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Researchers and practitioners have widely recognized that effective listening is crucial for 

salespeople to succeed. Although listening is important in almost every profession, it seems 

particularly significant in the sales position, since it is a fundamental aspect of the Interpersonal 

communication process between the salesperson and the customer. In this research mobile phone 

users are selected as the respondents. This is because of the significance of emerging industry. 

The awareness of the customers regarding the service provided by various service providers is 

limited. This accounts for the reality that in the mobile phone services industry salesmen play a 

significant role in influencing the decision making. The purpose of the study is to demonstrate 

the impact of customer’s perceptions of salesperson listening behavior on trust, satisfaction and 

anticipation of future interactions 

 

Key Words: Salesperson, Listening behavior, Trust, Satisfaction and Anticipation of future 

interactions 

 

Introduction: 

Researchers and practitioners have widely recognized that effective listening is crucial for 

salespeople to succeed. Although listening is important in almost every profession, it seems 

particularly significant in the sales position, since it is a fundamental aspect of the Interpersonal 

communication process between the salesperson and the customer. A sales person’s role in the 

process of making and maintaining long term relationships with clients by organizations is of 

great importance in today’s scenario. Though one might think that sales people would poses 

effective listening skills, an analysis of the literature would reveal that the average salesperson 

exhibits, at best poor listening skills.     

Customers' perceptions of a salesperson's listening behavior play a major role in enhancing 

relational outcomes such as customer satisfaction, trust and anticipation of future interaction with 

the salesperson Ramsey and Sohi (1997). This study investigates the impact of customers’ 

perception of salespersons listening behavior on trust, satisfaction and anticipation of future 

interaction. When customers perceive a high level of listening behavior by a salesperson, it 

enhances their trust in a salesperson and leads to greater anticipation of future interaction. 
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In this research mobile phone users are selected as the respondents. This is because of the 

significance of emerging industry. The awareness of the customers regarding the service 

provided by various service providers is limited. This accounts for the reality that in the mobile 

phone services industry salesmen play a significant role in influencing the decision making. In 

this era of multiple SIM usage future interaction in the form of repurchase will boost the 

revenue. The purpose of the study is to demonstrate the impact of customer’s perceptions of 

salesperson listening behavior on trust, satisfaction and anticipation of future interactions. It has 

often been said that listening is an important aspect of negotiation process. Negotiation requires 

listening, and listening can serve as an inexpensive concession to the other party. The 

significance of active listening in building buyer-seller relationships has substantial implications 

for negotiation process. The salesperson who asks what a customer needs, listens to the response, 

and creatively provides a solution that would build a better relationship with customers which 

could be beneficial to the business directly and indirectly. 

 

Significance of the Study: 

Listening errors could result in conflicts, missed business opportunities, estranged relationships 

and wastage of time and money. The consequences of poor listening can be even more far-

reaching, as most salespeople make avoidable listening mistakes every day. Even though one 

would not dispute the importance of listening skills for a salesperson, there are limited research 

efforts addressing listening in the selling environment (Castleberry and Shepherd, 1993). Comer 

and Drollinger(1999) asserted that while several conceptual models of salesperson – customer 

communication and interaction have been developed, none of these models have included 

listening as an independent component. According to Ramsey and Sohi, although listening to the 

customer has been classified as a major source of selling effectiveness, it has also been identified 

as an ‘under researched’ behavioral phenomenon in the marketing literature. With a few 

exceptions, little has been told about the impact of listening behavior on buyer – seller relations 

 

The purpose of the study is to understand the impact of customer’s perceptions of salesperson 

listening behavior on trust, satisfaction and anticipation of future interactions. Listening is an 
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important aspect of any sales negotiation and the significance of active listening in building 

buyer-seller relationships has substantial implications for negotiation process. A salesperson who 

listens to the response of the customer can creatively provide meaningful solutions which will 

build a better relationship with customers that could be beneficial to the business. 

 

Importance of Listening: 

Listening plays a major role in all human interactions. People tend to respect and respond to 

those who listen to them and this would lead to the development of successful exchange activity 

leading to beneficial relationships. In this context it is proposed that there is positive association 

between customer’s perception of sales person listening behavior and their anticipation of future 

interaction with that sales person. 

Hypothesis 1: There is a positive association between customer’s perception of sales person 

listening behavior and their anticipation of future interaction of future interaction with the sales 

person 

In this study, the impact of customer’s perception of salesperson listening behavior on three 

relationship outcome variables: [a] trust in the salesperson, [b] satisfaction with the salesperson, 

and [c] anticipation of future interactions, are examined. It is also argued that there is a positive 

association between customer’s perception of sales person listening and the trust in the sales 

person and satisfaction with the sales person. 

Hypothesis 2: There is a positive association between customer’s perception of sales person 

listening behavior and their trust in the sales person. 

Hypothesis 3: There is a positive association between customer’s perception of sales person 

listening behavior and their satisfaction with the sales person. 

 

 

 

Relationship between Trust, Satisfaction and Future Interaction: 
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Trust between salespersons and their customers is crucial element in developing and maintaining 

a successful service relationship (Swan et al., 1988). On the other hand, satisfaction occupies a 

central position in marketing thoughts and practices because of its significant influence on post-

purchase behavior (Churchill and Surprenant, 1982). Trust of a person influences the level of 

satisfaction with that person (Crosby et. Al 1990), and this occurs in a spiraling fashion in that 

trust can be self heightening or self deflating (Dwyer and Lagace 1986; Zand 1972). In the light 

of the above literature evidences it would be reasonable to propose that customers’ trust in a 

salesperson will be positively related to satisfaction with that salesperson. 

Hypothesis 4: There is a positive association between customer’s trust in sales person and their 

satisfaction with the sales person 

 A customer’s anticipation of future interaction with a salesperson depends on the level of trust 

and satisfaction with that salesperson. A relationship that grows in trust becomes more valid for 

both the parties and that they would prefer to maintain the relationship than to begin a new 

exchange process where uncertainty exists (Macintosh, Anglin, Szymanski, and Gentry 1992).  

So it is proposed that there is positive association between customers Trust in a sales person with 

anticipation of future interaction with the sales person 

Hypothesis 5: There is a positive association between customer’s satisfaction with the sales 

person and their anticipation of future interaction with the sales person. 

If the buyer trusts the seller, he or she will be more inclined to working with the same seller 

again (Morgan and Hunt 1994). Buyer seller interactions resulting in positive experiences could 

lead to the continuation of the relationship (Crosby et al, 1990). If a customer has trust in a sales 

person and experiences satisfaction in the sales interaction he or she would want to continue 

doing business with that salesperson. Support for these relationships in a services context is 

provided by Crosby et al. (1990), who found that relationship quality had a significant influence 

on customers’ anticipation of future interaction with the salesperson.  

Hypothesis 6: There is a positive association between customer’s trust in the sales person and 

their anticipation of future interaction with the sales person. 

 

Conceptual Model: 

Satisfaction with 

Sales Person 
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Figure (1) H2  

 

 

 

Methodology: 

 The data were collected during June 2010 to December 2010 in the Cochin city from those 

people who purchased a SIM from the service provider within six months. Mobile phone users 

are selected as the respondents for this study because of the significance of emerging industry. 

Since the awareness of the customers regarding the service provided by various service providers 

tend to be limited, salesmen play a significant role in influencing the decision making process. In 

an era of multiple SIM usage, future interaction in the form of repurchase could boost the 

revenue. The sample comprised of 399 people who have purchased a SIM, of Ernakulam district 

in Kerala. The respondents included 232 male and 167 female respondents. Standardized 

questionnaire was used for data collection. Non probability convenience sampling method was 

adapted. Initially 425 questionnaires were administered.  26 questionnaires were found defective 

and removed and hence the sample size reduced to 399.  

 

Analysis of Results: 

A structural equation model was developed and tested for the relationships that were proposed. 

The model has a significant chi square vale (243df) = 658.41 (p<.001). The NFI value of 0.85, 

RFI value of 0.83, IFI value of 0.90, TLI value of 0.89 and CFI value of 0.90 indicate that the 

Sales Person 

Listening 

Trust in 

sales person 

Anticipation of future 

interaction 
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data has acceptable level of fit to the model. The RMSEA value of 0.07 indicates a moderate fit. 

(Refer table 1) 

S No. Fit Measures Default 

model 

1 Discrepancy 658.41 

2 Degrees of freedom(df) 243 

3 P 0.00 

4 GFI 0.88 

5 Adjusted GFI 0.85 

6 Normed fit index(NFI) 0.85 

7 Relative ft index(RFI) 0.83 

8 Incremental fit index(IFI) 0.90 

9 Tucker-Lewis Index(TLI) 0.89 

10 Comparative fit index(CFI) 0.90 

11 Parsimony Ratio 0.88 

12 RMSEA 0.07 

13 Hoelter .05 index 170 

14 Hoelter .01 index 180 

Table 1 - Fit Measures 

 

Overall Model Analysis: 

All the hypotheses are significant, since the p values for the relationships among the variables 

tested is lesser than 0.05. There is a positive association between the perceived listening behavior 

of the sales person by the customers and the trust and satisfaction in the sales person as well as 

with the anticipation of future interaction with the sales person. (Refer table 2) 
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Relationships 

(Regression Coefficients) 

Model - Overall 

Estimate p- value 

Trust<--Listening 0.84 0.00 

Satisfaction<--Trust 1.03 0.00 

Satisfaction<--Listening 0.29 0.00 

Future interaction<--Satisfaction 1.24 0.00 

Future interaction<--Trust 0.40 0.02 

Future interaction<--Listening 0.27 0.00 

 

 Table 2 – Hypotheses testing (overall model) 

 

Gender wise Analysis: 

When the relationships were tested in the male and female group variations in the p values were 

observed. In the male group the relationships like trust in the sales person by the customer and 

the anticipation of future interaction with the sales person (p = 0.35) and sales person’s perceived 

listening behavior by the customer and their anticipation of future interaction with the sales 

person (p = 0.10) were not significant.  

In the case of the female group the relationships like perceived sales person’s listening behavior 

by the customer and satisfaction with the sales person (p = 0.19), trust in the sales person and 

anticipation of future interaction with the sales person (p = 0.12) and perceived sales person’s 

listening behavior and anticipation of future interaction with the sales person (p = 0.16) were not 

significant. One reason which is accounted as one of the limitations of this study could be the 

inadequate sample size in the male and female groups. (Refer table 3) 

Relationships Male Female 
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(Regression Coefficients) Estimate p- value Estimate P- value 

Trust<--Listening 0.73 0.00 1.07 0.00 

Satisfaction<--Trust 1.00 0.00 0.97 0.00 

Satisfaction<--Listening 0.27 0.03 0.21 0.19 

Future interaction<--Satisfaction 1.09 0.00 2.29 0.01 

Future interaction<--Trust 0.14 0.35 1.51 0.12 

Future interaction<--Listening 0.17 0.10 0.56 0.16 

Table 3 - Hypotheses testing (male and female groups) 

 

The results support the argument that customer perception of the sales person’s behavior play 

significant role in building long term relationships. Effective listening could enhance this 

possibility. In a time when customer relationship management practices are of prime focus all 

business firms, this information could be of great use. The study also shows positive associations 

between listening behavior perceptions of sales people by customers and trust in the sales person. 

It goes well with the saying that people like to talk to those who listen. Perception of listening 

has positive influence on anticipation of future interaction. This may be the base for business 

firms in investing so much in maintaining or retaining of existing customers. Perceived listening 

behavior does not have significant effect on customer satisfaction. This finding is supported by 

the findings of Ramsey and Sohi (1997) 

 

Implications: 

The base of any sales activity is the ability of the sales person to negotiate effectively. It has 

often been said that listening is an important aspect of the negotiation process (Karrass 1983). 

The roles of efficient negotiations in building buyer-seller relationships owe to a large extend to 

the ability to listen effectively. It then becomes the primary concern of any manager who takes 

control of the sales division to enhance the listening skills of the sales people so that long term 

relationships with the customers could be developed and maintained which would benefit the 
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business and organization in the long run. The findings also have implications for the recruitment 

and training of sales personnel. Recruiting procedures could be designed in such a way that could 

identify the listening defects of the candidates. The same could be designed for identifying the 

training needs of the existing people so that effective training could be imparted. 

Listening is a skill that can and should be constantly improved (Senne 1988). Sales personnel can 

be taught to solve problems better (Guilford 1972) and enhance their creativity to process 

different information obtained through effective listening. The three dimensions of listening are 

to be given necessary focus in order to bring in the best of any sales professional. The training 

could be an ongoing process for sales professionals and managers for they spent most of their 

time in negotiations. The importance of effective listening could also be shared with the aspiring 

business graduates so that they would be better equipped and prepared for meeting the challenges 

of the future. 

 

Conclusion: 

Although listening to the customer has been classified as a major source of selling effectiveness, 

it has also been identified as an area greatly neglected.  Customers' perceptions of a salesperson's 

listening behavior play a major role in enhancing relational outcomes such as customer 

satisfaction, trust and anticipation of future encounters with the salesperson. When customers 

perceive a high level of listening behavior by a salesperson, it enhances their trust in a 

salesperson and leads to greater possibilities of future interactions. 
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