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ABSTRACT

Motivation is an important tool which can have a signifi cant impact to improve the performance 
of employees in any organization and in the current competitive world, employees’ commitment is 
crucial in achieving the organizational goals. The current research is aimed at examining the role 
played by motivation in sustaining the commitment of sales professionals. Primary data has been 
collected among 100 sales professionals using the close-ended questionnaire. For the analysis 
purpose both descriptive and inferential analysis has been conducted. The fi ndings from the 
analysis show that most factors included in the model to measure the motivation show a signifi cant 
and positive impact. Similarly the coeffi cient for organizational support, psychological support 
and fi nancial support shows a positive and signifi cant impact. In examining the impact of increased 
motivation on employees’ commitment, the results were also statistically signifi cant and positive. 
On the basis of the fi ndings it can be concluded that the motivation has a signifi cant and positive 
impact on employees’ commitment so organizations should focus on motivating their employees; 
however, the method used for motivation can differ from one organization to another.

JEL classifi cation: M10, M12, M14, M19, M50, M54, M59

Keywords: motivation, employee commitment, sales professionals, organizational support, 
fi nancial support, psychological support.

1. INTRODUCTION

In this goal oriented world each and every organization wants to pursue its goal and vision, 
which is only possible with the help of employees working in an organization. It is quite 
important for employees to have a clear vision of what the organization wants to achieve. To 
make these employees familiar with the organization’s goals, motivation plays a major role. 
Without motivation an employee would not be disciplined to achieve the organization’s goal 
(Hackman & Oldham, 1976). Due to fast changing demand of the consumer world, it is very 
important to deliver products and services in an effective and effi cient manner. Sales workforces 
play a signifi cant role for the effective delivery of such products and services, and for this they 
are charged with handing over the products and services to the market (Restubog et al., 2006). 
However, the environment in which the personnel work is very complex, and also due to this it 
also becomes diffi cult for the sale person to achieve and improve the industrial sales targets as 
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well as market performance (Nikolaou & Tsaousis, 2002). Hence, it is very important to create 
motivation in order to improve the productivity by bringing signifi cant changes in sales labour’s 
compensation, performance and goals (Obikeze, 2012).

Motivation is that tool of management which helps develop effective performance of the 
employees of the company to achieve steady growth and also to face market competition (Sharma & 
Patterson, 2000). There are various positive outcomes of motivating a salesperson. It is motivation 
which helps to create enthusiasm in the salesperson related to his job. Through motivation it is 
possible to regenerate the interest of the salesperson. Motivation helps salespersons to work 
in a group so that they will not feel pressure alone, so it helps to maintain a cooperative work 
environment (Mak & Sockel, 2001). Motivation provides a sense of inspiration and visualization 
in their mind so that they could take up their work and do it in a positive way (Burton, 2012). 
Upon understanding the signifi cance of motivation in infl uencing effective performance of the 
organizational workforce, the concerned study aims to evaluate the effect of motivation on the 
sustenance of commitment of sales professionals. Perennial objectives of the broader aim are:
1. To explore various factors affecting motivation of salespersons.
2. To understand the relationship between motivation and commitment and the former’s 

impact on the latter.
3. To gain insight on increased sales productivity due to increased motivation and commitment.
4. To deduce a model based on the understanding of the concerned issues.

2. REVIEW OF LITERATURE

i. Factors affecting motivation of sales professionals: an empirical review

Motivational factors play a key role to evaluate the change in the behaviour of salespersons 
and also to verify the performance of the same in an organization. There are two factors which 
affect the motivation of sales professionals and these are fi nancial and non-fi nancial factors 
(Meyer et al., 2004).

Financial factors

Financial factors are conditioned fi nancial rewards that are attractive and motivate behaviour 
of employees, but are not pleasurable (Eshun & Duah, 2011). According to the studies of Kubo and 
Saka (2002), Griffi n (2006) and Havaldar and Cavale (2007) the main fi nancial award methods 
that must be implemented within an organization are: incentive schemes, compensation and cash 
prize winning contests. Following their defi nition an empirical investigation has been conducted 
here, showing the variance in effectiveness of various fi nancial factors for employee motivation.

Kubo and Saka (2002) defi ned Incentive Scheme as a satisfactory appraisal given to the 
employees by respective organizations based on their performance, which even increases the 
chance of earning several salaries as lump sum. Incentive schemes must be organized in the 
industries so that it would also give a sense of motivation in the employees to work more and 
hence more. According to the quality of work done by the sales professional, industries must 
provide incentives and bonuses to them. This would create an excitement in them to work 
effi ciently so that they could earn more (Kubo & Saka, 2002).

According to Griffi n (2006), Compensation, as a fi nancial motivating factor, is the method 
used within an organization to recruit and retain qualifi ed employees and increase their morale. 
On the basis of this observation, his study stated that, to build motivation among the sales 
professional, provision of compensation to them through stocks is an effective way. Company 
managers purchase stocks at a fi xed price. The main idea behind this is to build high performance 
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of the company and this practice will increase the stock price and hence consequently the market 
price value decreases (Griffi n, 2006).

However, according to another study conducted by Havaldar and Cavale (2007), cash prize 
winning contests are the methods employed within an organization to present to employees 
a token of appreciation for their achievement or for obtaining a desired goal of an organization. 
According to their study, cash prize winning contests should be organized in companies for sales 
professionals, so that there would be excitement among salespersons to win such contests. These 
contests will be close-ended within a company and hence are an excellent way to motivate and 
evaluate the commitment of sales professional towards their work (Havaldar & Cavale, 2007).

Non-fi nancial factors

Non-fi nancial factors are unconditioned rewards that are attractive and motivate behaviour 
because they are inherently pleasurable. These factors are the integration of a system of reward 
and recognitions that does not involve giving money directly to the employee (Neagu, 2014). 
According to the studies of Parker (2003), Deeter-Schmelz and Sojka (2003), Smith, Rupp and 
William (2003), Armstrong (2008), Marchingston and Wikison (2008) and Wen-Bao Li (2008), 
the main motivating non-fi nancial award methods that must be utilized within an organization are 
recognition, organization climate, organizational structure, management and motivational skills, 
professional development and achievements. Following their defi nition an empirical investigation 
has been conducted here, showing the variance in effectiveness of various non-fi nancial factors 
for employee motivation.

According to Parker (2003), recognition is nothing but an encouragement given to the 
employees working within an organization. The organization creates motivation through 
non-fi nancial recognition schemes like praise, voucher and nomination based schemes. It is 
an important non-fi nancial method that must be adopted within an organization. Recognition 
is a form of gratitude given by an organization to its employees. The motive behind this is to 
create the encouragement among the employees working in a team as well as other employees. 
It is a cheap way to increase the performance of an organization and it is possible by employing 
verbal, such as rewards, praise, and non-verbal recognition methods like expressions, gestures, 
etc. (Parker, 2003).

But contrary to this, the study of Thomas B. Wilson, titled “Innovative reward systems for 
the changing work place” suggests that recognition cannot improve the performance of an 
organization alone but also helps to create a sense of motivation in an employee working in 
a particular organization (Wilson, 2003).

According to the study of Deeter-Schmelz and Sojka (2003), another non-fi nancial factor 
that affects the motivation of sales professional is the organization climate. According to the 
study organization climate is the way in which different employees within an organization treat 
each other. Some of the strategies of developing organizational climate involve establishing 
a friendly attitude among employees, irrespective of their position, thereby motivating their 
performance and work done by them in the organization. However there are other types of 
employees who demotivate the performance of employees by making vague comments about 
their performance, which totally distracts a person from work and thus has a negative impact on 
the overall performance of an organization (Deeter-Schmelz & Sojka, 2003).

The structure of an organization also affects the working way of an employee according to the 
research of Smith, Rupp and William (2003). It is the method that must be developed in an organization 
to evaluate the nature of work, performance and employee attitude in an organization. It all depends 
upon the organizational structure that evaluates the performance of the industry. Sometimes it is 
the nature of work or the type of work that infl uences the employee to do it. An employee’s positive 
attitude motivates him to do the work and provides him with positive energy; if an employee 
fi nds the work exciting and challenging then it would also motivate him (Smith & Rupp, 2003).
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Based on the defi nition given by Armstrong (2008), motivational skills are those which 
must be employed within an organization in order to energize people to do what comes from 
their inside. Basically management skills must be utilized within an organization to build the 
motivational skills of the company, and these skills can be used by the sales professionals to 
improve the performance of the company (Armstrong, 2008).

According to the study of Marchingston and Wikison (2008) regarding the importance 
of adopting non-fi nancial factors to motivate employees in an organization, professional 
development and achievement plays an important role in the development of motivational skills 
of the professionals working in an organization because it is this workforce who provides skills to 
other employees in turn, consequently impacting the work performance of employees.

It is not necessary for managers to motivate employees or sales professional but it is required 
that they should provide opportunities to employees so that they could improve their performance 
(Marchington & Wilkinson, 2008).

A similar study was conducted by Wen-Bao Li (2008), fi nding that professional development 
and professional achievements are other factors that motivate sales professional in an organization. 
It is the professional people who motivate employees in an organization. A professional person 
provides employees with skills which will help them to make an impact on their work in the 
organization to attain a good position in an organization by achieving success (Lin, 2008).

ii. Outcomes of motivation

Motivation helps to improve the performance of a business organization. Two main outcomes 
of motivation are: organizational commitment and increased productivity (Sujan et al., 1988).

Organizational commitment

Commitment is an art that refl ects the loyalty of an employee towards an organization. This 
commitment comes only if the employees of the organization are motivated. Employee motivation 
plays a crucial role to build employee commitment toward work in a particular organization 
(Dagne et al., 2015). Commitment in an organization is determined through three factors: personal 
factors, organizational factors and non-organizational factors. Personal factors include age, pay, 
internal, external attributes, and others. Organizational factors include job design and supervisor’s 
style of leadership, so motivation can be built by focusing on these factors. Non-organizational 
factors include various business alternatives (Lai et al., 2012). There are three features by which 
employees are motivated to work in an organization and these features are visibility acts, the 
extent to which the outcomes are derived and voluntary action of an employee in an organization 
(Ellis, 2000). There are three components that defi ne the motivation and commitment of an 
employee in an organization and these are: willingness of an employee to represent himself from 
the organization side, strong employee desire to serve in an organization and to identify with 
the organization values etc. There is a direct relation between motivation and commitment. The 
greater the motivation, the greater the commitment of an employee to work in an organization 
(Sange & Srivastava, 2012).

Increased productivity

Motivation plays an important role to increase the productivity of an organization (Murphy, 
2004). Whatever may be the size of an organization, either big or small, the common aim is to 
achieve success in today’s fast growing world. The success of an organization is possible only 
if the employees are highly motivated. This success is measured by the degree of productivity. 
So to succeed in a competitive market it is important to formulate the goals and objectives in an 
organization and to formulate these goals, motivation regarding the vision and goal should be built 
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among organization employees; otherwise this dream would be diffi cult to turn into reality (Little, 
2012). Companies cannot ignore the factors which contribute to arousing the most important 
factor that is motivation. The activities which are involved in the productivity of an organization 
comprise capital, entrepreneur, land and last but not the least labour. The entrepreneur and labour 
are the most important factors among which there is a great need to motivate employees so as 
to increase productivity (William, 2010). The more the employees of a company are motivated 
towards achieving the vision of the enterprise, the higher the overall productivity.

3. RESEARCH METHODOLOGY

Research methodology will enable the researcher to study the effect of motivation on sales 
professionals and to sustain their commitment in an organization, through an analysis of fi rst-
hand data. But before discussing the various methods applied and their implications in the study, 
the conceptual framework highlighting the major concepts of exploration and understanding 
related to the issue at hand has been presented:

Figure 1
Conceptual framework based on the insights gained from the review of literature

Financial Factors

• Incentive schemes
• Compensation
• Cash prize

Non-Financial Factors

• Recognition
• Organization climate
• Organizational structure
• Management skills
• Motivational skills
• Professional development
 and achievements

Motivation of Sales
Professionals

Commitment of Sales
Professionals towards work

Tendency
to get involved in job

(Productivity)

From this fi gure it can be evaluated that motivation has a direct impact on a sales professional’s 
way of working which will in turn sustain commitment and thereby the tendency to work in 
an organization or get involved in the job also changes. The more the sales professionals and 
employees are motivated, the greater their commitment, and hence, the tendency to get involved 
in the job will be, meaning increased productivity.

Motivational Impact on Sales: It is the motivation of sales professionals that directly 
impacts the overall sale of the products in an industry. It is very important that the employees 
serving in industries should be highly motivated with a clear focus and vision to improve the 
economic growth of the country. It can either have a positive or negative impact on an industry’s 
performance. Various factors should be taken into consideration within an industry to motivate 
sales professionals. These factors can be fi nancial or non-fi nancial.

Commitment of Sales Professionals: As stated earlier commitment is nothing but a promise 
of an employee towards his organization. Commitment is important because without commitment 
success is not possible. Hence it is very crucial that employees must be committed towards their 
work. Their commitment depends upon the nature of the work given to them, so it must be made 
sure that work is in line with the interest of an employee. It is the desire of an employee that makes 
the employee loyal towards his work. Commitment and motivation terms are linked to one another.
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Tendency to get involved in the job: Both commitment and motivation are important to 
evaluate the overall performance of an organization. If the employees or sales professional are 
highly motivated towards their job and are highly committed towards the task they are assigned 
then this would surely increase the productivity, which would further lead to an economic 
development of a company. An employee’s tendency to get involved in the job depends upon 
fi nancial and non-fi nancial factors. Financial factors (incentive schemes, compensation, cash 
prize, etc.) are conditioned fi nancial reward methods that are attractive and motivate behaviour 
of employees, but are not pleasurable. Non-fi nancial factors are unconditioned rewards that are 
attractive and motivate behaviour because they are inherently pleasurable. Non-fi nancial methods 
that must be utilized within an organization are recognition, organization climate, organizational 
structure, management and motivational skills, professional development and achievements.

Upon identifying the key elements within the conceptual framework, the following null 
hypotheses were proposed for further examination and interpretation:
H1: Employee’s engagement strategies within an organization positively infl uences employee 

motivation;
H2: Factors affecting employee’s motivation and commitment are unidimensional;
H3: Increased employee motivation and commitment has an effective impact on skill 

enhancement and organizational performance.

3.1. Research Design: Exploratory design is used to gain insight on the effect of motivation 
and also its impact on the performance of sales professionals in an organization as per the 
literature. Descriptive design has been used in order to collect the data from the demographic 
profi le and personal background of the respondents (Vance, 2004). Furthermore, the explanatory 
design has enabled the researcher to ascertain the triangular relationship between motivation, 
organizational commitment and increased productivity of sales professionals.

3.2. Sampling Plan: In this study the respondents were the sales staff of three multinational 
companies of a metro city of India. About 200 sales professionals were chosen on whom a survey 
was conducted using a close-ended and structured questionnaire. The survey was conducted 
personally by the researcher, distributing the questionnaires to the respondents randomly, 
following the probability random sampling plan. An appropriate prior permission was obtained 
from the Human Resource (HR) department and the Offi ce of the Country Manager of the 
companies upon explaining to them the aim and purpose of the study. Besides, informed consent 
forms were also collected from the respondents before initiating the survey.

3.3. Data Analysis Procedure: Data gathered from the survey through a quantitative approach 
has been analysed deductively, by coding the views numerically using MS Excel. Under the 
descriptive analysis, the frequency technique was applied to get an overview of the data and 
a brief profi le of the respondents. A linear regression analysis was conducted to measure the level 
of motivation provided by the organization through various engagement strategies. Following the 
identifi cation of the engagement strategies and employee motivation, a factor analysis was carried 
out to identify the major factors infl uencing the motivation and consequent commitment of the 
employees towards the organization. Lastly, a linear regression analysis was again performed to 
examine the casual relationship between these factors and the outcomes of increased motivation 
of employees. Later, statistical results were obtained by transferring the data into SPSS software 
(v21.0), which data was then interpreted. The representation and analysis of the results are 
presented in tables, graphs and fi gures under the fi ndings section.
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4. FINDINGS

The current research is aimed at examining the impact of motivation on the commitment of 
sales professionals. For the analysis purpose data has been collected among 100 sales professionals 
in various organizations. Both descriptive and inferential analysis has been conducted to obtain 
the results.

4.1. Descriptive analysis

A descriptive analysis has been conducted to get an overview of the data and a brief profi le of 
the respondents. Results from the demographic profi le show that 41% of the respondents were in 
the age group of 31–40, which was followed by 35% in the age group of 21–30. The proportion 
of the respondents who were more than 40 years of age was just 24%, which indicates that most 
of the respondents were young.

Figure 2
Age of the respondents

Age

21–30

31–40

41–50

51–60

14%

35%

41%

10%

Similarly the sector-wise distribution of the respondents shows that 55% of the respondents 
were engaged in the public sector whereas the remaining 45% were in the private sector. In terms 
of experience the results show that most (47%) respondents have 1 to 5 years of experience.

Figure 3
Sector and total work experience of the respondents

Sector Experience

0–1 years

1–5 years

6–10 years

More than 10 years

Public

Private

18% 19%

47%

45,00%

55,00%
16%

On the other hand, only 18% of the respondents had worked for more than 10 years in the 
current organization and 19% of the respondent had less than one year of experience.

Similarly, to know the current scenario of employee’s motivation and employee commitment 
towards the organization, the respondents were asked to respond on various aspects of motivation 
in their organization. As shown in the fi gure below the majority of respondents think that 
commitment of employees towards the organization depends on employee motivation.
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Figure 4
General information about motivation and employee engagement in the organization

Yes

60

50

40

30

20

10

0

%

Commitment
towards organization

is dependent
on employee
motivation

Company organizes
contests and reward

opportunities to boost
up or motivate

sales staff

Current job provides
chnces to grow

and develop

Finds personal
meaning

and fulfilment
in work

Your sales manager
helps to do work
planning along

with you

Company provides
self-management

activities and resources
for motivating
sales person

No

Not Sure

When asked whether their organization offers reward and opportunities for their employees 
to motivate sales staff, only 47% said “yes”, 41% responded “no” and the rest of them were not 
sure. Similarly 57% of the respondents think that their current job provide them with a chance 
to develop and 53% of the respondents agree that they are able to fi nd personal meaning in their 
current work. In terms of the role played by the management in motivating employees, 49% of the 
respondents get help from their managers in sales planning and for 53% of the respondents their 
company provides self-management activities to motive the employees in the organization.

4.2. Inferential analysis

The inferential analysis has been conducted with the help of correlation and multiple 
regression analysis with an aim to examine the impact of motivation to sustain commitment of 
sales professionals.

Employee engagement within organization

To measure the level of motivation provided by an organization to improve employee 
commitment, a multiple regression analysis was conducted. Employee engagement in the 
organization was taken as the dependent variables and the various aspects of employee motivation 
were taken as the independent variables. Prior to conducting the regression analysis the Pearson 
correlation analysis was conducted and the results showed that most of the variables are correlated 
signifi cantly at 5%.



© Faculty of Management University of Warsaw. All rights reserved. DOI: 10.7172/2449-6634.jmcbem.2016.2.4

Journal of Marketing and Consumer Behaviour in Emerging Markets 2(4)2016

Sayanjit Guha

66

(58–74)

Figure 5
Regression results for employee engagement in the organization

Coeffi cients

Model
Unstandardized Coeffi cients Standardized 

Coeffi cients t Sig.
B Std. Error Beta

1

(Constant) –.180 .049 –3.649 .000

A positive attitude toward 
the organization .061 .029 .061 2.137 .035

Willingness to behave 
altruistically .122 .030 .123 3.985 .000

Going beyond the 
requirements of the job –.010 .027 –.011 –.382 .703

I am proud to work for my 
organization .133 .036 .129 3.691 .000

Great place to work .399 .049 .401 8.173 .000

To go “above and beyond” 
expectations .048 .034 .048 1.406 .163

Put in a great deal of effort 
beyond normal expectations .111 .032 .116 3.436 .001

Organization’s overall 
goals, objectives and 
direction

.043 .027 .045 1.587 .116

Inspiration .148 .034 .152 4.346 .000
a. Dependent Variable: Employee engagement within organization
 Adjusted R square: 0.90
 F statistic: 0.000
 Durbin Watson: 2.002

Results from the regression analysis show that 90% of the variation in the dependent variable 
is due to a change in the independent variable as the value of adjusted R square is 0.90. Since the 
F statistic is signifi cant the cumulative effect is also signifi cant and the result from Durbin-Watson 
test rejects the possibility of autocorrelation in the variables.

Results from the regression coeffi cient show that among nine independent variables included 
in the model eight of the variables, that is “Willingness to behave altruistically”, “I am proud to 
work for my organization”, “Great place to work”, “Put in a great deal of effort beyond normal 
expectations”, “Organization’s overall goals, objectives and direction”, “Inspiration”, “To go 
‘above and beyond’ expectations” and “A positive attitude toward the organization”, show 
positive and signifi cant impact on the dependent variables whereas the results for the remaining 
three variables were not statistically signifi cant.

The coeffi cient of great place to work (0.399) can be interpreted as such that, with a one unit 
increase in this feeling of an employee, the engagement of the employee in the organization 
increases by 0.399 unit, holding all other things constant. All other regression coeffi cients can also 
be interpreted in a similar way. The coeffi cient of inspiration (0.148) can be interpreted as such 
that, with a one unit increase in the inspiration in an employee, the engagement of an employee 
in the organization increases by 0.148 units, holding all other things constant. Similarly the 
coeffi cient of an employee feeling proud to work for the organization (0.133) can be interpreted 
as such that a one unit increase in the employee’s feeling to be proud increases his engagement in 
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the organization by 0.133 unit, holding all other things constant. The coeffi cient of willingness of 
employees to behave altruistically (0.122) can be interpreted as such that, with a one unit increase 
in the willingness of an employee, the engagement of the employee in the organization increases 
by 0.122 unit, holding all other things constant.

A study conducted by Markos and Sridevi (2010) exhibited an employee’s engagement in an 
organization as being affected by many factors which involve both emotional and rational factors, 
that is employees’ willingness and ability to help their company succeed, largely by making an 
effort on a sustainable basis relating to work, and also revealed that the overall work experience 
affects an organization’s performance. A similar study was conducted by Vance (2004), according 
to whom organizations employ several engagement strategies that have a signifi cant impact 
on employees as well as the organization. Through the study it was inferred that the more the 
employees are committed towards their work, the greater the organization’s productivity will be 
(Vance, 2004).

As per the above results, the null hypothesis “Employee’s engagement within an organization 
is positively affected by employee’s motivation” has been proved and justifi ed.

Factors affecting motivation and commitment of employees

Three main factors were identifi ed on the basis of literature reviews which infl uence the 
motivation and commitment of employees towards the organization. Three main factors include 
organizational factor, psychological factor and fi nancial support. The impact of each factor for 
the current study has been presented in the following table.

The fi rst factor is the organizational culture and the results show that the adjusted R square is 
0.89, which means that 89% of the variation in the dependent variable is due to the independent 
variables and the cumulative effect is also signifi cant. Similarly, the results show that training, 
performance appraisal, skill development and reward have a positive and signifi cant impact in the 
organizational culture.

Figure 6
Regression results for factors affecting the motivation and organizational commitment

Factors affecting motivation and commitment

Organizational Support
Adjusted R square: 0.89 F statistic: 0.000 Durbin Watson: 1.824

B coeffi cient Standard error T – value Signifi cance

Training 0.341 0.071 4.794 0.000

Performance Appraisal 0.229 0.062 3.687 0.000

Skill Development 0.211 0.082 2.573 0.012

Reward 0.210 0.084 2.497 0.014

Future Relationship 0.051 0.033 1.525 0.131

Psychological Support
Adjusted R square: 0.83 F statistic: 0.000 Durbin Watson: 1.52

Availability of resources 0.347 0.077 4.521 0.000

Staff participation 0.204 0.066 3.076 0.003

Interaction among staff 0.314 0.076 4.151 0.000

Safety measures, risk 
assessment, norms 0.173 0.059 2.906 0.005
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Financial Support
Adjusted R square: 0.89 F statistic: 0.000 Durbin Watson: 1.753

Salary increment 0.430 0.050 8.540 0.000

Bonuses and wages 
provided in company 0.298 0.047 6.283 0.000

Profi t sharing practices 0.294 0.047 6.219 0.000

The second factor included in the analysis is the psychological factor and results show that the 
independent variables included in the regression model are able to explain 83% of the variation 
in the dependent variable and the cumulative effect of independent variables in the dependent 
variable is also signifi cant as indicated by the F statistic. Similarly, available resources, staff 
participation, interaction among staff and various safety measures show a signifi cant and positive 
impact on the psychology of employees so an organization should focus on these factors to motive 
its employees.

The third and last factor is the fi nancial factor and the results are also statistically signifi cant, 
as the adjusted R square is 0.89 and F statistic is also signifi cant at 1%. The regression coeffi cients 
of independent variables are also positive and statistically signifi cant.

However, according to the Dobre’s (2013) study, employees within an organization can 
also be motivated through proper leadership, as leadership is all about getting things done the 
right way. To achieve an organization’s goals, the leader should gain the trust of employees. 
Nevertheless, in order to make employees trust leaders in the organization, the employees should 
be motivated. Also according to the study proposed by Danish and Munir (2012), a major factor 
that impacts motivation and commitment of employees is the fi nancial support given by an 
organization to its employees and it was noted that it has a signifi cant and positive impact on 
employees’ performance. Also, an increase in motivation from the organization shows a positive 
and signifi cant impact on commitment of the employees to the organization (Danish & Munir, 
2012).

Hence, as per the above results, hypothesis “Factors affecting employee’s motivation and 
commitment has a positive infl uence on an organization’s performance” has been proved and 
justifi ed.

Outcome of increased motivation and commitment

The impact of increased motivation on commitment of employees towards the organization 
has been examined and the results are shown below. To assess the impact, a separate regression 
analysis was conducted by taking increased motivation as the independent variable and the 
possible outcome as the dependent variable so that the impact of increased motivation can be 
realized.
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Figure 7
Regression results for outcomes of increased motivation and commitment

Outcomes of increased motivation and commitment

Adjusted R
square F statistic D-W B coeffi cient Standard

error T – value Signifi cance

To face 
competitive 
market

0.673 0.000 1.370 0.891 0.062 14.313 0.000

Build enthusiasm 
in sales staff 0.721 0.000 1.515 0.834 0.052 16.025 0.000

Regenerate the 
sales staff interest 
in work

0.517 0.000 2.301 0.736 0.071 10.340 0.000

Helps to maintain 
cooperative work 
environment

0.469 0.000 1.752 0.723 0.077  9.412 0.000

Sense of building 
positive attitude in 
staff

0.689 0.003 2.576 0.836 0.056 14.849 0.000

As the results show increased motivation has a positive and signifi cant impact on employees’ 
commitment as all the independent variables show a signifi cant impact. The regression coeffi cient 
of enthusiasm (0.721) can be interpreted as such that, with a one unit increase in the motivation, 
the enthusiasm of the sales staff increases by 0.721 unit, holding other things constant. All 
other coeffi cients can also be interpreted in a similar way. The regression coeffi cient of sense 
of building positive attitude in staff (0.689) can be interpreted as such that a one unit increase in 
the motivation, the attitude of sales staff increases by 0.689 unit, holding other things constant. 
Similarly, the regression coeffi cient of facing competitive market (0.673) can be interpreted as 
such that, with a one unit increase in the motivation, the competition faced by sales staff increases 
by 0.673 unit, holding other things constant.

Similar results were proven by Muogbo (2013), according to whom motivation has a positive 
impact on an organization’s performance. The study inferred that creating motivation and winning 
the hearts of employees help an organization to regenerate the sales in meeting customer demand 
and hence making profi t (Muogbo, 2013). A similar study was proposed by Nguyen et al. (2014), 
who recommend commitment-based organizations to continue and reinforce organizational 
support for their staff.

As per the above results, hypothesis “Employee motivation positively impacts employees’ 
commitment towards the organization” has been accepted and justifi ed.

6. DISCUSSION AND CONCLUSION

In the competitive world the main aim of every organization is to achieve its organizational 
goals and the engagement and commitment of the employees is an important factor in achieving 
the goal and there should be enough motivation for the employees. In this light, the current 
research is aimed at examining the impact of motivation to sustain commitment of sales 
professionals. For data analysis primary data was collected among 100 sales professional and 
both the descriptive and inferential analysis was conducted to obtain the results. Findings from 
the analysis show that among various factors which were included to measure the motivation for 
employees in the organization, most of them show signifi cant results. Similarly all three major 
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factors (organizational support, psychological support and fi nancial support) have a signifi cant 
and positive impact on motivation and commitment of the employees. Also, an increase in 
motivation from the organization shows a positive and signifi cant impact on commitment of the 
employees to the organization.
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APPENDIX: 1 – QUANTITATIVE QUESTIONNAIRE

The following questions are addressed to defi ne the effects of motivation to sustain 
commitment of sales professionals. The goal of the study is to gain insight on increased sales 
productivity due to increased motivation and commitment. With regard to the study following are 
the survey questions distributed among various level employees of the Sales Department.

Your participation is deemed to be voluntary and your identity, as well as your answers to the 
questions, will remain confi dential.

Thank you.

Respondent’s Name: _______________________________________

Section A: Demographic profi le and general background of the respondents
1. What is your age?

21–30  31–40 

41–50  51–60 

2. Which sector does your enterprise belong to?

Public  Private 

3. How long have you been working with your current enterprise?

0–1 year  1–5 years 

6–10 years  More than 10 years 

4. What is your position in the enterprise?

Manager (Sales Department)  Middle Management Executive 

Junior Management Executive  Team Leader 

Others 

Section B: Respondent’s perception about motivation and commitment
5.  On your professional front, do you think commitment towards organization is dependent on employee 

motivation?

Yes  No 

Can’t say 

6. Does your company organize contests and reward opportunities to boost up or motivate sales staff?

Yes  No 

Not sure 

7. Does your current job provide chances to grow and develop?

Yes  No 

Not sure 

8. Do you fi nd personal meaning and fulfi lment in work?

Yes  No 

Not sure 
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9. Does your sales manager help to do work planning along with you?

Yes  No 

Not sure 

10. Does your company provide any self-management activities and resources for motivating salespersons?

Yes  No 

Not sure 

11. Employee engagement within organization (Measurement of level of motivation)
The following questions are based on a 5 point scale (strongly agree), where 5 denotes most important and 1 
denotes strongly disagree, with 3 being neutral. All questions are divided into 3 sub-sections delving into various 
sectors, bringing out the factors that have an impact on small and medium enterprises.

5 4 3 2 1

A positive attitude toward, and pride in, the organization     

Willingness to behave altruistically and be a good team player     

An understanding of the bigger picture and willingness to go beyond 
the requirements of the job     

I am proud to work for my organization     

I would recommend my organization as a great place to work     

I am motivated to go “above and beyond” what is expected
of me in my job     

I am willing to put in a great deal of effort beyond what is normally 
expected to help my organization succeed     

I understand how my role in my organization is related
to my organization’s overall goals, objectives and direction     

My organization inspires me to do my best work     

Section C: Factors increasing motivation and commitment
12.  The following questions are based on a 5 point scale (strongly agree), where 5 denotes most important and 

1 denotes strongly disagree, with 3 being neutral. All questions are divided into 3 sub-sections delving into 
various sectors, bringing out the factors that have an impact on small and medium enterprises.

Factors 5 4 3 2 1

Organization Support

Training provision within the organization     

Performance appraisal programmes in the organization     

Skill development programmes     

Reward based programmes in the organization     

Future employment relationship within the organization     

Psychological Support

Availability of resources to carry out tasks     

Staff participation in decision making     

Interaction between staff and work     
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Factors 5 4 3 2 1

Organization safety measures, risk assessment, norms provided
for staff     

Financial Support

Salary increment     

Bonuses and wages provided in the company     

Profi t sharing practices     

Section C: Outcomes of increased motivation and commitment
The following questions are based on a 5 point scale (strongly agree), where 5 denotes most important and 1 
denotes strongly disagree, with 3 being neutral.

Outcomes 5 4 3 2 1

To face competitive market     

Build enthusiasm in sales staff     

Regenerate the sales staff interest in work     

Helps to maintain cooperative work environment     

Sense of building positive attitude in staff     

Any other comments 
_____________________________________________________________________________
_____________________________________________________________________________

______________________________

Thank You for your time


