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ABSTRACT 

 

All humans experience emotions that help guide their actions. Emotional Competency (EC) is 

described as an ability, capacity, or skill to perceive, assess, and manage the emotions of one's 

self, of others, and of groups. Emotional competency is an important skill that can provide 

several benefits throughout many aspects of our life. As a franchisee it is extremely important to 

hire the best managers, but one also need to hire managers that are good with people. If 

employees are happy and are dealt with at the right level, they will become the best part of the 

team or they can incrementally sabotage the company and the customer service. Studying and 

applying the principles of emotional competency can improve emotional wellbeing of sales 

people. There is a correlation between salespersons‟ characteristics and consumers‟ emotions on 

purchase behavior that involves customer/salesperson interface. This research work outlines the 

level of Emotional Competence in sales people and what are the factors influencing EC. Factor 

analysis was used to identify key factors of EC. Weighted Average was used to identify the 

importance of each factor of EC, one-way ANOVA were used to establish impact of 

competencies on demographic variables of sales people. This study provides a methodology for 

studying the level of EC, factors affecting EC, importance of each factor of EC and impact of EC 

on sales performance.  
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1. BRIEF DESCRIPTION ON RESEARCH TOPIC 

 

All individuals feel emotions. Emotions are experienced as feelings that often occur 

simultaneously along with our cognitive thoughts. Emotions help guide our actions. The 

emotional feeling may be delicate and can be ignored, or it may be strong enough that it clearly 

demands our consideration. 

 

Emotional Competence (EC) is defined as individual‟s capability to identify and suitably react to 

the emotions of his own and that of the others. It is an individual‟s capacity of being aware about 

his emotions and the means to regulate his emotions in social settings.  

For instance, one person might be good in studies; other may be good at sports and the third 

might be good at dancing. All three differ in their emotional competence. Some people can 

easily understand emotions that others don't even observe. Like, by learning more, one can 

increase his academic competency; by playing and practising more increases competency at 

sports, studying more about emotions can increase emotional competency. Emotional 

competency is an important skill that can provide several benefits throughout many aspects of 

life. It can give you greater insight and help you better understand the motives and actions of 

yourself and others. A person can free himself from anger, hate revenge, and other negative 

emotions that cause hurt and pain. He can feel relief and enjoy greater peace and wisdom as he 

connects more deeply with others.  

Worldwide research from global leading organizations validate that emotional competencies in 

reality affect the business organizations especially employees. An individual‟s emotional 

competencies determine his managerial leadership style. Emotions Competence has an 

imperative role in leadership.  

 

Emotionally flexible employees are adaptable to leave problems aside rather than finding faults 

in others. These employees shift their interest to more optimistic and encouraging activities for 

survival. They believe in collaborative discussion with their superiors and solving queries with 

the management. 

http://www.emotionalcompetency.com/emotion.htm
http://www.emotionalcompetency.com/guidance.htm
http://www.emotionalcompetency.com/index.htm
http://www.emotionalcompetency.com/anger.htm
http://www.emotionalcompetency.com/hate.htm
http://www.emotionalcompetency.com/relief.htm
http://www.thewisepath.org/
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2. LITERATURE REVIEW  

 

The literature by Sutton and Rafaeli (1988) uncovered a surprising opinion revealing that 

negative unfriendly relationship amongst employees‟ exhibited positive emotions and increased 

store sales. Some studies reveal those store managers who were able to manage stress through 

EC, were the most successful ones. Moreover, laughter assists as a stress reliever and also 

develops social relations  (Lusch & Serpkeuci, 1990); and  (Keltner & Bonanno, 1997). 

A research by Lazarus (Lazarus S. , Emotion and Adaotation, 1991), emphasize that emotional 

control is characterized as a person‟s ability to manage one‟s subjective experience of emotion 

and the ability to manage one‟s expression of emotion in communicative aspect.  

Kelley and Caplan (1993) investigated the attributes of engineers at Bell Laboratories who were 

rated excellent by their colleagues. They figured out that the „perceived‟ excellent engineers 

were superior at concerning others, which indicates that it was emotional 

intelligence/competence and not the academic intelligence that demonstrated their high 

performance. According to Saarni, emotional competence encompasses of various skills, that are 

experienced through lifetime and are crucial for effective interpersonal communication and 

dealings (Saarni, 1999)  

Many investigations have been performed to identify the effect of EC of salespeople on their 

customer interface. Tsai (2001) pointed out that salespeople‟s positive emotional expressions 

would increase customer readiness to revisit the store and spread positive feedback to others.  

Illustrating a current study that has tended to propose that sales persons larger emotion 

identification during customers dealings can enhance dual benefits for sellers and buyers 

(Elfenbein et al. (2007). By strengthening combined value, sales people generate better result for 

the customers and also can intensify the chances of future business (Martin et al. “ (2008); 

Mueller and Curhan 2006).  

Moreover, an investigation in service marketing indicates that employees‟ exhibit emotion which 

can influence clientele sentimental construct and level of satisfaction (Hennig-Thurau et al. 

(2006). Therefore, EC has prospective to increase current sales results and improve long-term 

client relationships.  
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3. RESEARCH GAP  

 

A broad literature review advocated that not much importance has been given on systematically 

identifying the forecasters of sales performance. Furthermore, literature review proposed that 

there is no thorough research done on determining the level of emotional competence and its 

impact on sales performance especially in retail sector of Gujarat State. Retail sector in Gujarat 

state is booming and it has major share in state‟s growth structure. Major factors of Emotional 

Competence and importance of each factor of EC in sales performance were not correctly 

directed and studied. Therefore, it was concluded to deal with such gaps in the study. The study 

discovered and found that emotional competence of sales people work as drivers and is helpful in 

increasing their sales performance in organization.  

4. DEFINITIONS OF THE TERM USED:  

 

In this study, the main purpose goes on about variables. To notice the cause and effect is the 

focal point of this research and the additional question “of what” gives the word variable. To 

spot the consequences of these variables is the rationale of this research. Two categories of 

variables have been used for this study.  

 

The independent variables are the conditions that researcher controls in his endeavor to establish 

their relationship in the observable fact. The dependent variables are the circumstances that 

emerge, vanish or change as the researcher brings in, eliminates or modifies independent 

variables.  

In the current study, emotional competence for salespeople will be treated as dependent variable 

and the demographics will be treated as independent variable. The study is aimed to find out the 

relationship between dependent variable (emotional competence) and independent variable 

(demographics). 

5. DEFINITION OF THE PROBLEM 

In business decisions, the emotions should be kept at lower level and everything should be based 

on information, logic and calm cool reason, with emotions kept to a minimum. The same would 

be true for people who emote excessively, who tell that how they feel about everything. 

Developing emotional intelligence in the workplace acknowledges that emotions are always 
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present and doing something intelligent with them. Effective management of organizations and 

human resources is facing enormous challenges. Organizations are downsizing, reengineering 

themselves to compete in the global market and facing an explosion of available information 

(Luthans, 1998).The matter of concerns in organization involve people handling different roles, 

emotional competence must become a determining factor for their effective management. It has 

also been found that ultimately it is the emotional and personal competencies that we need to 

identify and measure if we want to be able to predict performance at workplace resulting in its 

effectiveness, thereby enhancing the worth of the human capital. In this scenario the 

competencies possessed by the people will have anattitudeon the extent to which they can 

actualize their emotional intelligence. 

 

6. OBJECTIVES AND SCOPE OF THE STUDY 

6.1 RESEARCH OBJECTIVES 

The objectives of proposed research work are as follows: 

1. To identify the level of Emotional Competence (EC) of salespeople in organized retail 

industry. 

2. To identify the important factors in maintaining emotional competence of sales people. 

3. To identify the perceived importance of each factor of emotional competence. 

4. To identify how emotional competencies and its factors distinguish among low, medium, 

and high performances. 

5. To find out if there are differences across demographics and emotional competence. 

6. To measure the relationship between emotional competence and sales performance. 

(based on outcomes, behaviour, and professional development) 

  

6.2 SCOPE OF THE STUDY 

The broad objective of this research is to identify the level of emotional competence, and its 

impact on sales performance of retail sales people. The study focused on the sales people of 

organized retail industries of selected cities of Gujarat state. The study is aimed to identify the 

factors in maintaining Emotional Competence in sales people of retail industry. It also identifies 

the importance of each factor of Emotional Competence. Through this research, the researcher 
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also intends to find out whether there are any differences across demographics and emotional 

competence of sales people 

6.3 HYPOTHESIS OF THE STUDY 

H1: There is no significant difference in Emotional Competence of sales People in organized 

retail based on Gender. 

H2: There is no significant difference in Emotional Competence of sales People based on Age. 

H3: Level of Education does not influence Emotional Competence of sales People. 

H4: Experience does not affect Emotional Competence of sales People in organized retail. 

H5:  Job performance does not vary amongst respondents of different level with EC 

7. ORIGINAL CONTRIBUTION BY THESIS  
 

This study makes a several contributions to practical issues faced by the managers and sales 

people themselves. The major input of this study to the Marketing domain is the level of 

Emotional Competence and the factors affecting emotional competence. The outcomes of this 

study have validated the results of prior studies, particularly the implication of functional and 

personal competencies. Second contribution is the identification of the level of sales performance 

of sales people. This research is all-inclusive as it covers the level of Emotional competence, the 

factors affecting emotional competence, the importance of each factor in maintaining emotional 

competence, how emotional competence and its factors distinguish amongst low, medium and 

high performances and lastly it also covers how emotional competence is influenced by the 

demographics of the respondents. This study will help the marketing managers and people 

working in sales department to analyze the level of EC and develop techniques to increase it. 

Through this, marketing heads can identify the reason of low EC of their employees and can 

focus on the factor that enhances their level.  Finally, this study is a proper response to a growing 

need of both academics and professionals to develop emotional competence for a developing 

country like India. 

8.  RESEARCH METHODOLOGY, RESULTS AND COMPARISON 

8.1 Research Methodology 

 

 Research Design: Descriptive Research 
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 Sample Unit: Total 600 respondents from Major cities of Gujarat State. The cities 

covered are Ahmedabad, Baroda, Surat, Bhavnagar, Rajkot, Kutch, Mehsana. However, 

out of 600 respondents‟, 577 respondents‟ data was considered for further analysis. 

 Sampling Technique: Non Probability Convenience Sampling 

 Sample Size: 577 Respondents 

 Scaling Technique: 5 Point Likert Scale ranging from 1 (= strongly disagree) to 5 (= 

strongly agree) use in the research. 

 Pilot Study: Pilot Study was performed with the use of Cronbach Alpha which was 0.846. 

This result validates the research instrument. 

 

Sr. 

No. 

 

Research Objectives 

 

Statistical Tools used 

1 To identify the level of emotional competence of sales 

people in organized retail industry 

Descriptive Statistics  

(Mean and Standard 

Deviation) 

2 To identify the important factors in maintaining emotional 

competence of sales people. 

Factor analysis 

3 To identify the perceived importance of each factor of 

emotional competence. 

Weightage Average 

4 To identify how emotional competencies and its factors 

distinguish among low, medium, and high performances. 

ANOVA 

5 To find out if there are differences across demographics 

and emotional competence. 

ANOVA 

6 To measure the relationship between emotional 

competence and sales performance. (based on outcomes, 

behaviour, and professional development)  

Regression 

 

8.2 RESULTS: 

 

Out of 600 respondents, only 577 respondents could be considered for further analysis. Rests of 

them were removed due of inadequate data. 
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Objective 1: to identify the level of emotional competence of sales people in organized retail 

industry 

For the above objective mean and Standard Deviation is to be calculated. To identify the level of 

Emotional Competence, we have to consider Mean and standard deviation. The responses of all 

577 respondents for 33 items were computed. Mean of each item was then further evaluated for 

Grand Mean and the same has been applied for Standard Deviation.  

 

Mean = 3.46 

Standard Deviation = 1.13 

 

To get the level of Emotional Competence, we have defined a range that outlines Lowest and 

Highest range of EC. For Lowest range, Mean is deducted from Standard Deviation and for 

Highest level, Mean and Standard Deviation are added.  

Lowest Level 

Mean – Std. Dev.  

3.46 – 1.13 = 2.33 

Highest Level 

Mean + Std. Dev.  

3.46 + 1.13 = 4.59 

 

Therefore, the level of Emotional Competence lies between 2.33 and 4.59 

Objective 2: to identify the important factors in maintaining emotional competence of sales 

people 

Total five factors extracted from 33 items of Emotional Intelligence. Factor structure was 

developed based on the factors extracted and validities such as Self-Perception, Self-Confidence, 

Interpretation of Unspoken Cues, Jovial and Thoughtfulness were tested through confirmatory 

factor analysis.  

 

• Self-Perception - Self-Perception is having a clear insight of one‟s personality, including 

strengths, weaknesses, thoughts, beliefs, motivation, and emotions.  People decide on their own 

attitudes and feelings by viewing themselves perform in various circumstances. 

 

• Self-Confidence -Positive thinking that includes the belief that one is responsible for his own 

happiness. And assuming more good things will continue to happen. 
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• Interpretation of Unspoken Cues - The ability to understand and use nonverbal 

communication. It is a powerful tool that can help sales employees connect with their customers, 

express what they really mean, and build better relationships. 

 

• Jovial - Tendency of being friendly and in a good mood. Creating a pleasant or enjoyable 

moments in the organization 

 

• Thoughtfulness - Thoughtfulness is ability to recognize and identify emotions in others, and 

being capable to "put yourself in another person's shoes" – understanding the other person's 

viewpoint and truth. The ability to recognize how people feel. Sensing what others need to 

progress and boosting their abilities. 

  

Objective 3: To identify perceived importance of each factor of Emotional Competence 

For the above objective, we have to take Initial Eigenvalues from „Total Variance Explained‟ 

table of factor Analysis. The table has been divided into three sub-sections, i.e. Initial Eigen 

Values, Extracted Sums of Squared Loadings and Rotation of Sums of Squared Loadings. For 

analysis and interpretation purpose we will only count Initial Eigen Value. Initial Eigen Value of 

each factor is divided by the number of items which determines the weight of that factor. For 

easy understanding, the values obtained after dividing with total number of items is converted 

into percentage. 

Factors Initial Eigen Value  No. of items 

Eigen 

Value/No. 

of Items 

% weight 

Self-Perception 11.93 33 0.36 36.15% 

Self-Confidence 10.10 33 0.31 30.60% 

Interpretation of Unspoken Cues 5.41 33 0.16 16.39% 

Jovial 2.41 33 0.07 07.30% 

Thoughtfulness 1.49 33 0.04 04.51% 
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Objective 4: to identify how emotional competence and its factors distinguish among low, 

medium and high performances 

1. Emotional Competence and Self perception 

 

In order to identify whether significant differences exist in the EC among the respondents who 

belong to different level of performance. For Self-Perception factor of EC, maximum 

respondents 210 were categorized as low performers. 172 respondents were medium performers 

and 195 were high performers.   

Descriptives 

 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Medium 172 3.4776 .47232 .03601 3.4065 3.5487 2.88 4.24 

High 195 3.5105 .48689 .03487 3.4417 3.5793 2.88 4.24 

Low 210 3.4239 .45799 .03160 3.3616 3.4862 2.88 4.24 

Total 577 3.4692 .47279 .01968 3.4305 3.5078 2.88 4.24 

 

2. Emotional Competence and Self-Confidence 

 

For Self-confidence factor of EC, maximum respondents 206 were characterized as low 

performers. 167 respondents were medium performers and 204 were high performers.  There are 

almost similar number of respondents who were either very low or very high performers 

 

Descriptives 

 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Medium 167 3.4717 .47831 .03701 3.3987 3.5448 2.88 4.24 

High 204 3.5067 .48509 .03396 3.4397 3.5736 2.88 4.24 

Low 206 3.4300 .45479 .03169 3.3675 3.4925 2.88 4.24 

Total 577 3.4692 .47279 .01968 3.4305 3.5078 2.88 4.24 
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3. Emotional Competence and Interpretation of Unspoken Cues 

 

For factor Interpretation of Unspoken Cues of EC, maximum respondents 211 were 

characterized as low performers. 177 respondents were medium performers and 189 were high 

performers.  Hence, we can say that maximum respondents were low at this factor. 

Descriptives 

EC  

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Medium 177 3.4840 .47737 .03588 3.4131 3.5548 2.88 4.24 

High 189 3.5112 .48007 .03492 3.4423 3.5800 2.88 4.24 

Low 211 3.4192 .45990 .03166 3.3568 3.4816 2.88 4.24 

Total 577 3.4692 .47279 .01968 3.4305 3.5078 2.88 4.24 

 

4. Emotional Competence and Jovial 

For Jovial factor of EC, maximum respondents 229 were characterized as low performers. 182 

respondents were high performers and 166 were medium performers.  Hence, we can say that 

maximum respondents were low at this factor. 

 

Descriptives 

EC  and Jovial 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

Medium 166 3.4789 .47984 .03724 3.4054 3.5524 2.88 4.24 

High 182 3.5478 .46301 .03432 3.3801 3.5155 2.88 4.24 

Low 229 3.4191 .47682 .03151 3.4170 3.5412 2.88 4.24 

Total 577 3.4692 .47279 .01968 3.4305 3.5078 2.88 4.24 

 

5. Emotional Competence and Thoughtfulness 

 

For thoughtfulness factor of EC, maximum respondents 224 were characterized as low 

performers. 203 respondents were high performers and 150 were medium performers.  Hence, 

we can say that maximum respondents were low at this factor. 
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Descriptives 

 

 N Mean Std. 

Deviation 

Std. 

Error 

95% Confidence 

Interval for Mean 

Minimum Maximum 

Lower 

Bound 

Upper 

Bound 

High 150 3.4971 .49960 .04079 3.4165 3.5777 2.88 4.24 

Medium 203 3.4828 .46027 .03230 3.4191 3.5465 2.88 4.24 

Low 224 3.4381 .46586 .03113 3.3768 3.4995 2.88 4.24 

Total 577 3.4692 .47279 .01968 3.4305 3.5078 2.88 4.24 

 

From the above chart we can see that all the factors of Emotional Competence were having 

significant difference across levels of performances. The figures besides Low, Medium and high 

show the level of performers. 

 

Objective 5: To find out if there are any differences across demographics and emotional 

competence 

 

To identify whether there are any differences across demographics and EC of sales people, one 

way ANOVA was used. And the figures of Significant Difference displayed if there is any 

statistical difference across demographics and Emotional Competence. 

Sr. 

No. 

Demographic 

variable 

Hypothesis Sig. Dif. Interpretation 

1. Gender 

H0: There is no significant difference in 

Emotional Competence of sales People in 

organized retail based on Gender 

.048 (<0.05) H0   Rejected 

2 Age 

H0: There is no significant difference in 

Emotional Competence of sales People 

based on Age. 

.041 (<0.05) H0   Rejected 

3 Education 
H0: Level of Education does not influence 

Emotional Competence of sales People. 
.043 (<0.05) H0   Rejected 

4 Experience 

H0: Experience does not affect Emotional 

Competence of sales People in organized 

retail 

.025 (<0.05) H0   Rejected 

 

From the above table we can see that the value of Sig. Dif. (p) was less than 0.05 (P<0.05). 

Hence there was a significant difference across demographic variables and Emotional 

Competence.  
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Objective 6: to measure the relationship between emotional competence and sales 

performance (based on outcomes, behaviour and professional development) 

The sixth objective deals with measuring the relationship between Emotional Competence and 

sales performance which is based on outcomes, behaviour and professional development of sales 

persons. 10 questions were added in the questionnaire. These questions were taken from various 

established standardized scale.   

In order to fulfil this objective, factor analysis is done. 3 factors were extracted from those 10 

questions. They are: 

1. Customer Centric Behaviour 

2. Result Oriented 

3. Professionalism 

 

The factors of Sales Performance were correlated with the factors of Emotional 

Competence 

 

No. of  

Factors 

Factors of Sales 

Performance 

No. of 

Factors 

Factors of Emotional Competence 

 

1 
Customer Centric 

Behaviour 
1 Self-Perception 

2 Result Oriented 2 Self-Confidence 

3 Professionalism 3 Interpretation of Unspoken cues 

  4 Jovial 

  5 Thoughtfulness 

 

F
a
ct

o
rs

 o
f 

E
m

o
ti

o
n

a
l 

C
o
m

p
et

en
c
e
 

Factors of Sales Performance 

 
Customer Centric 

Behaviour 

Result 

Oriented 
Professionalism 

Self-Perception 0.251 0.634 0.909 

Self-Confidence 0.871 0.914 0.882 

Interpretation of 

Unspoken Cues 
0.929 0.143 0.658 

Jovial 0.288 0.499 0.418 

Thoughtfulness 0.876 0.567 0.698 

 

The factors of Emotional Competence and factors of Sales Performance were correlated and the 

above table exhibits correlation „r‟. The following is the findings for this objective: 
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1. Factor Self Perception of EC was low correlated with Customer Centric Behaviour (0.251), 

averagely correlated with Result Oriented (0.634) and highly correlated with Professionalism 

(0.909) factors of Sales performance. 

2. Factor Self Confidence of EC was highly correlated with Customer Centric Behaviour (0.871), 

Result Oriented (0.914) as well as Professionalism (0.882) factors of Sales performance. 

3. Factor Interpretation of Unspoken Cues of EC was highly correlated with Customer Centric 

Behaviour (0.929), very low correlated with Result Oriented (0.143) and averagely correlated 

with Professionalism (0.418) factors of Sales performance. 

4. Factor jovial of EC was low correlated with Customer Centric Behaviour (0.288), mediocrely 

correlated with Result Oriented (0.499) and highly correlated with Professionalism (0.418) 

factors of Sales performance 

5. Factor Thoughtfulness was strongly correlated with Customer Centric Behaviour (0.876), 

averagely correlated with Result Oriented (0.567) and Professionalism (0.698) factors of Sales 

performance. 

Hence, we can conclude that Self Confidence factor was highly associated with factors of sales 

performance which means that self-confidence has great impact on sales performance. 

 

9.  RESULTS AND COMPARISONS 

 

The research focuses on a few key factors needed for sales people to serve their role and enhance 

their emotional competence for better sales performance. The research has identified four key 

factors of emotional competence. They are Self-Awareness, Self-Confidence, Interpretation of 

Unspoken cues, Jovial, Thoughtfulness. These are the factors that combined together to make a 

complete set of emotional competence. However, their weightage may differ as per its 

importance in individual‟s life.  

Also, there was significant difference between demographic factors and emotional competence. 

Factors like Age, Gender, Education Qualification, and Experience were considered using 

ANOVA and results showed that all demographics had significance difference on EC. 

Additionally, to determine the relationship between emotional competence and sales 

performance (based on outcomes, behavior and professional development), factor analysis was 

again performed and three more factors were extracted based on sales performance of the retail 

sales people. They are: Customer Centric Behavior, Result Oriented, and Professionalism 
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When the factors of emotional competence were correlated with the factors of sales performance 

of the retail sales people, majority of the factors were highly correlated to each other and very 

few factors were slightest correlated. In a nutshell, we conclude from the results of this study that 

factors of emotional competence has a strong impact on sales performance of sales people of 

organized retail industry in Gujarat state.  

10. ACHIEVEMENT WITH RESPECT TO OBJECTIVES  

 

The primary objectives of the study were to identify the level of emotional competence of sales 

people and to find out the factors affecting emotional competence. Factors affecting EC were 

identified through factor analysis the importance of each factor was calculated through weighted 

average method. To find out whether there are any differences across EC and demographics, one 

way ANOVA was performed. Thus, objectives of the study were achieved with help of various 

statistical tools. 

11. CONCLUSION AND LIMITATIONS OF THE STUDY 

11.1 CONCLUSION 

In this study, the significant factors are identified for emotional competence and its weighted 

importance was calculated. The outcomes of this research have proven the findings of earlier 

studies in this field, especially the significant difference between various demographic variables 

and emotional competence. Also, through item analysis the weightage of each item was scaled 

with the total items of the emotional competence. Moreover, this research has contributed in the 

performance analysis. The research is all-inclusive as it categorizes sales people into low, 

medium and high performances and on which factor did they perform high as well as low. 

Correlation was performed between the factors of Sales Performance and factors of Emotional 

Competence and it was found that most of the factors were highly correlated while only few 

factors were low correlated. Hence, it can be inferred from the results of this study that emotional 

competence has a direct association with sales performance of sales people.  
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11.2 LIMITATIONS OF THE STUDY 

The study focused on sales people of only retail companies of selected cities of Gujarat State as 

the sampling unit of the study. Very few studies have been performed previously for Retail 

industry. Hence, there was a short of previous studies examining effect of EC on sales people in 

retail industry in Gujarat State. Moreover, the research subject chosen was only front line 

salespeople of retail outlets. Response given by them gave precise information but may not be 

sufficient to generalize the results of the study. While reviewing literature regarding 

competencies and sales performance, it was found that effectiveness of organization can be 

evaluated in two ways: EC of employees and EC of managers. The research is limited to 

measuring EC of sales employees only. Moreover, there are several factors which influence sales 

performance other than EC which are not included in the study 

12. FUTURE SCOPE OF RESEARCH 

This research is conducted through quantitative data. However, it is suggested that future 

research can be incorporated through both quantitative as well as qualitative data. As the 

research was limited to only emotional competence and its effect on sales performance, more 

variables may be included for further consideration. Additionally, the research is limited to study 

emotional competence only, so further study can be conducted that measures and develops 

emotional competence. Related type of studies can be carried out for the other industries in order 

to generalize the result of EC for sales people as this research is restricted to only retail industries 

of selected cities Gujarat state 
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