salient in their identities and support organizations that embody 

those similar identities. (2) Identification can be associated with loyalty and pride 

about being part of a certain group, and how groups form and co-operate (Turner, 

1982, 1984). (3) A person can see her/himself as a stereotype or an example of a 

group member which amounts to depersonalization and thus conforms to group 

norms easier (Ashford & Mael, 1989). (4) Identification with a group will cause the 

values and practices of the in-group to become stronger and the group is perceived 

as unique and distinctive (Tajfel, 1969). (5) It is good to recognize that being a part 

of a group can greatly affect a person’s behaviour, “social identity is the cognitive 

mechanism which makes group behaviour possible” (Turner, 1982, p. 219). In the 

university, the students are focused on increasing their capabilities to enter the 

workforce after graduation. If the university succeeds in raising the students’ 

perception of their capabilities as being a part of successful university students, their 
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perception of their potential to succeed in a job can increase, too. Thus, I 

hypothesize that: 

 

H3: A strong social identity can increase the perception of a person’s 

capabilities and ability to succeed with her/his talent in a job, such as 

a B2B-sales job. 

 

Leadership and communication. A charismatic leader is an important part of an 

organization’s identity as they are often skilful at manipulating the symbols (Bass, 

1985) and the leader has more influence on group members than others (Hogg & 

Reid, 2006). There are many organizations where the charismatic leader is a 

powerful symbol for the organization. One such example is Apple and Steve Jobs. 

It can be claimed that just the presence of Steve Jobs was an important part of 

creating the “Apple cult”. 

 

It is easy to see, that communication and leadership are in an important role in 

influencing the group and the group’s norms and normative beliefs (Hogg & Reid, 

2006; Kincaid, 2004; Lapinski & Rimal, 2005). Often when group membership is 

salient, the majority part of the communication between the active members is 

directly or indirectly about the group norms (Hogg & Tindale, 2005). Strong 

association with the group and the norms can make members susceptible to 

manipulation. A charismatic leader can take advantage of this and influence 

people’s beliefs and behaviour. (Hogg & Reid, 2006) The leader’s role is important 

in getting the group to behave in a wanted way. When the leader is prototypical of 

the group, the group can become stronger and the members pay more attention to 

the leader (Hogg, 2001; Hogg & van Knippenberg, 2003; van Knippenberg & Hogg, 

2003). Prototypical leader generates trust among the members and the members 

allow the leader to show the way. A prototypical leader is often liked by other 

members and members willingly give the leader a high status. Low-prototypical 

leaders’ status is much weaker, and they need to be more careful about their 

behaviour to be accepted by the group members. The prototypical leaders can 

change the group's norms but for the low-prototypical leader, it is difficult. (Hogg & 

Reid, 2006)  
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The University pays attention to welcoming new students in and organizes many 

different types of social clubs and other activities. The leadership in the university 

has been brought to close to the students with a low sense of hierarchy. Thus, I 

hypothesize 

 

H4: A strong social identity of the students does affect the approval of 

subjective norms positively. 

 

2.3 Perception 

 

This section of the chapter investigates perceptions literature and how the 

perceptions form. Perception is information about a stimulus that is received by a 

person with or without awareness (Merikle, Smilek & Eastwood, 2001) and it is an 

“intervening process” that happens after stimuli and before a response (Garner, 

Hake & Eriksen, 1956). People are not aware of everything that goes around them, 

but they select what they perceive according to their wishes and preferences 

(Balcetis & Dunning, 2006). According to Garner et al. (1956), perception can be 

different from the response it evokes. How a person perceives the world is the 

individual’s “personal theory of reality” and a way to make sense of the world (Blake 

and Sekuler, 2006, p. 10) Perception is malleable, and responses to stimulus 

depending on the person’s cognitive and psychological states or what kind of 

surroundings he or she is in (Henderson & Hollingworth, 1999). Prior exposure to 

the perceived thing will affect how new perception forms depending on the context 

where the thing is seen again (Bugelski & Alampay, 1961; Leeper, 1935).  For 

example, estimates when guessing a person’s walking speed are different after 

thinking about fast animals compared to thinking about slow animals (Aarts & 

Dijksterhuis, 2002). Besides the context, the perceiver’s expectations about the 

object influence the perception (Balcetis and Dunning, 2006, Biederman, 

Mezzanotte, & Rabinowitz, 1982; Boyce & Pollatsek, 1992; Li & Warren, 2004; Long 

& Toppino, 2004). Perception connects us with the world we live in and shapes our 

understanding of the world. By knowing and understanding our world we can predict 

the consequences of our actions and guide our behaviour accordingly. (Blake & 

Sekuler, 2006, p. 1, p. 27) 
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It is easy to understand that we sense with our senses and they help us form an 

idea of our surroundings, objects and issues. This idea is our perception of things. 

There’s also evidence, that we perceive things unconsciously. Psychologists agree 

that a lot of cognition happens non-consciously which means that a person is not 

aware of, monitoring or controlling it (Greenwald, 1992; Wegner & Bargh, 1998). 

Studies show that conscious or unconscious perception leads to qualitatively 

different consequences. The information we receive without awareness can (1) 

“bias what stimuli are attended” and (2) it can influence “how attended stimuli are 

consciously experienced”.  (Merikle et al., 2001, p. 132) We experience so many 

things each day that it is not even possible to process and respond to each one of 

them. (Blake and Sekuler, 2006, p. 1). 

 

Eyes and our visual sense are our “richest source of environmental information” and 

a “large portion of the human brain is devoted to vision” (Blake & Sekuler, 2006, p. 

27). The new technology has offered us new ways of understanding our perception 

process. V1, the area of the primary visual cortex is considered “the simplest, 

earliest cortical visual area responsible for processing visual stimuli, which is a mere 

two synapses away from the eye” (Balcetis & Dunning, 2006, p. 623; Boynton, 

2005). Using magnetic resonance imaging (MRI) has enabled to help predict what 

the participants (on a test to look at one of two overlapping orthogonal line patterns) 

consciously perceive (Balcetis & Dunning, 2006, Kamitani & Tong, 2005). MRI 

shows the perception of patterns in V1 even if the participants of a test are unaware 

that the pattern has been shown to them (Balcetis & Dunning, 2006, Haynes & Rees, 

2005). 

 

The motivational state of people can influence how they process the visual stimuli 

(Balcetis & Dunning, 2006) and people can be biased in how they perceive things. 

For example, when people look at hills, they are not always as steep as they are 

perceived to be (Bhalla & Proffitt, 1999; Creem & Proffitt, 1998; Proffitt, Creem, & 

Zosh, 2001). The person’s motivational state has a top-down influence on 

perception. If a person “think of one’s self and one’s prospects in a favourable way, 

to believe that one will achieve positive outcomes while being able to avoid aversive 

ones, and to enhance self-worth and esteem” (Balcetis and Dunning, 2006, p. 612-
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613). In the psychological literature, this is called motivated reasoning, self-

affirmation, wishful thinking and defensive processing. This kind of thinking seems 

to strongly influence how we see our world or how the information we perceive is 

interpreted. This motive seems to fluence matters such as judging other people, 

evaluating the self or predicting the future (Balcetis & Dunning, 2006, Baumeister & 

Newman, 1994; Dunning, 2001; Kunda, 1990; Pittman, 1998). Balcetis and 

Dunning’s (2006) study suggests that we are biased by our desires and we are more 

willing to see what we hope rather than what we fear. Blake and Sekuler (2006, p. 

2) claim in their book “Perception” that our perceptual systems are tuned to those 

sensory events that are biologically relevant. The experience of the world is a 

subjective experience and it is difficult to separate one’s perception of the world and 

the world itself (Blake & Sekuler, 2006, p. 3).  

 

Perception happens fast and it does not require much effort. Besides automatic 

perception, we can perceive actively and purposefully. When we look at things, 

events, and our surroundings with purpose, we can focus our attention and choose 

what we perceive. Usually, we focus our attention guided by our needs. It can be 

said that perception has a purpose (Blake & Sekuler, 2006, p. 7). We can educate 

our perceptual system and improve our perceptual skills (Blake & Sekuler, 2006, p. 

27). The perceiver’s state affects the perceived thing or event. For example, the 

sensed warmth of the water is not alone in the water itself, but it also depends on 

the person’s state and the body temperature (Blake & Sekuler, 2006, p. 11). Our 

expectations guide our perceptions and our perceptions guide our expectations. 

Perception helps us to not only understand the world around us but also understand 

ourselves and our behaviour in the world.  

 

The students entering university have had several conscious and unconscious 

perceptions about sales as a profession. Some may have experienced it first-hand 

by working in sales. They can also have family members in the sales profession and 

thus they have heard and experienced it through them. The students participating 

in the survey are business students and it can be assumed that they have some sort 

of understanding of professional selling, to begin with. Some might even consider a 

career in sales. University is not offering many sales courses right now and there is 
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no sales-oriented major to choose from. Thus, currently, there is no intentional 

sales-oriented information that would help form a broader perception of sales. 

However, sales are part of some marketing courses and discussed in some form. 

Those students that have studied longer in the business school of the university, 

have more information about business in general compared to those students who 

are just starting their studies. They have most likely had more exposure to sales and 

the importance of sales function to company success. Those students who have 

studied longer have generally more information about B2B-sales function in a 

company. Current and objective information about business and sales can lessen 

the weight of negative hearsay and negative assumptions can dissolve. I propose a 

hypothesis based on this: 

 

H5: The higher level of studies influences the attitude towards 

professional sales jobs positively. 

 

2.4 Attitude  

 

In this section, I will discuss what attitude is, how it forms, and I will analyze the 

tripartite attitude structure model and present the modified bipartite attitude structure 

model used in this study. Finally, I will look at the attitude-behaviour relation. The 

theory of reasoned action is used in this research to predict the students’ intended 

behaviour to apply to the presented B2B-sales position.  

 

People get an attitude when they evaluate an object or event in their minds. This is 

termed an attitude object in attitude theory (Eagly and Chaiken, 1998) and it can be 

for example an actual object, abstract idea, people or ideas. (Bohner and Dickel, 

2011) As mentioned in the preliminary literature review of attitudes, attitudes can be 

measured (Thurstone, 1928). Attitudes are thought to be either positive or negative 

(Rosenberg, 1960). The modern methods can measure both conscious (explicit) 

and unconscious (implicit) attitudes, but with different measurement techniques 

(Greenwald & Banaji, 1995). Attitude is a person’s internal state and can last a short 

or long time. You cannot directly observe attitude, but it can be inferred from 

observable responses. An attitude forms after the first experience of attitude object 
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in some form, either as a direct or indirect experience. attitude formation can either 

be implicit (automatic, subconscious) or explicit (deliberate, conscious). Attitudes 

can be formed by linking two attitude objects together in a person’s mind. In some 

form and to some extent, the experience and the differently formed attitudes are 

stored in mind and memory for later use. (Eagly and Chaiken, 1998) 

 

Olson and Zanna (1993), who reviewed the attitude literature from 1989 to 1991, 

conclude that there is no universally agreed-upon definition of attitude. According to 

their review, most theorists agree that (1) evaluation is the central aspect of 

attitudes, (2) attitudes are represented in memory, and (3) attitude composes of 

affective, cognitive and behavioural components. Still today there’s no universal 

definition of attitude and new perspectives keep adding to Olson and Zanna’s (1993) 

definition.  

 

Attitude Certainty. There’s a discussion within the attitude theorist and social 

psychology about attitude stability, how certain attitudes are if attitudes can predict 

behaviour, and how correct they are. Attitude certainty is “a metacognitive attribute 

of people’s attitudes” (Petrocelli, Tormala & Rucker, 2007; Petty, Briñol, Tormala, & 

Wegener, 2007; Rucker & Petty, 2004; Tormala & Petty, 2002). Attitude certainty 

can be compared to weak and strong attitudes as some of our attitudes are more 

durable and impactful than others (Krosnick & Petty, 1995) and strong attitudes can 

be more resistant and have a bigger impact on our thoughts and behaviour 

(Petrocelli et al., 2007). Attitude certainty can come from easy attitude accessibility 

(Crano & Prislin, 2006; Holland, Verplanken & van Knippenberg, 2003) or by going 

through a thorough analytic process of the attitude related beliefs (Crano & Prislin, 

2006; Haddock, Rotheman, Reber & Schwartz, 1999). Outside factors like social 

support can influence a person’s attitude certainty (Petrocelli et al., 2007; Festinger, 

1954; Visser & Mirabile, 2004). When the attitude certainty is high, the person is 

more difficult to persuade to change the attitude (Petrocelli et al., 2007; Tormala & 

Petty, 2002; Wu & Shaffer, 1987; Kelley & Lamb, 1957).  

 

Attitude correctness. People feel differently about the justification and validity of 

attitudes. Petrocelli et al. (2007) call this attitude correctness. One way to recognize 
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attitude correctness is when a person thinks that other people should think the same 

way about the attitude object as he or she does. (Krosnick & Schuman, 1988; 

Tormala & Petty, 2002) The validity of an attitude can come from a social 

comparison of attitudes (Petrocelli et al., 2007; Fazio, 1979; Festinger, 1954). If a 

person finds out that other people share the same view and attitude, this information 

can validate the person’s perception and opinion of that attitude object (Petrocelli et 

al., 2007, Festinger, 1954; Visser & Mirabile, 2004). “Social consensus essentially 

provides individuals with information about how socially “correct” their attitudes are” 

(Petrocelli et al., 2007, p. 31).  

 

Attitude stability and clarity. Attitude stability and clarity vary depending on how 

certain a person is about his or her opinion about something. Often people have no 

ready-made attitudes (Bem, 1967; Hastie & Park, 1986). The repeated expression 

of an attitude can increase attitude clarity (Petrocelli et al., 2007, Holland et al., 

2003). Attitude accessibility can affect attitude clarity. It can be assumed, that the 

more accessible the attitude is, the clearer it can be. Accessibility of an attitude can 

cause the clarity of an attitude to be higher. (Petrocelli et al., 2007) It has been 

reported that sometimes people don’t know the reasons for their attitudes (Petrocelli 

et al., 2007) which can affect attitude clarity.  

 

Attitude ambivalence. Attitudinal ambivalence means that a person can hold 

negative and positive attitudes towards something at the same time (Conner & 

Sparks 2002, Jones et al. 2000). This doesn’t necessarily make an attitude unstable. 

A person can like beer but hates the hangover associated with it. Or people can love 

chocolate and hate calories. In the sales concept, a person may dislike the telesales 

people, but know some other salespeople he or she likes. In the attitude literature, 

ambivalence is seen as an aspect of attitude strength (Crano & Prislin, 2006; 

Armitage & Conner 2000; Maio, Esses & Bell, 2000a; Maio, Fincham & Lycett 

2000b; van der Pligt, De Vries, Manstead & van Harreveld, 2000). The processing 

of information seems to require more effort at the high levels of ambivalence (Crano 

& Prislin, 2006, van Harreveld, van der Pligt, de Vries, Wenneker & Verhue, 2004) 

Theoretically ambivalent construct can be said to have two separate dimensions 

rather than single bipolar dimension (Crano & Prislin, 2006). “Higher levels of 
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ambivalence are associated with weaker attitude-behaviour relationships, greater 

attitudinal pliability, and elaboration-oriented versus action-oriented approaches to 

decision making” (Crano & Prislin, 2006, p. 365). 

 

Early studies of attitude are about prejudice, which in attitude literature means 

attitudes towards minority groups (Eagly & Chaiken, 1998), and public opinion. The 

interest at the time was to find out attitudes towards minorities, especially black 

people (Allport, 1935; Rosenberg, 1960; Katz, 1960). Interestingly, these topics 

have not gone anywhere, and the black lives matter campaign has brought prejudice 

issues to the forefront once again.  Liking or interpersonal attraction can be used 

when talking about attitudes towards individual people. When talking about one’s 

attitudes about self, usually term self-esteem is used. (Eagly & Chaiken, 1998) 

Attitudes that are targeted towards governmental policy or relations between social 

groups are sometimes called social attitudes or political attitudes (Eagly & Chaiken, 

1998). 

 

Nowadays attitudes are studied from many perspectives and concerning many 

issues such as marriage, work, organic food, disability and immigration. This study 

focuses on conscious (explicit) attitudes towards professional selling and applying 

to B2B-job. Next, I will discuss the structural theory of attitude to see how attitudes 

are formed. After that, I will investigate the attitude-behaviour relation and how 

behaviour can be predicted by attitudes. Finally, I will link attitude to motivation.  

 

2.4.1 A structural theory of attitude  

 

Rosenberg (1960) proposes that attitude is a combination of a person’s feelings 

(affect) and beliefs (cognition) towards a certain object or issue and behaviour 

(conation) (Rosenberg & Hovland, 1960). People try to reach congruency between 

their beliefs and feelings towards a certain thing. When there is congruency, attitude 

is said to be in a stable stage. The affective-cognitive components are in that case 

in balance. If beliefs or feelings are modified, the attitude can change. When these 

two components are mutually inconsistent, the attitude is in an unstable state. There 

is then an imbalance of affective-cognitive components. To be able to test the 
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attitude-behaviour relation reliably, the object should be physically present 

(Breckler, 1984).  

 

Affect (feelings, emotions) can be measured by monitoring physical signs such as 

heart rate or collecting verbal estimates of the mood or feelings. Feelings can be 

positive such as happy or feeling good, or negative such as sad or feeling bad. The 

cognitive (beliefs, knowledge, perceptions, and thoughts) component can be 

measured as favourable or unfavourable, agreed or disagreed. Behaviour (actions, 

behaviour intentions, verbal statements) can be supportive or hostile. (Breckler, 

1984) This affect-behaviour-cognition is called the tripartite model of attitude 

structure (Breckler, 1984; Rosenberg & Hovland, 1960) (Figure 2).  

 

 

Figure 2. Hierarchical tripartite model of attitude structure (modelled from Breckler, 
1984, p. 1192) 

 

Cognition and affect can be hard to separate. Ajzen (1989) concludes that “there is 

considerable disagreement as to the appropriate means of separating these two 

components” (Ajzen, 1989, p. 246) in other paper about the theory of planned 

behaviour, Ajzen (1991, p. 201-202) discusses the validity of using the affective and 

cognitive measure, that “using the two separate measures of attitude did not 

significantly improve prediction of leisure intentions.” Breckler (1984) advises that 

when measuring attitude according to the tripartite model, the three components 

should all be measured or specify, which of the three components is measured. In 

this study, the cognitive component will be used to measure attitude towards 

professional selling. And the behaviour component is looked at through the lens of 

motivation and intended action. Actual behaviour is not measured. Otherwise, the 

structural model chosen for this study of attitudes is the cognitive-intention to act -



   

50 

 

model (Figure 3), which is thus modified from the tripartite model. Affect will not be 

measured since cognition will give enough data about attitudes in this study. 

 

Figure 3. A modified hierarchical bipartite model of attitude structure used in this 
study 

 

2.4.2 Applying the theory of reasoned action to students’ attitudes towards 

applying to a B2B-sales job 

 

The purpose of social psychology and attitude studies is to predict and understand 

people’s behavior. This section analyzes how to best predict behaviour. When 

measuring attitudes, the theory of reasoned action is applied, to predict students’ 

intention to apply to a B2B-sales job. Several researchers have voiced their concern 

of the low or nonsignificant attitude-behavior relation in attitude research (Ajzen & 

Fishbein, 1977; Calder & Ross, 1973; Campbell, 1963; DeFleur & Westie, 1958, 

1963; Deutscher, 1966, 1969; Ehrlich, 1969; Kelman, 1974; Rokeach, 1967; Tittle 

& Hill, 1967). Because one of the goals in this study is to predict the students’ 

willingness to work in professional sales, I decided to apply the theory of reasoned 

action to do that. Fishbein and Ajzen’s goal in creating the theory of reasoned action 

was to improve the attitude-behaviour relation and to better predict people’s 

behavior from their attitudes. Reasoned action is a conscious behaviour under a 

person’s volitional control (Bagozzi & Warsaw, 1992). In the mid-'80s Sheppard, 

Hartwick and Warshaw (1988) investigated the Fishbein and Ajzen theory of 

reasoned action to date and conducted two meta-analyses to investigate the 

effectiveness of the model. They found strong evidence for the predictive utility of 

the model. 
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Fishbein’s and Ajzen’s (1975) theory of reasoned action has been widely used and 

referenced in social psychology research to predict and understand motivational 

influences on behavior. Intentions and estimations in this theory, indicate how much 

effort people are willing to exercise to perform the behaviour. A strong intention is a 

sign of more likely behaviour (Ajzen, 1991). Ajzen (1985) later proposed an 

extension of the theory of reasoned action and included perceptions of behavioural 

control to even better predict intentions and behavior. This extended theory is called 

the theory of planned behavior. (Madden, Ellen & Ajzen, 1992) These two theories 

differ from each other based on whether the behaviour in question is under volitional 

control, which means that the person is in control of the decision to perform the 

behaviour. (Ajzen, 1991) In this study of students’ attitudes towards professional 

selling and applying to B2B-sales job, applying to a job is behaviour under the 

applicant’s control. Getting a job is not. Thus, the used survey in the research does 

not try to measure getting an actual B2B-sales job but instead of applying for one. 

The behaviour is the “intention to apply for a specific B2B-sales position”. This is a 

behavioural intention under volitional control, and applicable to the theory of 

reasoned action.  

 

Ajzen (1991) states (in the theory of planned behaviour, which also applies to the 

theory of reasoned action) that a more favourable attitude normally results in a 

stronger intention to perform the behaviour. This leads me to hypothesize: 

 

H6: Attitude towards applying to a B2B-sales job is an indication of 

estimation to apply to the B2B-sales job. 

 

Ajzen and Fishbein (1977) conclude that relation between attitude and behaviour is 

likely to increase when the attitudinal and behavioural entities correspond closely 

with the target and action element. To better predict the attitude-behaviour relation 

they suggest you need to look at four different elements: (1) “the action” (applying 

for the sales position), (2) “target at which the action is directed” (a specific job 

advertisement), (3) “the context in which the action is performed” (applying to that 

particular B2B-sales job as a business school graduate) and (4) “the time at which 

it is performed” (after graduation).  
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In this study, I measure attitudes towards professional selling and willingness to 

apply to a presented B2B-sales position. Attitude towards selling is not time-

sensitive and it measures the general attitude towards professional selling. This 

study has addressed the required four elements mentioned above to get an accurate 

prediction of the students’ behavior about working in B2B-sales. (1) The Action – 

students’ attitude towards intended behaviour is “attitude towards applying to the 

presented B2B-job”. (2) The target - The students are presented a B2B-sales job 

position to apply to. (3) The context - As a business school student looking for work 

after graduation. (4) The time – Action is assumed to happen when the student 

graduates and looks for work. The students’ estimation to apply to the B2B-sales 

job is also measured, which should be a good indication of the behaviour. 

 

Ajzen and Fishbein (1977) conducted a theoretical analysis and review of 109 

empirical research concerning attitude-behaviour relations. Of the 109 

investigations reviewed in their article, 26 had low correspondence between 

attitudinal and behavioural entities, which resulted in not significant attitude-

behaviour relation. When the correspondence was partial, 20 cases had no 

significant relation and 47 had low or inconsistent relation. When the 

correspondence was high, also the attitude-behaviour relation was high. The 

highest attitude-behaviour relation was achieved when the correspondence 

between attitudinal and behaviour entities was high and the measures were 

appropriate. Out of 109 investigations, 26 had a high attitude-behaviour relation. 

This investigation proves that attitude alone does not always predict the behavior 

right. A positive attitude does not necessarily result in action or intended action and 

vice versa, a negative attitude may not impede action. In several of their prior 

publications, they doubt the utility of the assessment of the attitude concept (Ajzen 

& Fishbein, 1973; Fishbein, 1967, 1973; Fishbein & Ajzen, 1972, 1974, 1975). Thus, 

the following hypothesis is presented: 

 

H7: A positive attitude towards professional selling does not indicate 

that the attitude towards applying to a B2B-sales job is also positive.  
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The theory of reasoned action comprises of behavioural beliefs and subjective 

norms. The behavior in this theory is a function of beliefs relevant to the behavior. 

The beliefs in this theory comprise of behavioural beliefs which presumably 

influence a person’s attitude about the behaviour and normative beliefs which 

“constitute the underlying determinants of subjective norms” (Ajzen, 1989, p. 252) 

and influence the subjective norm about behaving a certain way (Madden, Ellen & 

Ajzen, 1992). Information and perceptions about the attitude object and thus the 

forming beliefs affect the intended behavior. (Figure 4) 

 

Figure 4. A path model for the theory of reasoned action 

 

Salient beliefs. A person can have several beliefs towards a certain behaviour but 

only a few that are active or salient at any given time. The theory of reasoned action 

assumes that it is these salient beliefs that affect our intention or behaviour. (Ajzen, 

1991) Fishbein and Ajzen (1975) talk about the expectancy-value model of attitudes. 

The beliefs about an object form as we associate it with other objects, attributes or 

events. Behavioural attitudes form as we associate the behaviour to a certain 

outcome or what is the cost or reward if we perform the behaviour. As attitudes are 

thought to be positive or negative, we naturally behave in a way that results rather 

in a positive than a negative association. When the “estimate is based on salient 

beliefs about the attitude object, it may be termed a belief-based measure of 

attitude” (Ajzen, 1991, p. 191). Ajzen recommends that salient beliefs should be 

collected from the respondents to be able to make a more accurate survey. In this 

study, salient beliefs are not collected due to time constraint. 

 

Normative beliefs and subjective norms. “Normative beliefs are concerned with 

the likelihood that important referent individuals or groups approve or disapprove of 
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performing a given behaviour” (Ajzen, 1991, p. 195). In the TRA subjective norm is 

defined as a perception of those people that are important to the respondent and 

their view if s/he should perform the behaviour or not (Ajzen & Fishbein, 1980). 

Subjective norm links the TRA to the social identity theory (SIT). In both theories, 

subjective norms influence the respondent. In TRA it matters if the important people 

around you approve of your decisions. In SIT the person categorizes and identifies 

oneself by the norms and makes social comparisons. If the social identity is salient 

and the person associates oneself with the subjective norms, the influence of those 

important people on the desired action will be higher. Chang (1998) has investigated 

the correlation between subjective norms and attitudes towards behavioural 

intention. He found that the indirect effect of the subjective norm through attitude 

was significant. Chang (1998), as well as Oliver and Bearden (1985), suggest 

attitude may be affected by social influence. It is therefore hypothesized that: 

 

H8: Subjective norms do influence estimation in applying to B2B-sales 

jobs. 

 

2.5 Motivation 

 

In this section, I discuss the role of motivation when making decisions such as 

applying to a B2B-sales position. When a person is motivated, she is going to do 

something. “Self-determination theory (SDT) is an empirically based theory on 

human motivation, development, and wellness (Deci & Ryan, 2008, p. 182).” Self-

determination means having some autonomy and choice in one’s action and 

behaviour (Amabile, 1993). According to self-determination theory (STD), there are 

two types of motivation: intrinsic and extrinsic motivation (Ryan, 1995; Ryan & Deci, 

2000a, Deci & Ryan, 2008). Intrinsic motivation comes from within the person when 

a person finds the task to be enjoyable or interesting. Extrinsic is a force outside the 

person, that can inspire her/him to do something. Motivation can be measured as a 

person can be not motivated at all or very motivated, or anything between those 

two. (Ryan & Deci, 2000a) An unmotivated person will not move to get something 

done and this is called amotivation. Amotivation can result e.g. from low perceived 

competence towards a task (Deci, 1975), not appreciating the activity (Ryan, 1995), 
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or believing that if the task was performed, the outcome would be something other 

than wanted (Ryan & Deci, 2000a; Seligman, 1975). STD explains different types of 

motivation, not just the amount of motivation (Deci & Ryan, 2008). 

 

Intrinsic motivation. Motivation can be called ‘the why’ or direction of action. The 

orientation of motivation concerns the underlying attitudes and goals that give a 

reason or rise to action. Schools and educational institutions are especially intrigued 

by the intrinsic motivational factors (Ryan & Deci, 2000a; Ryan & Stiller, 1991) since 

intrinsically motivated people tend to be more creative and have high learning 

results (Ryan & Deci, 2000a). When a person is intrinsically motivated, she acts 

because the action or task itself gives satisfaction or enjoyment. The STD 

emphasizes that social and environmental factors can either subdue or enforce 

intrinsic motivation. (Ryan & Deci, 2000a) Intrinsic motivation can be enhanced by 

positive feedback (Deci, 1971; Harakiewicz, 1979). Negative feedback (Ryan & 

Deci, 2000a; Deci & Casio, 1972), as well as threats (Ryan & Deci, 2000a; Deci & 

Cascio, 1972) and deadlines (Amabile, DeJong, & Lepper, 1976), can lower it. 

Controllers of behaviour and thus factors that lessen the sense of autonomy seem 

to diminish intrinsic motivation.  

 

Extrinsic motivation. Ryan and Deci (2000a) in SDT propose that many different 

types of extrinsic motivators vary in states, some are active and powerful, and others 

are weaker in their power to influence action. Extrinsic motivation comes from 

outside the person and the task can be done with dislike or unwillingly. Or extrinsic 

motivation can be attached to achieving a goal and the task is then done willingly. 

Extrinsic motivation can come from the instrumental value of wanting to achieve 

something. This type of extrinsic motivation has a feeling of choice and high 

autonomy. In contrast, a person can perform an activity to avoid sanctions from a 

boss. This type of extrinsic motivation comes from outside and has a low level of 

autonomy. (Ryan & Deci, 2000a) Motivation research has demonstrated that 

extrinsic rewards can diminish intrinsic motivation (Deci, 1971; Lepper, Greene, & 

Nisbett, 1973). Early in the motivation research extrinsic motivation was a less 

powerful motivator than intrinsic motivation (deCharms, 1968). Schools and 

workplaces are places where extrinsic motivation is strongly present. In both places, 
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people are required to participate in the action and do tasks that are not innately 

satisfying nor interesting. Rewards such as money or better grades are used to 

motivate people. When a person internalizes company goals and values and is more 

integrated into the company s/he will be more committed and have a sense of 

autonomy even if the motivation is extrinsic. 

 

2.5.1 Motivation and basic psychological needs for wellbeing.  

 

According to STD, three universal basic needs affect human wellbeing and are 

closely linked to motivation (Ryan & Deci, 2000a). The theory does not look at the 

strength of the needs for competence, relatedness and autonomy but looks at the 

concepts that result from if those needs are satisfied or not (Deci & Ryan, 2008). 

These three needs don’t work cyclically, instead, they are persistent (Krapp, 2005). 

Competence refers to the perception of being able to succeed in doing the task at 

hand and being able to use one’s capabilities. Autonomy or autonomous motivation 

is related to a sense of control, “experience of volition”, whether you feel that you 

can control your tasks and environment. Controlled motivation refers to control 

coming from outside by getting a reward or punishment for doing the task. Deci and 

Ryan (2008) think that autonomous and controlled motivation is the most central 

distinction in SDT. Locus of control has to do with what is controlling a person’s 

outcomes and locus of causality has to do with why a person behaves the way s/he 

does (Deci & Ryan, 1985; deCharms, 1981; Ryan & Grolnick, 1986). 

 

Relatedness is about connectedness, the feeling of being part of something, to have 

social contacts, and being accepted by others in the larger society or a team (Krapp, 

2005). High-quality social relations can be a great predictor of positive motivation 

(Ryan & Deci, 2000b). I hypothesize: 

 

H9: The perception of relatedness in B2B-sales position will lead to 

motivation to work in B2B-sales. 

 

These psychological needs are important factors in motivation research since they 

can activate or increase intrinsic motivation and control action and development 



   

57 

 

(Ryan, 1995). The sub-theory of SDT, cognitive evaluation theory (CET) suggests 

that rewards and feedback can increase the feeling of competence during a task 

and that in turn can make the person feel intrinsically motivated and satisfied by the 

action. To activate the feeling of satisfaction the feeling of competence needs to be 

accompanied a feeling of being in control of the situation. The hypothesis has been 

supported in the research that a person needs to experience autonomy and 

competence towards the task at the same time to sense an increase in intrinsic 

motivation. (Ryan & Deci, 2000a; Ryan, 1982) I, therefore, hypothesize that: 

 

H10: The perception of high autonomy and competence in B2B-sales 

position will lead to motivation to work in B2B-sales. 

 

Ryan and Deci (2000a, p. 59-60) point out that it is important to remember that 

according to CET perspective on autonomy and competence “intrinsic motivation 

will occur only for activities that hold intrinsic interest for an individual—those that 

have the appeal of novelty, challenge, or aesthetic value for that individual.” 

 

Ryan and Deci (2000a) bring up the importance of subjective norms in motivation. 

They suggest that the primary reason why people do things is that the activity is 

approved or appreciated by people that are important to them such as family, peers 

or society. University has an important role in pointing out the fact that working in 

professional sales after graduation is appreciated and valued by the professors and 

people associated with the university. The need for connection and relatedness is 

important for anyone’s wellbeing and it is an essential part of SDT and 

understanding motivation.  

 

2.5.2 Motivation and professional sales. 

 

Professional sales seem like a highly controlled field of business. You have sales 

quotas and deadlines to meet, customers to satisfy, and management pressures 

you to increase sales. From the motivational perspective, this is a challenge to the 

management of the company to keep the salespeople highly motivated. Research 

points out in several studies that tasks that are perceived autonomy-supportive 
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instead of controlling, enhance the intrinsic motivation for curiosity and aspiration 

for a challenge (Deci, Nezlek, & Sheinman, 1981; Ryan & Grolnick, 1986). People 

who feel highly controlled lose the ability to initiate and their ability to learn complex 

things diminishes (Benware & Deci, 1984; Grolnick & Ryan, 1987). Even if these 

studies on motivation are often done amongst the students, it can be applied to a 

broader audience, since it is about human behaviour. As the chapter in professional 

selling (2.1, p. 29) pointed out, the sales field is getting increasingly complex and 

salespeople must constantly learn new technologies or study their clients or 

competition. If the salespeople are under high pressure and control, they may 

perform less well in their duties. This is an important issue for the management of 

the company to understand. Salespeople can perform better if given more autonomy 

instead of controlled highly. Self-motivation is key in any job. If a salesperson feels 

that goal is impossible to reach or there’s not enough competence to perform it, s/he 

can lose motivation towards it altogether. 

 

Why is it important to understand the motivational structure in sales jobs? Many 

sales positions are heavily weighted on bonus structures dependent on how the 

salesperson performs. One reason for a high turnover and the unattractiveness of 

working in sales could be, that money only motivates to a certain degree. If the task 

at hand is not interesting, challenging, or offers satisfaction and thus intrinsic 

motivation, the person may not last in that position, or in the sales for that matter, 

that long. Extrinsic motivators such as money or career goals will carry a person 

some distance, but to find intrinsic motivation will improve the well-being of the 

salesperson and also most probably give much better long-term results to the 

company. If a person has the motivation to work in sales, s/he will be most likely 

willing to apply to the B2B-sales job. I, therefore, present a hypothesis: 

 

H11: The motivation to work in B2B-sales jobs will correlate with an 

estimation of applying to the B2B-sales jobs. 

 

The summary of the hypotheses can be found in Table 2 and the conceptual model 

with the hypotheses is presented in Figure 5. 
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Figure 5. The conceptual model with the hypotheses 

 

2.6 Summary of hypotheses 

 

Table 2. Summary of the hypotheses 

H1 Attitude towards professional selling is negative. 

H2 The higher level of studies influences the perceived importance of sales positively. 

H3 A strong social identity can increase the perception of a person’s capabilities and 

ability to succeed with her/his talent in a job, such as a B2B-sales job. 

H4 A strong social identity of the students does affect the approval of subjective norms 

positively. 

H5 The higher level of studies influences the attitude towards professional sales jobs 

positively. 

H6 Attitude towards applying to a B2B-sales job is an indication of estimation to apply 

to the B2B-sales job. 

H7 A positive attitude towards professional selling does not indicate that the attitude 

towards applying to a B2B-sales job is also positive. 

H8 Subjective norms do influence estimation in applying to B2B-sales jobs. 

H9 The perception of relatedness in B2B-sales position will lead to motivation to work 

in B2B-sales. 

H10 The perception of high autonomy and competence in B2B-sales position will lead 

to motivation to work in B2B-sales. 

H11 The motivation to work in B2B-sales jobs will correlate with an estimation of 

applying to the B2B-sales jobs 
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3 RESEARCH DESIGN AND METHODS 

 

In this chapter, I present the research design and methods. First, the research 

design will be explained and discussed, then the questionnaire development is 

reviewed. Following that, the measures for the research will be defined and the data 

collection method is explained. Finally, the data collection is discussed, and the 

reliability and the validity of the research are analyzed. 

 

3.1 Research design 

 

This is a cross-sectional cohort study of university students. The purpose of this 

study is to find relations between the variables to be able to predict students’ 

behavior based on attitude and motivation measures. Regression analysis was 

chosen as the data analysis methods to test and find the relations between the 

variables. Regression analysis can measure the influence of one or more 

independent variables on a dependent variable. This method can be useful, since 

this type of successful quantitative research method allows results to be generalized 

among the population, in this case, the student population (Lee and Lings, 2008). 

The quantitative method is based on measuring or making quantifiable the wanted 

phenomenon. The measuring unit can vary, and it is dependent on what is being 

measured. (Erätuuli, Leino, Yliluoma, 1994, p. 10-11)  

 

Hypotheses are tested based on the theory and against the data from the students’ 

responses. Since there are prior available data on attitude research, it was possible 

to design the research based on hypothesis testing. Hypotheses give the researcher 

an objective way to approach the research target. (Metsämuuronen, 2009, p.57) At 

first, the factor analysis was run to determine the correct measures. After that, the 

chosen factors relations were tested by the regression analysis. 

 

The data was collected as an online survey during one month at the beginning of 

the school year. Each student answered the survey once and it was not possible to 

retake it after the submission. The online survey allows the collection of 
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standardized data amongst a set sizable population quickly. The context of the 

research is the business school students in a Finnish university. 

 

3.2 Questionnaire development 

 

The time limit for this study was one of the key factors when deciding about the 

research and the data collection method. The aim was to get data from as many 

pre-determined university business school student cohorts as possible, in a short 

time. Thus, an online survey was chosen as the data collection method. The sample 

is collected amongst university business students.  

 

The questions were carefully thought out and designed so that they are easy to 

understand. The plan was to use simple and clear language and not to use double-

barreled questions to avoid confusion (Lee & Lings, 2008). A positive view was 

chosen as the main perspective of the questions. The questionnaire consists of four 

subsets of questions that are designed to measure students’ attitudes and 

motivation towards professional selling. Besides this, a set of questions were 

designed to measure students’ social identity in the university. A set of control 

questions was designed, as well as some extra questions that give some extra data 

about sales and professional selling. These extra questions were not included in the 

measures and additional data. A minor part, two subsets of questions, were 

reversed to see that the respondent is consistent in her/his answers. This is thought 

to increase reliability (Metsämuuronen, 2009, p. 112). Measures and other 

questions are found in Appendix 1.  

 

The scaling was determined to be a classic 7-point Likert scale. This is an often-

used scale in attitude studies. (Metsämuuronen, 2009, p. 70) The scale was chosen 

over a 5-point Likert scale since 7-points gives the respondent more options to 

answer. The respondents answered the claims from strongly agree to strongly 

disagree, extremely important to extremely unimportant, or from extremely likely to 

extremely unlikely. The motivation was measured on a 5-point scale. 
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The first part of the survey was designed to measure the level of students’ social 

identity. It was self-designed and not based on any pre-validated measures. The 

questions were designed according to the social identity theory to measure 

students’ self-esteem and perception of the feeling of belonging in an in-group which 

in this case is the university. Seven questions were drafted and included in the 

survey. The quantity of questions is enough to describe the variable.  

 

The second part of the survey measures the students’ attitude towards professional 

selling. Karakaya et al.'s (2011) questionnaire was modelled to design some of the 

questions, especially to the first two parts of this set of variables (Appendix 1, ASJA 

and AJR).  

 

The third part of the survey was built to measure attitudes towards applying to a 

specific presented B2B-job (see job advertisement, Appendix 2). The section was 

designed from the instructions by Ajzen (2019 and n.a.) on his website which in turn 

is from questionnaire construction is based on the appendix in Fishbein and Ajzen 

(2010) book explaining how to design a theory of planned behaviour questionnaire. 

These instructions were modified to fit the construct of the theory of reasoned action. 

This meant that one section of Ajzen’s questionnaire that measures the power of 

control factors was left out.  

 

The motivation was measured by its own set of questions. One set of motivation 

questions was designed to measure the perceived psychological needs, autonomy, 

competence and relatedness, regarding the presented B2B-sales job. Motivation to 

work in professional sales after graduation, as well as the motivation to apply to the 

presented B2B-job, was measured. This set of questions were self-designed 

according to Deci’s self-determination theory.  

 

After the survey instrument was developed, I tested it with five master’s level 

students. Four of the students were Finnish and one was a foreigner. The purpose 

of the testing was to get feedback about the language and the flow of the survey. 

All the testers were female, which is fine since there were no gender-specific 

questions. The first feedback was about the lengthy introduction, which I then 
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shortened. The following tests went always forward with an improved form. The 

following two feedbacks handled some minor issues about the wording in two of the 

questions, which were then fixed accordingly. The last two feedbacks had no 

recommendations or noted anything to correct. Even if the questionnaire is a long 

one, all the test participants felt that the language was easy to understand, and the 

wording was clear. Even though it was not asked, the test persons told that the topic 

was well presented and from many angles. The term “professional selling” or 

“professional sales job” was chosen over the term “selling” and “sales job”. This 

difference was tested by two students. After talking with them, the wording 

“professional” was chosen to describe the general attitude measure about selling 

and therefore professional selling.  

 

3.3 Defining measures 

 

After the data was collected, it was transferred to SPSS for exploratory factor 

analysis. All the data was kept, but scales were checked for accuracy, and reverse 

coded variables were transformed to match the rest of the dataset. Each grouping 

was given individual initials to recognize how the variables matched the original 

questionnaire setting with the resulting factors. 

 

For this study, the principal axis factoring method was chosen. The purpose was to 

find groups, factors, which describe the variable group the best. Fabrigar et al. 

(1999) in their paper refer to methodologists who recommend at least three to five 

variables representing each common factor (MacCallum, Widaman, Zhang & Hong, 

1999; Velicer & Fava, 1998). Fabrigar et al.’s (1999) suggestion is to use four to six 

variables per factor. He also recommends that the sample size of 100 the 

communalities should be 0,70 or higher, and there should be four to five variables 

for each factor. Reliability such as Cronbach alpha is recommended to be above 

0,70.  

 

Communality measures an individual variable’s accuracy or validity. If the value is 

less than 0,30, it does not measure the variable very accurately. (Metsämuuronen, 

2009, p. 1464) The successful measure is thus above 0,30 and preferably closer to 
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0,50. Fabrigar et al. (1999) note that results can have differences if communalities 

are below 0,40, and there is only a modest number of variables such as three or 

less (Widaman, 1993). The Kaiser-Meyer-Olkin (KMO) test measures how suitable 

the variable is for the factor analysis. The KMO is recommended to be over 0,6 

(Metsämuuronen, 2009, p. 660). 

 

When deciding the correct number of factors, one can use an eigenvalue above one 

as a measure. Another way to determine the most suitable number of factors is the 

“scree test” (Fabriger, 1999; Cattell, 1966; Cattell and Jaspers, 1967). The “scree 

test” is presented in a graph, where the last major drop in the magnitude of the 

eigenvalues is the ideal number of factors. Oblique rotation (promax) was used in 

this study for those measures where there is more than one factor present. The 

rotation is used to find the correlations between the variables to form the factors. 

 

The reliability of the measures was analyzed by calculating Cronbach’s alpha for 

each factor. The Cronbach alpha value should be above 0,60 to be acceptable. The 

Cronbach’s alpha values between 0,70 and 0,80 are acceptable and above 0,80 

values are considered fairly high, and thus indicating that the reliability of the 

measure is good. (Metsämuuronen, 2009, p.78) These values and suggestions 

presented in this section were used to define the measures. Next, I will go through 

each section of the measures separately to find the correct number of factors and 

to find out the reliability of each set of variables. 

 

3.3.1 Social identity 

 

The social identity was the first variable set to be analyzed. The factor analysis 

identified one factor with values ranging from 0,531-0,849, which are within an 

acceptable range. Also, the communalities are mostly above 0,300 and four out of 

six variables the communalities are above 0,400. since the Kaiser-Meyer-Olkin test 

(KMO) is 0,856 and the Cronbach’s alpha 0,853, all the variables were kept for the 

perception of the university. The questions were originally designed for one 

grouping and the factor analysis confirmed that this measure is accurate. The results 

of the factor analysis are reported in Table 3. 
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Table 3. Factor analysis of social identity in the university 

Item Factor 

1 

Communalities 

Initial/Extraction 

SI1 

I identify myself as one of “us” in the University School of 

Business and Management and I am proud of it. 

0,849 0,643 / 0,720 

SI6     

In the University School of Business and Management we 

have symbols, traditions, and rituals that give me a stronger 

“University-identity”. 

0,741 0,507 / 0,549 

SI3    

I just go to University to study. I don’t feel like part of the 

community. (REV) 

0,738 0,544 / 0,545 

SI2     

As the University gets positive recognition in the media, I 

identify with that recognition and feel good. 

0,684 0,480 / 0,468 

SI4     

The fact that I am a University School of Business and 

Management student, raises my self-esteem. 

0,661 0,412 / 0,437 

SI7     

The leadership in the University is visible and easy to 

associate with. 

0,554 0,298 / 0,307 

SI5     

I don’t identify with the students in other universities as 

strongly as I identify with “own” university students. I feel in 

our University it is “us”, and for the students in other 

universities, it is “them”.  

0,531 0,293 / 0,282 

Eigenvalue 3,801  

Cum% of variance explained 47,267  

KMO  0,865  

Cronbach’s alpha 0,853  

 

 

3.3.2 Attitude towards professional selling 

 

The attitude towards professional selling measure consists of three subsets 

originally: (1) attitude towards professional sales jobs, (2) attitude towards job 

requirements and (3) perceived importance of professional sales. After running the 

factor analysis items were loaded into four factors, where one question was set 

alone as one factor. Scree test was suggesting between two to four factors. The 

ideal number of factors were tested with the eigenvalue above one and suggesting 

a certain number of factors determined from the ‘scree test’ result. Testing the three 
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factors gave an error: “Attempted to extract 3 factors. In iteration 25, the 

communality of a variable exceeded 1.0. Extraction was terminated.”  

 

Items with low communality and one item loading to two separate factors were 

removed. This resulted in removing one item from each subset: AJR1, AIS1 and 

ASJA3. After that, the KMO was close to 0,800 at 0,793 and Cronbach’s alpha was 

0,781 on factor 1 and 0,698 on factor 2. Removal of any more items did not raise 

the Cronbach’s alpha, so the rest of the items were kept, even if the communalities 

remained below 0,300 on some items. In this model, factor 1 loadings are 0,312-

0,779 and factor 2 loadings are 0,362-0,865, which are at the acceptable level even 

if not very high altogether. The results of the factor analysis are reported in Table 4. 

 

3.3.3 Attitude towards applying to B2B-job 

 

This is an attitude measure of intended behavior.  Originally the measure consists 

of three subsets: (1) attitude towards the outcome of applying to the B2B-sales job, 

(2) subjective norms in the university and (3) estimation of applying to the B2B-sales 

job. After the exploratory factor analysis, three factors loaded, by eigenvalue above 

1 or more. Two items were removed, ATBA1 and ETA3, since removing them raised 

the Cronbach’s alpha and thus improved the reliability of the measure. Factor 

loadings are relatively high: from 0,685 to 1,003 for factor 1, from 0,857 to 0,987 for 

factor 2 and from 0,797 to 0,941. The communalities of the items are from 0,514 to 

0,949, which are acceptable levels and for most items at high levels. Each subset 

has three to four items per factor, which is an acceptable level. KMO is 0,861 and 

Cronbach’s alpha from 0,895 to 0,956 which are all high levels and indicate that the 

reliability of the measure is high. The results of the factor analysis are reported in 

Table 5. 
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Table 4. Attitude towards professional selling 

Item Factor 

1 

Factor 

2 

Communalities 

Initial / Extraction 

AJR3    

A professional sales job offers very few chances 

for advancement. (REV) 

0,779  0,453 / 0,548 

ASJA4    

A professional sales job offers career growth 

opportunities. 

0,705  0,452 / 0,544 

AJR4    

Professional selling is a job not a career. (REV) 

0,596  0,312 / 0,278 

AJR2     

A professional sales job requires only a little 

intelligence. (REV) 

0,596  0,259 / 0,308 

ASJA5    

A professional sales job provides substantial 

income. 

0,537  0,366 / 0,386 

ASJA2     

A professional sales job is valuable. 

0,472  0,347 / 0,282 

ASJA1     

A professional sales job is personally satisfying. 

0,312  0,312 / 0,269 

AIS3     

The importance of sales to company success is 

emphasized in University courses. 

 0,865 0,461 / 0,678 

AIS4     

It is made clear in the University courses that 

professional salespeople are very valuable to 

any company. 

 0,776 0,482 / 0,581 

AIS2     

A professional sales position is the most valued 

position in the company. 

 0,362 0,251 / 0,248 

Eigenvalue 3,709 1,443  

Cum% of variance explained 31,405 41,216  

KMO  0,793 0,793  

Cronbach’s alpha  0,781 0,698  
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Table 5. Attitude towards applying to B2B-sales position 

Item Factor 

1 

Factor 

2 

Factor 

3 

Communalities 

Initial / Extraction 

SN2    
I think my peers in university would approve 

my decision to apply for that type of 

professional B2B-sales position after I 

graduate. 

1,003   0,811 / 0,905 

SN4    
I think my closest friends in university would 

approve my decision to apply for that type of 

professional B2B-sales position after I 

graduate. 

0,864   0,761 / 0,805 

SN3    
I think my friends in university social clubs 

would approve my decision to apply for that 

type of professional B2B-sales position after I 

graduate. 

0,852   0,767 / 0,804 

SN1    
I think the university professors would 

approve my decision to apply for that type of 

professional B2B-sales position after I 

graduate. 

0,685   0,501 / 0,514 

ETA4    
After I graduate, I would be likely to apply to 

as many as possible this type of B2B-sales 

position until I got the sales job. 

 0,987  0,825 / 0,840 

ETA2     
When I graduate, I would be likely to make it 

my priority to apply for this type of B2B-sales 

position. 

 0,934  0,859 / 0,882 

ETA1      
When I graduate, I would be likely to apply for 

this type of B2B-sales position as soon as 

possible. 

 0,857  0,899 / 0,949 

ATBA2     
It would be important for me to succeed in 

getting the application in as soon as possible 

so my chances of getting that professional 

B2B-sales job would improve. 

  0,941 0,773 / 0,897 

ATBA4    
It would be important for me to get more 

information about the B2B-sales position to 

write a better application. 

  0,800 0,571 / 0,598 

ATBA3     
It would be important for me to get the 

application in on time so I would not miss out 

on that professional B2B-sales job as an 

account manager. 

  0,797 0,736 / 0,776 

Eigenvalue 5,470 1,962 1,111  

Cum% 52,856 70,587 79,694  

KMO total 0,861    

Cronbach’s alpha  0,916 0,956 0,895  
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3.3.4 Motivation 

 

The motivation was measured from two perspectives. One measures the 

psychological needs from the competence, autonomy and relatedness perspective. 

The other motivation measure is to find out the motivation and intention levels of 

students plan to work as a professional salesperson.  

 

At first, the dataset of perceived motivation was loaded, and the factor analysis was 

conducted. The factor analysis divided the data into three factors when an 

eigenvalue 1 or higher was set. One item MA4 was removed since the removal 

raised the Cronbach’s alpha and thus the reliability of the measure. KMO is 0,814 

which is high, and Cronbach’s alpha is from 0,794 to 0,875 which indicates high 

reliability. Communalities on all but one, are above 0,300 and thus on an acceptable 

level. Autonomy and competence loaded into the same factor, which is taken into 

consideration on testing the hypothesis. Relatedness loaded on its factor and 

control items of the autonomy as a separate factor. The results of the perceived 

motivation factor analysis are reported in Table 6. 

 

Next, the dataset for motivation and intention to work in professional selling was 

loaded and analyzed with the factor analysis. Originally the motivation and intention 

were separate subsets. The analysis loaded one factor with high KMO 0,825 and 

Cronbach’s alpha 0,931. Removal of IPPS3 raised the Cronbach’s alpha. Removal 

of IPPS2 would have given even higher Cronbach’s alpha, but the item was not 

removed, since the values were already high and five items per factor were 

considered better than four items per factor. Communalities are high from 0,493 to 

0,853, which indicates a high correlation between items, and factor loadings from 

0,702 to 0,931, which are high. The combination of motivation and intention to work 

as a professional salesperson will be considered when testing the hypothesis. The 

results of the motivation and intention to work in professional selling factor analysis 

are reported in Table 7. 
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Table 6. Perceived motivation as psychological needs in B2B-sales job 

Item Factor 

1 

Factor 

2 

Factor 

3 

Communalities 

Initial / Extraction 

MA2     
I would feel confident in working on my own to manage 

my time and tasks as a B2B-sales account manager. 

0,969   0,670 / 0,742 

MC4     
I have confidence that I would achieve the set sales 

quotas as a B2B-sales account manager. 

0,767   0,652 / 0,628 

MA1     
I think I would have a great influence and control of my 

day-to-day tasks in that job as a B2B-sales account 

manager. 

0,749   0,611 / 0,530 

MC3     
I could easily develop my position and thus be able to 

advance in my career as a B2B-sales account manager. 

0,663   0,586 / 0,559 

MA3     
I would enjoy creating and nurturing client relationships 

on my own as a B2B-sales account manager. 

0,590   0,561 / 0,552 

MC5     
I am very talented in forming and maintaining client 

relationships as a B2B-sales account manager. 

0,509   0,521 / 0,419 

MC2   
I am good at time management and manage easily 

setting up client meetings as a B2B-sales account 

manager. 

0,502   0,522 / 0,389 

MC1   
Studying at University has given me all the necessary 

skills to excel in my work as a B2B-sales account 

manager. 

0,502   0,314 / 0,275 

MR3   
I feel that I would be welcomed as part of the work 

community and enjoy myself as a member of the team. 

 0,868  0,595 / 0,678 

MR2   
As a B2B-sales account manager my work efforts would 

be appreciated by my colleagues. 

 0,846  0,643 / 0,701 

MR4    
I expect to be well supported by the management of the 

company as a B2B-sales account manager. 

 0,581  0,479 / 0,446 

MR1   
I think teamwork brings the greatest results in a position 

of a B2B-sales account manager. 

 0,564  0,416 / 0,334 

MA6   
Instead of me setting my deadlines as B2B-sales 

account manager, I am at my best when deadlines are 

set for me by someone else like my boss. (REV) 

  0,811 0,543 / 0,642 

MA5   
I think it is great that somebody else sets my goals and 

I just do what is told as a B2B-sales account manager. 

(REV) 

  0,774 0,544 / 0,674 

Eigenvalue 5,612 2,178 1,174  

Cum% 34,369 46,132 51,492  

KMO total 0,814    

Cronbach’s alpha   0,875 0,805 0,794  
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Table 7. Intention and motivation to pursue professional sales jobs after graduation  

Item Factor 

1 

Communalities 

Initial / Extraction 

MTA2     
After you graduate, how interesting would it be to apply to this type of B2B-

sales position? 

0,931 0,845 / 0,853 

MTA3     
After you graduate, how much would you like to apply to this type of B2B-

sales position? 

0,924 0,866 / 0,866 

MTA1     
After you graduate, how motivated would you be to apply for that type of 

B2B-sales position? 

0,887 0,830 / 0,787 

IPPS1     
I am very interested in pursuing a professional sales job after I graduate. 

0,834 0,767 / 0,695 

IPPS2     
Getting a position as a professional salesperson is a priority for me after 

graduation.  

0,702 0,685 / 0,493 

Eigenvalue 3,935  

Cum% 73,894  

KMO  0,825  

Cronbach’s alpha  0,931  

 

 

3.4 Data collection 

 

The empirical data was collected from the university’s school of business and 

management students by a self-developed questionnaire (appendix 1). The survey 

was developed as described prior. The questionnaire was broad and contained six 

(6) background questions, seven (7) questions about the students’ social identity, 

nineteen (19) questions about attitudes towards professional selling, and twenty-

eight (28) questions about applying to the presented B2B-sales position.  Seven (7) 

of the questions were reverse coded. The questions were in the same order for all 

the respondents. The survey was entirely anonymous and confidential. There was 

no information collected such as age or nationality, that could identify the 

respondent and the participants received no incentives. 

 

Data collection was targeted at the first- and third-year bachelor’s and first- and 

second-year master’s students. The survey was sent to the students electronically 

and it was accessible in an online survey platform Qualtrics.  The sent email 

contained information about the aim of the study and instructions on how to 
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participate in the survey. The link to the questionnaire was sent in an email by the 

student services. Two reminder emails were sent after the initial message. The first 

reminder was sent one week before the deadline and the second reminder on the 

day of the deadline. The challenge with online surveys is, that they are easily 

ignored, and the percentage of responses can be low. The students were given two 

weeks to respond. After the first deadline, three professors agreed to help with data 

collection and sent the survey link with the cover letter to their students. Altogether 

the survey was active for three and a half weeks.  

 

3.5 Reliability and validity 

 

Reliability and validity are quality measures of the research. Reliability is an 

essential part of any research and tells us how well the model created about the 

phenomenon describes it (Erätuuli et al., 1994, p. 10). In general, a longer survey 

with more measures is more reliable than a short survey with just view measures 

(Metsämuuronen 2009, p. 68). The reliability of the study measures how repeatable 

it is (Metsämuuronen 2009, p. 74).  Reliability of the measures in this study was 

analyzed by using Cronbach’s alpha, where values above 0,80 are an indication of 

reliable measure, values between 0,70 to 0,80 are good and values between 0,60 

to 0,70 are not good, but still acceptable. Each factor in the factor analysis was 

reported separately for Cronbach’s alpha value (Table 8). Cronbach values for each 

measure are between 0,698 – 0,931 which are from an acceptable level to very 

good level.  

 

Table 8. Cronbach’s alpha values from factor analysis to measure reliability 

Measure Cronbach’s alpha 

Social identity Factor 1: 0,853 

Attitudes towards professional selling Factor 1: 0,781  

Factor 2: 0,698 

Attitudes towards applying to B2B-sales job Factor 1: 0,916  

Factor 2: 0,956  

Factor 3: 0,895 

Motivation – competence, autonomy and relatedness Factor 1: 0,875  

Factor 2: 0,805  

Factor 3: 0,794 

Motivation and intention Factor 1: 0,931 
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The validity of the research describes how well the results manage to help answer 

the research question (Erätuuli et al., 1994, p. 19). Validity can be divided into outer 

and inner validity. Outer validity determines how generalizable the research I and if 

so to which groups it applies to.  Inner validity analyzes whether the concepts are 

suitable for the study, is the theory correct and suitable, are the measures correctly 

formed, and do they measure what the study is meant to measure. 

(Metsämuuronen, 2009, p. 65, 74). Factor analysis was used to analyze the validity 

of the measures and concepts. KMO (Kaiser-Meyer-Olkin) values are 

recommended to be over 0,60 (Metsämuuronen 2009, p.660) and for the measures 

used in this study, they are listed in Table 9. Communalities of each variable used 

in the measures are listed in Tables 2 to 6. Most of the communalities are well above 

0,30 and thus acceptable level. Communalities or factor loading that were below 

0,30 were rejected and then new factor loading was done. 

 

Table 9. KMO values for the measures to analyze the validity 

Measure KMO 

Social identity 0,865 

Attitudes towards professional selling 0,793 

Attitudes towards applying to B2B-sales job 0,861 

Motivation – competence, autonomy and relatedness 0,814 

Motivation and intention 0,825 

 

 

The concept model’s validity was tested by measuring R-squared (R²) on each 

dependent variable and the results can be seen in Table 10 (p. 80). 
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4 RESULTS 

 

In this chapter, the results of the survey will be analyzed. At first, I will present the 

descriptive statistics such as gender distribution and the student’s level of studies, 

sales experience, and interest in sales courses. After the descriptive statistics, the 

structural model will be tested and finally, the hypotheses will be tested and 

analyzed. 

 

4.1 Descriptive statistics 

 

A total of 129 responses were received on an online survey. Females were the 

majority with 74 respondents, compared to 55 male respondents (Figure 6). Age 

was not recorded, due to privacy concerns. Typically, bachelor students age varies 

between 19 to 25, and master students age is typically between 23-30. The survey 

was targeted at first- and third-year bachelor students and first and second-year 

master students. Out of 86 bachelors, 46 were 1st-year bachelors, four were 2nd-

year bachelors, 34 were 3rd-year bachelors and two were 4th-year bachelors. Out 

of 43 master students, 16 were 1st-year masters and 27 were 2nd-year masters. 

(Figure 7) 

 

The sales experience and interest in sales courses were measured. The majority 

(83%) is interested in taking a sales course. Over half (52%) of the respondents 

have worked in sales before. (Figure 8) The majority (64%) of students have not 

taken sales courses before, some students (34%) have taken one to two sales 

courses during university studies, and only 2% more than three sales courses. 

(Figure 9) 
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Figure 6. The gender distribution 

 

 

Figure 7. The level of the studies 

 

 

Figure 8. The sales experience and interest in the sales courses 
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Figure 9. The sales courses taken during university studies 

 

 

Figure 10. The measure means 

 

 

Figure 11. The motivation to work in B2B-sales after the graduation 
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The deciding factors on the motivation to take the presented B2B-sales job are 

external motivation (51%), internal motivation (24%), amotivation (17%) and another 

type of B2B-sales job might be of interest (8%) (Figure 12). 

 

 

  n=84 

Figure 12. The motivation to take the presented B2B-sales job  

 

 

The students didn’t find Finns as very good salespeople. The majority (63%) rated 

Finns five or less, on a scale of one (really bad) to ten (really great). Nobody gave 

a rating of ten and only three students rated Finns as good salespeople with a rate 

of eight or nine. (Figure 13) 

 

 

20

12

8

7

14

14

2

7

0 5 10 15 20 25

Salary

I would enjoy the work

I would get satisfaction from that type of work

Location

Great stepping stone for my sales career

Not interested in this job, would not take it

Goal to work in sales

Other type of sales job would interest me

Motivation to take the presented B2B-sales job



   

78 

 

 

      n=100, mean=4,5, scale 1-10 

Figure 13. The Finns rated as salespeople 

 

The importance of sales as a company function was measured against other value 

chain company functions. Company management and leadership received the 

highest score, with most placements (59) as the most important function in a 

company. Finance, marketing and sales had similar scores and could be placed on 

positions two to four. Other ratings can be seen on the heat map in Figure 14. 

 

 

n=100 

Figure 14. The company functions rated by the importance 
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4.2 Structural model 

 

The structural modelling was done by linear regression. The paths were tested with 

regression coefficient β. Dependent variables were tested with independent 

variables and R-squared (R²) was recorded. The dependent variable can be 

explained by the independent variable (Metsämuuronen 2009, p. 719) and the R-

squared (R²) explains the strength of the relationship as a percentage between the 

model, and the dependent variable.  The higher the R-squared (R²) and the 

percentage, the stronger the relationship independent variables have on the 

dependent variable and the model. The p-value is analyzed to find out if the result 

is statistically significant. Coefficient β and the t-statistics will be compared with the 

p-value. If the result is statistically significant then the influence of the variable will 

be determined by coefficient β and the t-statistics. Higher those values are the more 

influence the independent variable has on the dependent variable.  

 

In this model, the level of studies (LS) don’t seem to have much influence on 

dependent variables. Biggest influence on ‘attitude towards applying to B2B-sales 

job’ is with ‘attitude towards professional sales jobs’ (APJ) (coefficient β = 0,339, t-

statistics = 2,997 and total R-squared on ATBA is 0,159). Of the motivational factors 

(MAC and MR) the perceived competence and autonomy affect ‘motivation to work 

in B2B-sales’ (MI) by 31,2% with coefficient β = 0,500 and t-statistics = 4,633. ATBA, 

MI and SN influence ETA remarkably (R² = 0,765), especially MI (coefficient β = 

0,761, t-statistics = 11,551). Social identity (SI) seems to have statistically significant 

(p<0,05) influence on MAC (coefficient β = 0,343, t-statistics = 3,387) The results of 

the structural model analysis can be seen in Table 10 and abbreviations used in the 

results section are in Table 11. 
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Table 10. Paths between variables, regression coefficient β, t-statistics and R² 

Path from Path to Coefficient = β 

(standardized)  

T-statistics R² 

 

LS             

 

APJ -0,031 -0,324 0,001 

AIS -0,204* -2,140 0,042 

 

ATBA 

-0,038 -0,363  

0,159 APJ          0,339* 2,997 

AIS           0,108 0,936 

MAC         MI 0,500* 4,633 0,312 

MR           0,099 0,917 

ATBA         

ETA 

 

0,164* 2,412  

0,765 MI             0,761* 11,551 

SN            0,031 0,509 

SI              

 

MAC 0,343* 3,387 0,118 

SN 0,209 1,936 0,044 

*significant with p < 0,05 

 

Table 11. Abbreviations for the results section 

Abbreviation Meaning 

LS Level of studies 

SI Social identity 

APJ Attitude towards professional sales jobs (measures: AJR + ASJA) 

AIS Attitude towards the importance of sales 

ATBA Attitude towards applying to B2B-sales job 

SN Subjective norms 

ETA Estimation about applying to B2B-sales job 

MI Motivation to work in B2B-sales (measures: IPPS + MTA) 

MAC Motivation, competence and autonomy 

MR Motivation, relatedness 

MC Motivation, control 

 

 

4.3 Hypotheses testing 

 

Hypothesis 1 

H1: Attitude towards professional selling is negative. 
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Factor-analysis split the H1 into two hypotheses: (H1a) Attitude towards 

professional sales jobs is negative and (H1b) Attitude towards the importance of 

sales is negative. Thus: 

 

H0a: Attitude towards professional sales jobs is positive or neutral, mean >=4 

H1a: Attitude towards professional sales job is negative, mean <4 

 

One-sample T-Test was conducted to discover the mean and the mean difference. 

The mean for attitude towards professional sales jobs is 5,370, with the mean 

difference of 1,370. Bootstrap for One-Sample T-Test gave a significance value of 

0,000 and thus the result is statistically significant. This means that mean >4 and 

H1a a is rejected.  

 

H0b: Attitude towards the importance of sales is positive or neutral, mean >=4 

H1b: Attitude towards the importance of sales is negative, mean <4 

 

One-Sample T-Test for attitude towards the importance of sales gave a mean of 

3,704 with the mean difference of -0,300. Thus mean <4 and the H1b is accepted. 

Bootstrap for One-Sample T-Test gave a significance value of 0,001 which means 

that the result is statistically significant.   

 

Hypothesis 2 

H0: The higher level of studies does not influence the perceived importance of sales; 

or lessens it.  

H2: The higher level of studies influences the perceived importance of sales 

positively.  

 

There seems to an influence of the level of studies towards perceived importance 

of sales (β =-0,204; p<0,05), however, the higher level of studies lessens the 

perceived importance of sales which means that H2 is not supported and thus it is 

rejected. (Table 12, Figure 15) 
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Hypothesis 3 

H0: Social identity does not affect the perceptions of a person’s capabilities and 

ability to succeed with her/his talent in a job or lessens it. 

H3: A strong social identity can increase the perception of a person’s capabilities 

and ability to succeed with her/his talent in a job, such as a B2B-sales job. 

 

Social identity seems to have a positive influence on the perception of autonomy 

and competence in motivation. H3 is supported as coefficient β is 0,343 and with R-

squared 0,118. The result is statistically significant with p<0,05. (Table 12, Figure 

15) 

 

Hypothesis 4 

H0: High social identity of the students does not affect the approval of subjective 

norms; or lessens it. 

H4: A strong social identity of the students does affect the approval of subjective 

norms positively. 

 

There seems to be a slight relationship between variables as the coefficient β is 

0,209, but since p>0,05 the result is not statistically significant. H4 is rejected. Social 

identity does not seem to affect subjective norms. (Table 12, Figure 15) 

 

Hypothesis 5 

H0: The higher level of studies does not influence the attitude towards professional 

sales jobs; or lessens it. 

H5: The higher level of studies influences the attitude towards professional sales 

jobs positively.  

 

Also, H5 is rejected (β=-0,031; p>,05). The level of studies seems to have no 

influence attitude towards sales jobs. (Table 12, Figure 15) 
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Hypothesis 6 

H0: Attitude towards applying to a B2B-sales job does not affect the estimation to 

apply to it or lessens it. 

H6: Attitude towards applying to a B2B-sales job is an indication of estimation to 

apply to the B2B-sales job. 

 

A positive attitude towards applying to B2B-job slightly increases the estimation to 

apply (β=0,164) and since p<0,05, the result is statistically significant and H6 is 

supported. T-statistics value 2,412 supports this as well. (Table 12, Figure 15) 

 

Hypothesis 7 

H7: A positive attitude towards professional selling does not indicate that the attitude 

towards applying to a B2B-sales job is also positive.  

Since the attitude towards professional selling is split into two on factor-analysis, 

this hypothesis will be split too. 

 

H0a: Positive attitude towards professional sales job does not affect attitude towards 

applying to B2B-sales jobs; or increases it. 

H7a: A positive attitude towards professional sales job does not indicate that the 

attitude towards applying to B2B-sales job is also positive 

 

H0b: Positive attitude towards the importance of sales job does not affect attitude 

towards applying to B2B-sales jobs; or increases it. 

H7b: A positive attitude towards the importance of sales does not indicate that the 

attitude towards applying to B2B-sales job is also positive. 

 

The attitude towards professional sales job has got a slightly positive impact 

(β=0,339) on attitude towards applying to B2B-sales jobs, and since p<0,05 the 

result is statistically significant. Thus, H7a is rejected. Also, H7b is rejected 

(β=0,108; p>0,05). Attitude towards the importance of sales does not affect the 

decision to apply to B2B-sales jobs. Attitude towards professional sales jobs can 

impact the attitude to apply to B2B-sales jobs. (Table 12, Figure 15) 
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Hypothesis 8 

H0: Subjective norms do not influence the estimation to apply to B2B-job or lessen 

it. 

H8: Subjective norms does influence estimation to applying to B2B-sales job.  

 

The analysis does not support the H8. Regression coefficient β is only 0,031 with 

p>0,05. In this model, subjective norms do not seem to influence the students’ 

attitudes towards applying to B2B-sales jobs. (Table 12, Figure 15) 

 

Hypothesis 9 

H0: The perception of relatedness in B2B-sales position will not affect motivation to 

work in B2B-sales; or lessens it. 

H9: The perception of relatedness in B2B-sales position will lead to motivation to 

work in B2B-sales. 

 

The analysis results do not support H9 as the results are not statistically significant 

with p>0,05. Seems like the perception or relatedness does not influence motivation 

to work in a B2B-sales job. (Table 12, Figure 15) 

 

Hypothesis 10 

H0: The perception of high autonomy and competence in B2B-sales position will not 

affect the motivation to work in B2B-sales; or lessens it. 

H10: The perception of high autonomy and competence in B2B-sales position will 

lead to motivation to work in B2B-sales 

 

The analysis results support H10 highly (β=0,532: p<,05). T-statistics is high 5,819. 

H10 is thus accepted. (Table 12, Figure 15) 

 

Hypothesis 11 

H0: The motivation to work in B2B-sales jobs will not correlate with applying to the 

B2B-sales job. 

H11: The motivation to work in B2B-sales jobs will correlate with an estimation of 

applying to the B2B-sales jobs. 
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Pearson correlation analysis was conducted with the bootstrap. H11 is supported 

with a correlation of 0,862 which is very high. The result is statistically significant 

(p<,05) and t-statistics give a high value of 15,387. R-squared and coefficient β also 

indicate that ‘motivation to work in B2B-sales’ variable has a big impact on 

‘estimation to apply to B2B-sales job’. (Table 12, Figure 15) 

 

Table 12. Regression coefficients and the statistical significance 

Path 

from 

Path 

to 

Coefficient = β 

(standardized)  

T-statistics *Sig. R² n H +/- 

 

LS       

 

APJ -0,031 -0,324 0,747 0,001 113 H5- 

AIS -0,204* -2,140 0,035 0,042 107 H2- 

 

ATBA 

-0,038 -0,363 0,718  

0,159 

84 - 

APJ     0,339* 2,997 0,004 84 H7a- 

AIS      0,108 0,936 0,352 84 H7b- 

MAC    MI 0,500* 4,633 0,000 0,312 85 H10+ 

MR      0,099 0,917 0,362 85 H9- 

ATBA   

ETA 

 

0,164* 2,412 0,018  

0,765 

84 H6+ 

MI         0,761* 11,551 0,000 84 H11+ 

SN            0,031 0,509 0,612 84 H8- 

SI               

 

MAC 0,343* 3,387 0,001 0,118 88 H3+ 

SN 0,209 1,936 0,056 0,044 84 H4- 

*significant with p < 0,05 

 

 

4.4 Other results 

 

It was also tested if the prior work experience in sales influenced attitudes (Table 

13). The results show no real influence, as they are all statistically not significant, 

p>0,05. 
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Figure 15. The conceptual model with regression coefficient β and R² 

 

Table 13. Worked in sales before and attitude measures 

Path from Path to Coefficient = β 

(standardized)  

*Sig. R² 

Worked in sales before APJ -0,050 0,601 0,002 

AIS 0,186 0,056 0,034 

ATBA -0,027 0,806 -0,001 

*significant with p < 0,05 

 

Means were tested to find out if the attitudes are negative or positive. The mean of 

the measures was 4, and that is also the neutral position on a 7-point Likert scale. 

Anything below four is negative and anything above four is positive. Social identity 

(5,4), Attitude towards professional sales job (5,4), attitude towards applying to B2B-

sales job (4,3), subjective norms (5,1), motivation; perceived competence and 

autonomy (4,7) and motivation perceived relatedness (5,3) are all above four (4) 

and thus positive. Attitude towards the importance of sales (3,7), estimation about 

applying to B2B-sales job (3,0) and motivation; control (3,6) is negative. (Table 14) 

Motivation to work in sales after graduation was measured on a 5-point Likert scale 

and when the mean is three (3) it is negative (2,2). The result is in Table 15. 
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Table 14. The measure means 

Abbreviation Measure Mean Mean 

difference 

Std. 

Deviation 

Std. 

Error 

Mean 

n 

SI Social Identity 5,0787* 1,079 0,979 0,090 118 

APJ Attitude towards 

professional 

sales jobs 

5,367* 1,367 0,739 0,069 113 

AIS Attitude towards 

the importance 

of sales 

3,704* -0,300 0,913 0,088 107 

ATBA Attitude towards 

applying to 

B2B-job 

4,314 0,313 1,600 0,175 84 

ETA Estimation 

about applying 

to B2B-job 

3,044* -0,956 1,580 0,172 84 

SN Subjective 

norms 

5,074* 1,074 1,263 0,138 84 

MAC Motivation – 

perceived 

competence 

and autonomy 

towards B2B-

job 

4,656* 0,656 0,921 0,983 88 

MR Motivation – 

perceived 

relatedness 

towards B2B-

job 

5,344* 1,344 0,811 0,088 85 

MC Motivation - 

control 

3,648* -0,352 1,239 0,132 88 

*statistically significant with p<0,05 

 

 

Table 15. Motivation to work in B2B-sales after graduation -mean 

Abbreviation Measure Mean Mean 

difference 

Std. 

Deviation 

Std. 

Error 

Mean 

n 

MI Motivation to work 

in B2B-sales after 

graduation 

2,183* -0,817 1,020 0,102 100 

*statistically significant with p<0,05 
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5 DISCUSSION AND CONCLUSIONS 

 

In this final chapter, I discuss the findings of the study and answer the research 

questions. The theoretical and managerial contributions will be presented. Finally, 

the limitations will be concluded and ideas for future research given. 

 

This study aimed to find out Finnish university students’ attitudes towards 

professional selling and attitudes towards applying to B2B-sales jobs. The impact of 

the students’ level of the studies towards the attitudes was analyzed. The study also 

gives answers to how students perceive professional selling and how their attitudes 

form. Two additional theories and concepts were added to the study: the social 

identity theory and  self-determination theory (motivation). Social identity was added 

to study how studying in the university affects the students’ attitudes. The self-

determination theory and motivation were added to give further insight into students’ 

intended action to better predict their behaviour.  

 

Preliminary literature review of previous studies about students’ attitudes towards 

sales and selling made it clear that students’ attitudes vary a lot. Some students had 

positive attitudes towards sales but did not want to work or build a career in sales. 

Others had negative attitudes towards sales and didn’t want to work in sales. The 

common challenge seemed to be that no matter what the attitude was, companies 

lacked talented and educated salespeople and students lacked the motivation to 

work in sales (Barat & Spillan, 2009; Karakaya, Quigley & Bingham, 2011). 

 

This was the basis to start finding out what is the Finnish university students’ 

attitudes towards sales. The topic was further defined to focus on attitudes towards 

professional selling and attitude towards applying to B2B-sales jobs. To uncover the 

students’ attitudes, three support research questions were defined. 

 

Support research question 1: What is the students’ perception of professional 

selling? 
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As discussed in chapter 2.1, Marcos Cuevas (2018) pointed out that professional 

selling is going through a major change. It is not just the new skills that salespeople 

need, but also the sales process is changing from linear to nonsequential process 

(Moncrief and Marshall, 2005). Moncrief and Marshall found in their study that there 

are 49 additional selling activities in industrial selling that did not exist previously. 

To understand these new skills and modern professional selling, sales need to be 

studied or the students need to have previous experience in professional selling. 

Over 50% of the students who participated in this survey, had previous experience 

in working in sales. However, the previous experience did not explain the students’ 

attitudes towards professional selling in this study. It is likely, that their experience 

is from B2C-sales rather than B2B-sales. The students were not asked about the 

work position in the survey, but usually, the students who are just entering the 

workforce will work in entry-level B2C-sales positions instead of more demanding 

B2B-sales positions.   

 

In chapter 2.3 Perception Blake and Sekuler (2006, p. 10) talk about perception 

being everyone’s “personal theory of reality”. This is influenced by a person’s 

experiences throughout life. Each student has therefore a personal experience and 

perception of professional selling. The perception is probably quite limited since only 

36% had taken more than two courses in sales and only 2% more than three 

courses. They don’t have a lot of experience in working in B2B-sales, if any. 

Therefore, the perception forms from sales in general, from assumptions and beliefs 

of what professional selling is, watching movies or documentaries where 

salespeople are portrayed a certain way, or from their discussions with friends or 

family who have experience in professional selling. Blake and Sekuler (2006, p. 7) 

mention that perception has a purpose. By focusing our attention, we can choose 

what we perceive. This can be interpreted that if students have a reason to pay 

attention to what professional selling is, they will focus on it and actively collect 

information to form an opinion. Besides purposeful perception, perception can be 

automatic and does not require effort (Blake and Sekuler, 2006, p. 7). The students 

can therefore have perceptions of professional selling without even consciously 

being aware of it.  
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It can be concluded that the students probably have some sort of perception of 

professional selling. The perception does not come from experiencing professional 

selling first-hand but instead hearing about it or seeing it in movies, documentaries 

or by studying it at the university. The students could benefit from studying it at the 

university and forming a more accurate and thorough understanding of different and 

sometimes complex aspects of professional selling.  

 

Support research question 2: How do students’ attitudes towards professional 

selling form? 

 

Students’ attitudes towards professional selling form from their perceptions. 

Perceptions then become beliefs. Rosenberg (1960) presented that attitude forms 

from a person’s feelings (affect) and beliefs (cognition) towards a certain object or 

issue. Brecker, (1984) proposes that the cognitive component forms from beliefs, 

knowledge, perceptions, and thoughts towards the attitude object or issue. 

Students’ attitudes towards professional selling form depending on what type of 

perceptions of professional selling the students have had and what kind of thought 

or beliefs they come up with because of those perceptions. Students' previous 

experiences before university affect the attitude formation, as do the perceptions 

that they get at the university either through direct sales lectures or lectures where 

professional selling is part of the course.  

 

The university students’ social identity can affect attitude formation. The master’s 

students in this study are marketing masters, which influences their social identity 

formation. They see themselves as marketing professionals instead of sales 

professionals. Ashford and Mael (1989, p. 27) gave an example of graduate 

students in physiology and explained that their immersion in the school milieu and 

frequent interaction with other students and professors shaped their “interests, 

skills, self-conceptions, and their understanding of the paradigms, values, norms, 

and occupational choices in the field”. Immersion in sales by attending sales courses 

would be likely to shape the students’ identity more positively towards seeing 

oneself as a sales professional.  
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Support research question 3: What are the consequences of the students’ attitudes 

towards professional selling? 

 

The basic idea in attitude studies has been, that attitude is an indication of behavior. 

This was the basic assumption when attitude research started in the 1930s. Since 

then the attitude research has proven that this is not always the case; attitude does 

not automatically indicate a certain kind of behaviour (Ajzen and Fishbein, 1977). 

Student’s positive attitude towards professional selling does not automatically 

mean, that they want to work in B2B-sales jobs. Companies are interested in 

university students to recruit talented and educated workforce. They want to find out 

what the students’ attitude towards professional selling is, to find out if they are also 

interested in working in B2B-sales.  

 

The results of this study show, that attitude measure alone is a poor indicator of 

action or intended action. The students have a positive attitude towards professional 

sales jobs, but only a minority of the students were estimating that they would apply 

to a B2B-sales position, which was an indication of intended behaviour. The 

students had a negative attitude towards the importance of sales, and this seemed 

to not affect their attitude towards applying to B2B-sales jobs. However, the results 

of this study imply that a more positive attitude towards professional sales job also 

impacts the attitude towards applying to B2B-sales job positively.  

 

Besides attitudes, this study explored students’ motivation and social identity. These 

concepts were added to explain students’ attitudes and intended behavior further. 

The results in this study show that motivation is an important factor to estimate 

behaviour. The motivation measure was more accurate than the attitude measure 

to estimate if the students would apply to the BB-sales jobs. Social identity does not 

seem to affect the attitudes directly, but it does influence motivation. Student’s 

strong social identity affects the perceived competence and autonomy, which are 

motivational factors. To better understand the attitudes and how they affect 

behavior, it is recommended to investigate the motivation as well. 
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It can be concluded that the consequences of the students’ attitudes towards 

applying to B2B-sales jobs in this study are not significant. Other factors may 

influence the students’ intended behaviour more. Also, this study did not measure 

how strong or stable the students’ attitudes are. Strong attitudes are more resistant 

and can have a bigger influence on behaviour that the weaker attitudes (Petrocelli 

et al., 2007). The results of this study indicate that motivation has a bigger impact 

on the students’ intended behaviour than what attitudes do.  

 

Main research question: What are the university students’ attitudes towards 

professional selling and applying to B2B-sales jobs? 

 

University students’ attitude towards professional selling was measured from two 

aspects: (1) Attitude towards professional sales jobs and (2) Attitude towards the 

importance of sales. Besides these two, also the attitude towards applying to B2B-

sales job was measured. Students’ attitudes towards professional sales jobs were 

positive which had a positive relationship to attitude towards applying to B2B-sales 

job. Students were not very motivated to work in B2B-sales or estimate that they 

would apply to B2B-sales jobs. Attitude towards the importance of sales was 

negative, but it seemed not to affect applying to a B2B-sales job. Students’ level of 

studies did not affect their attitudes towards professional sales jobs nor applying to 

B2B-sales jobs. However, the results showed that attitude towards the importance 

of sales decreased slightly, as the students’ studies progressed.  

 

An attitude measure alone is not a good indicator to estimate if the students would 

apply to B2B-sales jobs. If we want to predict behavior, a general attitude measure 

will likely give false predictions. As Ajzen and Fishbein (1977) suggest in their study, 

the prediction of behaviour is more accurate if attitudinal and behavioural entities 

are close to the target and action element.  

 

In this study, the actual behaviour was not measured. Instead, the students’ 

intended behaviour was. Attitude towards intended action was thought to give a 

better idea of the behaviour than the attitude measure alone. When the components 

of TRA were analyzed together with the motivation measure, we could predict the 
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students’ behaviour better. It can thus be concluded, as Fishbein and Ajzen (1977) 

in their research of several attitude studies proved that often the general attitude is 

not an accurate predictor of behaviour or intended behaviour. In this study the 

students’ average attitudes towards professional sales jobs are positive but most of 

the students think that they are unlikely to work in B2B-sales after graduation. It is 

worth to note that many students are far from graduation and it can be hard to 

estimate what kind of work they will end up applying for.  

 

5.1 Theoretical contributions 

 

This study contributes to attitude research and specifically to the theory of reasoned 

action, social identity theory and self-determination theory research. Next, I will 

discuss these contributions.  

 

Students' attitudes towards professional selling were measured from two different 

angles. The first one was to measure the attitude towards professional selling and 

the other one was to measure students’ attitudes towards applying to B2B-sales 

jobs. These two were tested with regression analysis to see how they impact each 

other. Fishbein and Ajzen (1977) have criticized that a general measure of attitude 

fails often to be a good indication of behavior or intended behavior.  

 

The factor analysis split the attitude towards professional selling into two separate 

measures: (1) attitude towards professional sales jobs and (2) attitude towards the 

importance of sales. The first one which measured attitude towards professional 

sales jobs has a positive relationship with the attitude towards applying to B2B-sales 

job. The second one, attitude towards the importance of sales does not have a 

relationship with the attitude towards applying to B2B-sales job. Based on this, I can 

conclude that it depends on the variables measured, and how the measure is set 

up if the general attitude and attitude towards action correlate. Looking at the 

means, the mean of attitude towards professional sales job (5,4) is much higher 

than the attitude towards the importance of sales (3,7) or attitude towards applying 

to B2B-sales job (4,3). By looking at these means, it cannot be concluded if the 

students would like to work in B2B-sales.  
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Additional measures gave more data about the intended behaviour. From the theory 

of reasoned action (Fishbein and Ajzen, 1975) two other dimensions were added: 

(1) subjective norms and (2) Estimation to apply to B2B-sales jobs. After the 

regression analysis, it became evident that in this case the subjective norms’ 

approval about applying to a B2B-sales job did not matter nor affect the decision. It 

could be because subjective norms were chosen from the university environment 

and they may not have an influence on a person’s decisions. In future studies, it 

would be better to first find out who are possibly the important subjective norms of 

the respondents who might influence the decisions. In this study, the estimation to 

apply to B2B-sales jobs is the main indicator of behavior. By the mean of this 

measure (3,0), it could be concluded that students are not very willing to apply to 

the B2B-sales jobs. This is probably a better indication of possible action than the 

two general attitude measures that were mentioned earlier. 

 

The students’ social identity in the university is positive and quite strong (5,1). Social 

identity didn’t seem to affect the approval of subjective norms. However, social 

identity seems to impact the motivation measures of competence and autonomy. In 

the social identity theory, a person can accept “the fate” of the group (Ashford and 

Mael, 1989) and personally experience the successes and failures of the group. The 

university has received good ratings internationally recently and the students 

reported that it raised their self-esteem. The success of the university felt like 

students’ own success and they feel more competent. In this study higher 

competency and autonomy are linked to the higher motivation to work in B2B-sales. 

This is promising since if the future sales courses raise the students' perception of 

competency towards sales, they can be more motivated to work in B2B-sales. Social 

identity’s connection to competence and autonomy needs further research to 

understand the results better.  

 

The motivation, competence, and autonomy measure are strongly linked to the 

general motivation measure (willingness to work in B2B-sales). The more 

competent and autonomous the students feel, the more motivated they would be to 

work in B2B-sales after graduation. In this study, the motivation is the strongest link 
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to estimation to apply to B2B-sales job. In average measure means, low motivation 

matched also the low estimation to apply to B2B-sales jobs. In attitude research, 

motivation should not be ignored to get a better idea of potential behaviour.  When 

predicting behaviour, motivation might be a better measure than attitude. 

 

5.2 Managerial implications 

 

According to this study, attitude measures should not be looked at alone to predict 

if the students want to work in professional sales after they graduate. Especially the 

attitude towards the importance of sales did not affect the attitude towards applying 

to B2B-sales job. The attitude towards a professional sales job does somewhat 

impact the attitude towards applying to B2B-sales jobs. Therefore, rather than 

focusing on whether the students think that sales is important, the companies should 

focus on how the students perceive professional selling. Out of 84 students, 20 had 

intrinsic motivation to take the presented B2B-sales job. The same quantity of 

students is motivated by salary. Intrinsic motivation such as enjoyment and 

satisfaction of actual work, are factors that promote wellbeing and commitment to 

work. Salary as a lone motivator does not promote commitment to an employer, but 

s/he is more likely to leave with a better salary offer. A highly intrinsically motivated 

worker is less likely to leave.  

 

University can affect the students’ motivation to work in B2B-sales by offering sales 

courses to improve the students’ competence. As shown before, perceived 

competence and autonomy can raise motivation to work in B2B-sales and students 

can be more likely to apply to B2B-sales jobs. As the students’ perception of 

professional selling is mostly dependent on outside forces, the university can be a 

great influencer. Professional sales have changed a lot in the past decades, and 

accurate knowledge and information can make the sales seem more interesting and 

worthwhile. The universities need to collaborate with companies to be able to design 

contemporary and useful sales courses. It would be good to find out what aspects 

of professional selling students find interesting and what aspects do not seem so 

appealing. Sojka, Gupta, and Hartman (2000), found in their study, that students’ 
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participation in two or more sales courses affected their attitude towards a career in 

sales positively.  

 

Companies could offer students internship positions in professional selling to give 

them a closer perspective of what the job is like. The students are very keen to work 

after they graduate, and the companies need to make B2B-sales positions more 

attractive and more visible. These early work experiences are important. The 

companies need to take the responsibility to make working in B2B-sales seem 

worthwhile. Students indicated that they don’t like to be controlled and told what to 

do all the time, nor lose the sense of autonomy in their work. This is something that 

companies can focus on. Do the salespeople have a say in how they achieve their 

quotas and in what timeframe or does it all come “from above”? Can the salespeople 

work at their own pace and way, or is their way of working very controlled and pre-

determined? Perhaps giving more autonomy and controlling less would make more 

happy workers and professional sales would feel more appealing. 

 

5.3 Limitations 

 

Some limitations need to be taken into consideration when interpreting the results 

and the findings of this study. This is a cross-sectional cohort study of which the 

data will be used as part of longitudinal research later. Predetermined cohorts were 

compared to other predetermined cohorts.  The population of 360 students is a small 

quantity for a quantitative study. The percentage of respondents (35,8%) from the 

population is good but the total of 129 respondents is considered a small sample. A 

bigger sample would create more reliable results. Also, if the sample size had been 

bigger, the age of the respondents could have been asked. Now, due to privacy 

concerns age was not one of the control questions. The cohorts were from the same 

university. A more diverse group of respondents could give different results. The 

study could be extended to other universities or the university of applied sciences 

to get more variety and a bigger sample.  
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The time was limited to conduct the study, so respondents only took the survey 

once. Due to time constraints, a pilot study was not done to test the survey. 

However, a small group of five students participated as a test group and gave 

feedback on the survey. The survey was then modified according to feedback to 

make it easy to understand and fluent to fill. When there was no more negative 

feedback, the survey was launched. The survey took ten to fifteen minutes to fill, but 

some students did not have time and they did not complete it. Out of 129 

respondents, 84 completed the whole survey. In the future, it is recommended to 

increase the sample size for more reliable results.  

 

This study investigated attitudes towards intended behavior. It does give an idea of 

how the students could behave, but it does not measure actual action. An attitude 

or estimation of the real action is more accurate. However, an attitude towards 

intended behaviour is a better predictor of action than an attitude towards a general 

attitude object or issue. The students were estimating action after they graduate. 

Especially for bachelor students, graduation can feel too far away to accurately 

estimate their action.  

 

5.4 Future research 

 

This study opened some new paths for future research. The focus of the study was 

on attitude research and the results contributed especially to the theory of reasoned 

action (TRA). TRA has an estimation or intention element towards action. There 

were additional elements added in this study to understand the intended behaviour 

of the students better. Those elements were motivation and social identity. The 

motivation was measured according to self-determination theory and social identity 

was measured according to social identity theory.  

 

The findings indicated that the students’ social identity in the university does not 

affect attitude formation. It does seem to affect motivation through perceived 

competence and autonomy. This needs further research to understand the 

relationship between social identity and motivation better. Also, perceived 

competence and autonomy need further research to understand their function and 
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role better. What are the other motivational factors, besides perceived competence 

and autonomy, affecting the decision to work or not to work, in B2B-sales? This 

needs further research. A qualitative study to deeper understand the students’ 

attitude, behavior and willingness to work in professional sales is needed. The 

companies would benefit from knowing how they could attract students to work in 

B2B-sales. New methods of measuring implicit attitudes open up new ways of 

studying attitudes towards professional selling. 
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APPENDICES 

Appendix 1: Measures 

STUDENTS’ SOCIAL IDENTITY IN THE UNIVERSITY 

SI1 I identify myself as one of "us" in the University School of Business and 
Management and I am proud of it. 

SI2 As the University gets positive recognition in the media, I identify with that 
recognition and feel good. 

SI3 I just go to the University to study. I don't feel like part of the community. 
SI4 The fact that I am a University School of Business and Management student, 

raises my self-esteem. 
SI5 I don't identify with the students in other universities as strongly as I identify with 

other university students. I feel In University it is "us", and the students in other 
universities it is "them".  

SI6 In University School of Business and Management we have symbols, traditions 
and rituals that give me a stronger "University-identity". 

SI7 The leadership in the University is visible and easy to associate with. 
 

ATTITUDE TOWARDS PROFESSIONAL SELLING (MODELLED FROM KARAKAYA 
ET AL. 2011) 

ASJA1 A professional sales job is personally satisfying. 
ASJA2 A professional sales job is valuable. 
ASJA3 A professional sales job is a high-status job. 
ASJA4 A professional sales job offers career growth opportunities. 
ASJA5 A professional sales job provides substantial income. 
AJR1 In professional sales job you don't need talent. 
AJR2 A professional sales job requires only little intelligence. 
AJR3 A professional sales job offers very few chances for advancement. 
AJR4 Professional selling is a job not a career. 
AIS1 Sales is the most important function in the company. 
AIS2 A professional sales position is the most valued position in the company. 
AIS3 The importance of sales to company success is emphasized in University 

courses. 
AIS4 It is made clear in the University courses that professional salespeople are 

very valuable to any company. 
 

MOTIVATION AND INTENTION TO PURSUE PROFESSIONAL SALES JOBS  

IPPS1 I am very interested in pursuing a professional sales job after I graduate. 
IPPS2 Getting a position as a professional salesperson is a priority for me after 

graduation.  
IPPS3 Working in the professional sales after I graduate would be a complete waste 

of university education. 
MTA1 After you graduate, how motivated would you be to apply for that type of B2B-

sales position? 
MTA2 After you graduate, how interesting would it be to apply to this type of B2B-

sales position? 
MTA3 After you graduate, how much would you like to apply to this type of B2B-sales 

position? 



  (Appendix 1 continue) 

 

(continue) 

MOTIVATION AS PERCEIVED COMPETENCE, AUTONOMY AND RELATEDNESS 
IN B2B-SALES JOB 

MA1 I think I would have a great deal of control of my day to day tasks in that job as a 
B2B-sales account manager. 

MA2 I would feel confident in working on my own to manage my time and tasks as a 
B2B-sales account manager. 

MA3 I would enjoy creating and nurturing the client relationships on my own as a 
B2B-sales account manager. 

MA4 I would be able to set my own goals and achieve them without somebody 
controlling me as a B2B-sales account manager. 

MA5 I think it is great that somebody else sets my goals and I just do what is told as a 
B2B-sales account manager. 

MA6 Instead of me setting my own deadlines B2B-sales account manager, I am at my 
best when deadlines are set for me by someone else like my boss. 

MC1 Studying in University has given me all the necessary skills to excel in my work 
as a B2B-sales account manager. 

MC2 I am good at time management and manage easily setting up client meetings as 
a B2B-sales account manager. 

MC3 I could easily develop my position and thus be able to advance in my career as a 
B2B-sales account manager. 

MC4 I have confidence that I would achieve the set sales quotas as a B2B-sales 
account manager. 

MC5 I am very talented in forming and maintaining client relationships as a B2B-sales 
account manager. 

MR1 I think teamwork brings the greatest results in a position of a B2B-sales account 
manager. 

MR2 As a B2B-sales account manager my work efforts would be appreciated by my 
colleagues. 

MR3 I feel that I would be welcomed as part of the work community and enjoy myself 
as the member of the team. 

MR4 I expect to be well supported by the management of the company as a B2B-
sales account manager. 
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ATTITUDE TOWARDS APPLYING TO B2B-JOB 

ATBA1 It would be important for me to apply to that professional B2B-sales job after I 
graduate from University so I would have a better chance to get that job. 

ATBA2 It would be important for me to succeed in getting the application in as soon 
as possible so my chances of getting that professional B2B-sales job would 
improve. 

ATBA3 It would be important for me to get the application in on time so I would not 
miss out on that professional B2B-sales job as an account manager. 

ATBA4 It would be important for me to get more information about the B2B-sales 
position to write a better application. 

SN1 I think the university professors would approve my decision to apply for that 
type of professional B2B-sales position, after I graduate. 

SN2 I think my peers in university would approve my decision to apply for that type 
of professional B2B-sales position, after I graduate. 

SN3 I think my friends in university social clubs would approve my decision to 
apply for that type of professional B2B-sales position, after I graduate. 

SN4 I think my closest friends in university would approve my decision to apply for 
that type of professional B2B-sales position, after I graduate. 

ETA1 When I graduate, I would be likely to apply for this type of B2B-sales position 
as soon as possible. 

ETA2 When I graduate, I would be likely to make it my priority to apply for this type 
of B2B-sales position. 

ETA3 If I saw this kind of position advertised, I would be likely to call for additional 
information about that type of B2B-sales position to succeed in writing a 
winning application. 

ETA4 After I graduate, I would be likely to apply to as many as possible this type of 
B2B-sales positions until I got the sales job. 

 

OTHER QUESTIONS 

Motivation to accept the job 

Rate company function by importance 

Rate Finnish salespeople 

 

CONTROL QUESTIONS 

Gender 

Current studies 

Level of studies 

Previous experience in working in sales 

How many sales courses have you taken as part of your current university 
studies? (The courses where sales has been in minor role are not counted.) 

Would you take a sales course as part of your current studies? 

 

 

 



   

 

Appendix 2: B2B-job advertisement 

NoBrand Company 

We are strengthening our sales team now in the midst of our growth. We are leaders in our 
industry,  designing and providing solutions that drive the business growth of our clients. We are 
looking for an Account Manager to our B2B-sales team. You will be working in our international 
sales unit. Sales unit is responsible for ensuring our customers’ value creation, success, growth, 
and retention in all our markets. You will work together with our marketing unit. 
In your role you  

• Acquire new customers through active prospecting 

• Manage your own sales processes all the way to closing, in close collaboration with your 
team 

• Manage small to mid-sized accounts including accountability for sales and monitoring of 
delivery to ensure profitable and sustainable target revenues within the account 

• Develop an account business plan mapping value drivers, targeted units and resources 

• Build and maintain overall relationship with the client and demonstrate leadership 

• Address complex client issues involving interactions up to the executive level 

• Will do some travelling to meet clients face to face 

What you will bring  

• At least a Bachelor level education or equivalent experience from B2B-sales 
responsibilities 

• Great listening skills 

• Great stakeholder and client management skills – you understand the key influences in 
client’s decision-making process and hold great negotiation skills. You are able to build 
long-term relationships with the clients. 

• Competitive, responsible and results-driven attitude 

• Excellent team spirit with high integrity and work moral 

• Great communication skills in Finnish and English 

• Hunger to develop and learn more  

We offer you  

• Meaningful job and exciting tasks: NoBrand Company is at the forefront in helping clients 
navigate the transformation to drive profitable business growth and leveraging latest 
technologies 

• Benefits of a global company: with local ways of working, but global resources for 
competence development, job opportunities and fringe benefits. 

• Work with the top clients and facilities 

• Experienced and enthusiastic colleagues to work with 

• A base salary and attractive, goal-driven bonus structure with flexible working hours 

Apply now! 

Applying online for this position is as simple as a few clicks. Your application should contain your 

CV, salary request and any additional relevant information that you might want to share with us. 

The selection process is ongoing, so please submit your application as soon as possible. For more 

information, you can contact: Nemo Nullus, Nemo.Nullus@NoBrandCompany.com +358 40 555 

5555. 
 

 


