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Abstract

The development of information technology is increasingly masgithe hope of having an impact on all aspects
of life. However, the activities of insurance companies in offerinig pmeducts to individuals or groups, still require a direct
relationship between their marketing personnel in a fadaee mannerThe purpose of this study is to “test whether the
theoretical model of salesperson performance in terms of adaptivg seltl customer orientation as a mediator variable is
compatible with empirical data. This study is a quantitatiudyswith a sample of 275 life insurance salespeople who have
more than 2 years of experience and have a life insurance salesgieaases Data collection using purposive sampling and
snowball sampling. The measuring tools used are adaptive sales @istomer orientation scale (SOCO) and salesperson
performance scale. The analysis method uses path analysis,eMtM@®S program. The results of the path analysis illustrate
that the research model tested is in accordance with empirical datangnesetithe research model of the Effect of Adamptiv
Sales on the Performance of Life Insurance Salespeople Mediated by Customgti@midnas conformity with empirical
data and meets the requirements of goodness of fit. The resultshattmugtomer orientation is an adaptive selling mediato
variable on the performance of life insurance salespeople.

Keywords: adaptive selling, customer orientation, salespeople performance, life insurance.

1. Introduction

Life insurance is a tool to mobilize savings, so it is hoped that it can raise prdi for a long time
and become one of the pillars of the national economy. However, compared to the banking industry, e insura
industry lags far behind in raising public funds, despite improvements in insurance products, theh as
combination of investment and protection. Insurance product innovation has not solved the problepubfitow
participation in insurance in the insurance industry. According to Indonesian Banking Statistics data (OJK, 2020),
public funds collected by the National Bank have reached around Rp. 6,665 trillion, tati#h ef 303,132,916
customers, while the premium for life insurance according to the 2020 AAJI report is Rp. RilliA2 This
figure shows that compared to the number of policyholders and bank customers, there are fewer individual and
group life insurance policyholders, namely 17,312,740 policyholders.

This phenomenon is still very low compared to public attention to insurance in other countries such as
China. Chinese residents can use 25% of their income for insurance, while Indonesian residestthaseli¥s
of their income for insurance. At the same time, with a population of around 270 million, the Indonesiacénsura
industry has considerable potential, because around 200 million people of the total population of Indonesia have
the possibility to purchase insurance. But in fact, only about 17 million people have indingwahce policies
(AAJI, 2020). Likewise, the implementation of the National Health Insurance Program is managedeby S
Owned Enterprises as providers of health insurance known as BPJS Kesehatan. Nwam@te percent of
Indonesian citizens have to pay their own dues and are registered voluntarily (Blebatkte, 2017). Although
it is a mandatory program for every Indonesian citizen, the public's willingness to registeiNatitimal Health
Insurance is still low. Another problem with regular premium payments is that most people only pay premiums
when they are sick and never pay them back after recovering.

The problem of the insurance industry is in dire need of continuous handling, starting withdtier nee
research on the low interest of the public to have an insurance policy and improyegdn@ance of insurance
companies. Several studies (Yu and Chen, 2014; Aslam, llyas, Imran and Rahman, 205@dFemiawati,

2019) found that an effective insurance agent or salesperson will deliver insurances btreséiby creating
insurance demand. Also, the greater public interest in insurance, the higher the premium paiénaiiphowe
the financial performance of the business.

The sales force for the company is the spearhead who has an important role donghay; because
the ups and downs of the company's performance are highly dependent on the performance of the ghles force,
is in recognition of the fact that the sales function is very important for the success afahizaiion, many
researchers since the 1900s have identify factors that influence salesperson performaonogpany sales
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effectiveness (Babakus et al., 1996; Churchill et al., 1985; Cravens et al.,Pi®&Y¥; et al., 1999). The same

results are also obtained from recent research on salesperson performancé&etitgne#fiectiveness such as the

results of studies by Nwokah and Ahiauzu (2009), Yu and Chen (2014), Aslam et al (201&ps~dma Brown

(2017), Tseng (2018) can reinforce the importance of sales force capabilitres snccess of the insurance
industry. The study is based on Tseng's (2018) research, where the sales performanceonugptislized as

a consequence of the role of the salesperson, and other factors including the company's organization and the
environment and its changes. It can be said that the salesperson's performanazistbhkaton of the results
obtained by the salesperson in carrying out his activities, and the salesperson can be dduaedjdod
performance if he has been able to meet the targets set by the company.

Researchers generally agree that customer satisfaction is a key facterimrdeg long-term business
success (El Samen and Akroush, 2018; Yu and Chen, 2014; Tseng, 2018; Alnawas and Brown 201rkidJiti, Pe
Metteri, and Atkins, 2020). The salespeople that customers contact the most have been ideimifiedtaag
determinants of the extent to which customers get satisfaction (Tseng, 2018). Ssadesierson is an important
determinant of customer satisfaction, it can be said that the level of customer oridatatiensalesperson will
be an important factor in determining the level of customer satisfaction. Such an argubss®d on the fact
that salespeople who have higher levels of customer orientation will have higher customer satiatagj®n r
(Aslam et al 2016; Tseng, 2018; Miti et al, 2020).

Every prospective client has different needs and wants. This means that addgsisresameeded for
salespeople, especially insurance salespeople, because the different charaatespeotiye customers or
customers require insurance salespeople to adapt themselves to the conditions and situakishatiize &eld,
both how to serve and how to communicate with prospective customers. Adaptive sales, namely adbgst that
to customer needs and expectations. Adaptive selling ability is absolutely needed by ireyeatecbecause the
insurance agent will face potential policy buyers (prospects) with very varied charactarnsticgeeds. An
insurance salesperson is required to be able to adapt to the characteristics aofjprespsctive customers.

The reality in the field shows that the quality of human resources and the service apprakedpebdple
to consumers in Indonesia (including life insurance) is still relatively lacking (Roesanto, 1996 in Yudiani, 2005).
Increasing the ability to sell adaptively by insurance agents is a logical conseqtiéiheecurrent conditions,
considering that insurance products are difficult to sell because they are intangible pnashoetg products that
can be enjoyed in the long term. Products like this cannot be offered in the fones®fpromotions, because
each type of insurance product is specific for each person (personal selliegdfofe, the presentation of
information about insurance to prospective customers must be specific and diesathf@rospective customer
(Stanton, 1999).

The adaptive selling ability of insurance agents cannot be formed by itself, but théaetars that
influence it. Adaptive selling is influenced by many factors, namely self-monitoring, androgyny, empathy,
openers, control center, intrinsic orientation, cognitive type, experience, job interest orientatisapervisor
management type (Spiro & Weitz, 1990; Goolshy, et al, 1992). ; Mcintyre, et al, 1996).

Salesperson performance refers to the financial and non-financial achievements achieved by individual
salespeople in relation to their roles and responsibilities as determined by the company. It indicatesthew well
salesperson performs in carrying out his related sales duties while carrying asidriea job responsibilities
(Babakus, Cravens, Grant, Ingram, & LaForge, 1996). Meanwhile, the researchtedigud/ong (2016) found
that adaptive behavior has a significant effect on improving the performance of salespeople.

The ability or performance of a salesperson can increase if a salespersorhighsadaptive sales
behavior, namely by using different sales approaches appropriately during transactions witbrsustdnvhen
making decisions during sales transactions for different sales situations. Spiro an@l9&€ljan Kavoosi, et al
(2014) define adaptive selling behavior as consisting of gathering information about prospestireers,
developing sales strategies, evaluating the impact of messages, and making adjustments (inesade¢®psEs
based on evaluations. In fact, adaptive selling behavior is the ability of the sellert toisrmzerations with the
shared needs of the buyer (Keillor and Parker, 2000).

2. Literature Review
Insurance Salesperson

Article 45 paragraph (1) Regulation of the Financial Services Authority (POJK) Number 23 of 2015
concerning Insurance Products and Marketing of Insurance Products stipulates that markietngante
products can only be marketed through four channels, namely direct marketing, insuranceageagsurance,
and agencies. businesses other than banks.

Insurance salesperson/agent is a person who works alone or works for a business emtitlg, fehand
on behalf of the Company and fulfills the requirements to represent the Company in marketing Insurantse Produc
(OJK, 2019)
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Judging from the meaning of the article abovejreurance agent is a person who works to market insurance
products for and on behalf of insurance companies. Which means the Insurance Company atthagees to
act and the agent must not exceed the power limit given by the company.

The agent's relationship with the insurance company is maintained in an agreement called the "Agency
Agreement”, the agency agreement can be in the form of a standard or standard agreementiesiéeg gy
Department and made by the insurance company. only agree and accept what has been determined by the
insurance company.

Insurance Salesperson Performance

Performance is the most widely studied standard variable in the organizational behavior and human
resources literature. Performance as a construct may be more important in eostd&l as salesperson
performance often has a direct effect on company revenue.

The success of a company depends on the company's internal factors. Internalraaifitenaced by
the quality of salespeople and the performance of sales management which are the company's priorities. The
success of the company's performance is measured by the total number of sales, timgiporéaa of the target
market, costs, the contribution of the company's profitability, and customer satisfacti@@h(ihdg, 2011).

According to Verbeke, Dietz & Verwaal (2011), sales performance is used as alengirevaluating
the sales contribution of salespeople in achieving company goals. Performance is the behavior of salespeople,
with various strategies as a form of responsibility for their work. The strategyydbd salesperson shows the
behavior of the sales force and the results that have been obtained from the saléspéfort of experience and
expertise of salespeople as a driving factor of sales performance, which has a ifisimee on increasing
sales performance. Expertise in sales activities/activities is a necessity thhemuossessed by a salesperson,
because expertise is an important issue to deal with consumers and companies.

The sales force performance scale is measured based on the sales force perfoditaners compiled
by Park and Deitz Y (2006), namely: (1) Generating high market share for companiesim regjions, (2)
Generating sales on products that provide the highest profit margins, (3) Generate salesdy gnits at a high
rate, (4) Retain priority customers, (5) Find and build relationships with new customers

Adaptive Selling

Kavoosi, (2014) defines adaptive sales behavior as consisting of gathering information about potential
customers, developing sales strategies, evaluating the impact of these messages, andjostkiagta (in sales
presentations) based on these evaluations. In fact, adaptive selling behavior is the #idiselbér to fulfill his
operations with the shared needs of the buyer (Keillor and Parker, 2000 in Kavoosi, (20pfiveAsklling
behavior is the ability of the salesperson to use different sales approaches accordingde iteiation faced
and the type of customer. found (Indriani, 2005). According to Manske, et al., (2005psedesdaptivity is the
practice of changing a sales behavior based on consumer reactions and natural sitistiessA salesperson
is said to have a high level of sales force adaptivity if he can use diffelenapproaches appropriately when
dealing with customers and when making decisions.The level of adaptability of the sales force adtghbs
skilled and trained workforce who can interpret sales situations and then adopt and saldertuticeeds of
its consumers, which includes planning specific sales strategies for different consumergi(\2ao@3.

The measurement of adaptive sales in shaping the ability of an adaptive sales forceteakhgi(Spiro
and Weitz 1990), including: (1) Knowledge structures that facilitate understanding of various salessitnal
determining appropriate sales strategies, (2) Skills in gathering information on sales sitwafiacitate
adaptation and the use of various approaches in different situations, (3) Confidencebilityhi® anderstand
different sales situations that require different sales approaches, using varioappmaashes or changing sales
approaches. So that it can be further detailed that adaptive sales measurements amgr(itipRéleat different
sales approaches are needed for different customers, (2) Confidence in the alsktyaoious approaches, (3)
Confidence in the ability to change approaches during interactions, ( 4) Information gatherngitaief
adaptation, (5) Use of different actual approaches.

Custumer Oriented

Customer-oriented selling can be seen as a marketing concept practice at bothrthadsellstomer
level. In the concept of marketing, the cornerstone of marketing in recent ygaigsean integrated approach,
in which all company activities are directed at providing customer satisfaction and building longuarally
beneficial relationships with its market (Kotler, 2000). Kurtz, Dodge, and Klompmaker (1976) explé&itikidi
marketing concept to salesperson behavior.

Customer-oriented selling is a way of doing business on the part of the sales force. Thidetesrbo r
the degree to which a salesperson practices the concept of marketing by trying to helpstheiers make
purchasing decisions that will satisfy the customer's needs. Salespeople who are highly custotedrengage
in behaviors aimed at increasing long-term customer satisfaction. In addition, theyeheitbthat can lead to
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customer dissatisfaction. Thus, salespeople who are highly custoiereied avoid actions that sacrifice customer
interest in order to increase the likelihood of making direct sales. (Saxe and 198y,

In an effort to improve the performance of the sales force, the company is consyamglyatifind new
approaches to making sales. These approaches stem from the existence of a selliigroepptaach and a
customer orientation approach (Saxe and Weitz, 1982). Selling Orientation or Sales Orierdatestiisty that
focuses more on sales activities that produce in the short term, compared to cusisiameti@awhich will form
into consumer loyalty in the long term. Sujan et al. (1994) added that salespeople who use sales orientation are
motivated to give maximum work results to prove their work to their colleagues or managers.

Another approach that can be used as a solution in improving sales force performarstenigrc
orientation. The customer orientation approach argues that selling orientation can improvéorsales
performance, because salespeople who have a sales orientation only think how to get consunegpsitolmais
without being oriented to long-term relationships. Homburg et al., (2011) stated that customer orientatipn is a ke
variable in the marketing literature (Stock and Hoyer, 2009). Customer orientation illugteabegportance of
understanding customer needs and starting to adapt their products and activities to meetthasecffeetivet
and efficiently as possible.

The twenty-four-item sales-customer-orientation (SOCO) scale, originally developed byn8aXeitz
(1982), has been used in several studies in industrial and consumer areasa8th@shave suggested or made
modifications to the scale by changing the wording of the items and/or by changing the number of items on the
scale (Tadepalli 1995; Williams and Attaway 1996). Generally, however, these changéedraveade to fit
item wording to a particular setting or because of qualitative research showing that esoséndy not be
appropriate rather than as an attempt to further refine the scale.

The SOCO scale developed by Thomas, Soutar and Ryan (2001) reduced SOCO which originally had
24 question items to 10 question items, this was done because of the consideration of fillivigidimeok a lot
of time to maintain 24 question items, meanwhile most of the salespeople were reluctant fill out the questionnair
if you see that there are many questions asked.

3. Theoretical framework and hypotheses development

Adaptive selling and customer orientation have been considered essential for ddusalessforce.
Although these topics have been frequently studied in the literature, most studies have been conducted in
developed country settings and such studies are limited in other cultural contexts. Moreossf, c
country/cultural comparisons of the role of adaptive selling and customer orientation are avérheaefore,
the aim of this study is to examine the role of adaptive selling and customer orientatiolespersan
performance in two different markets in Europe and-Asiamely Finland and Macau. Using personal interviews,
data was collected from salespeople operating in both countries. The results showed that etistdaten had
a significant effect on sales performance, customer satisfaction, and adafg/dehavior of salespeople.
Furthermore, the adaptive sales behavior of salespeople has a significant effectp@rfesteance and customer
orientation but not on customer satisfaction. (Kaynak, Kara, Chow & Laukkanen, 2016)

The current personal selling literature shows that adaptive selling and customer oridvaatidoeen
frequently researched by researchers and have attracted the interest dmpeescin the last three decades. In
general, adaptive selling and customer orientation allow salespeople to tailor their sales acssai®g to
customer needs, expectations, and preferences. More specifically, adapitigeisetiives understanding the
sales situation and changing sales behavior in response to customer needs and wantatiegeiby higher
levels of customer orientation (Weitz, Sujan, & Sujan, 1986). Siguaw (1991) argues that “the empathic
relationship between the seller and ¢hstomer can also result from the adaptive selling process”, thus suggesting
that adaptive selling can be considered as an antecedent and consequence of customen (Fieantkd & Park,
2006). Adapting to customers means focusing on their individual needs and prefdeadeg, to a higher level
of customer orientation.

The selling skills of salespeople affect their ability to adapt their sales strategy shlaagnteractions
(Weitz et al., 1986). The effect of selling skills on adaptive selling isexkéhrough the knowledge that sales
staff use to evaluate sales situations and develop sales strategies for each (Wadmet al., 1986; Sharma et
al., 2000). Recent studies provide support for this relationship between selling skills anchgector For
example, Rentz et al. (2002) reported a significant positive correlation between the sellintjrskitision and
self-reported performance measures. Similarly, the research of Plouff¢2&08) show that selling skills are a
significant predictor of people's performance. Wachner et al. (2009) and Pettijoh{2803). further confirm
the main effect of selling skills on subjective performance.
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This research model can be described as follows:

Customer
H1 Orientation X
Adaptive H3 Salespeople
Selling » Performance

Hypotheses

H1: There is a direct effect of adaptive selling on customer orientation.

H2: There is a direct effect of customer orientation on the performance qfesadés

H3: There is a direct effect of adaptive selling on salesperson performance.

H4: Adaptive selling affects salesperson performance through customer orientation.

4. Methode

The population in this study is life insurance salespeople who already have a licensénasrince
salespeople, which according to the Indonesian Life Insurance Association (AAJI) the number of liteensed
insurance agents was 595,192 people in the first quarter of 2019. The sampling technique used in ithis study
non-probability sampling due to the large population and the researcher does not allow to have a sameling fr
Sampling was done by purposive sampling technique combined with snowball sampling. According to Sugiyono
(2014) snowball sampling is a technique for determining samples that are initially small in nunmben)adinge.
According to Kriyantono (2014) purposive sampling is a sampling technique that provides certain criteria made
by researchers based on research objectives.

In this study, the sample is life insurance salespeople who have at least 2 yeanls efperience as a
life insurance seller, both female and male salespeople with unlimited education levelsthe/hilenber of
samples in this study amounted to 278 people, and who met the requirements for processisgnarysas 275.
This number has met the requirements according to Sekaran (2003) that the research sampl#¥usngoSE
used if the number is at least 150.

5. Result
Factor Weight Significance Test

Used to determine whether a variable can be used to confirm that the variable can bevtithedtiear
variables to explain a latent variable (Ferdinand; 2002: 168). The strength of these dimensionsgntfermi
latent factor can be analyzed using a t-test on the regression weight generated by the pnesiehtasl in the
estimation table for each variable. C.R or Critical Ratio is identical to t-count in siegresalysis. From the
table above, each variable has a C.R value that has met the requirements, which hasbawald&b8 and a
probability <0.05. Therefore, C.R greater than 2.58 and probability <0.05 indicates tlawvhiebles are
significantly dimensions or indicators of the latent variables formed.

Table 1 Summary of CFA Test Results (n=275)

Variables RMSEA GFI TLI CFlI Conclusion
Adaptive Selling 0.079 0.875 0.863 0.881 Good Rt
Customer Orientation 0.069 0.951 0.949 0.962 Good Fit

Salesperson Performance 0.037 0.990 0.993 0.996 Good Fit

Composite Reliability

Test reliability is related to the measurement portion because of the permanent effect thaffioensis
sample to sample (Netmeyer, Bearden, & Sharma, 2003). Reliability analysatésdiee ability of a test to
produce consistent scores (Friedenberg, 1995). High reliability indicates that the indicatoasveayehigh
consistency in measuring the latent construct.

There are several ways to measure reliability. In general, the estimatioigtexs used are test-retest,
alternative forms, split-halves, and Croanbach's Alpha. Of the several estimation techtiquésyest
assumptions were found using Croanbach's Alpha (Wijanto, 2008). So to estimate the reliabditoafjeneric
measure, the alpha value gives an estimate that is too low (Bollen, 1989). In SEMdmihesite reliability
measure is used (Wijanto, 2008).
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Table2 Combined Reliability (n=275)

Variables (Y% (02)) pc
Adaptive Selling 91,317 10,263 0,899
Customer Orientation 29,431 4,967 0,856
Salesperson Performance 12,47502 2,451 0,836

Based on the results of the combined reliability calculation, all variables have a good teliabdity
because they have a value of 0.60. The highest combined reliability is on the adajtigeraetible, whichs
0.899.

Analysis of Direct Effects and Indirect Effects

The aim is to analyze the strength of the influence between constructs which consists of encinalys
direct and indirect effects. The direct effect is the coefficient of all tfes livith one-pointed arrows. Indirect
influence is the influence that arises through an intermediate variable (Ferdinand, 2002). The tbsuttisamt
effect test are stated in the following:

Table 3 Result of Direct Effect Calculation

. Adaptive Customer Salesper son
Ve Selling Orientation Performance
Customer Orientation ,182 ,000 ,000
Salesperson Performance ,009 ,254 ,000

Table 3 shows that the direct effect of Adaptive Sallling on Customer Orientaidi8& and on Sales
Force Performance (KTP) with a value of 0.00%e direct effect of customer orientation on sales force
performance (KTP) with a value of 0.254.

Furthermore, the results of the indirect effect test are stated in the following table:

Table 4 Result of Indirect Effect Calculation

. Adaptive Customer Salesper son
VAL dl=2 Selling Orientation Performance
Customer Orientation ,000 ,000 ,000
Salesperson Performance ,046 ,000 ,000

Based on table 4, it can be seen that the indirect effect of Adaptive Salling ofr@ake®erformance
is 0.046.

Table 5 Summary of Hypothesis Test Results

Hypothesis Equation eiiaggt'e C.R P-Value Result Explanation
Adaptive Selling Hvpothesis There is an influence between the
H1 -> Customer 0,182 2,618 0,009 yp Adaptive Selling on Customer
. - accepted . :
Orientation Orientation
Customer There is a positive influence of
H2 Orientation-> 0,254 3,498 0,000 Hypothesis customer orientation on Salespersa
Salesperson accepted erformance
Performance P
Adaptive Selling . . . -
Mo >Saespeson oo ona7 os  "yBOleds Adapihe Sing haveno danean
Performance g P
H4 Adaptive Selling
- Customer Hvpothesis Customer Orientation can mediate
Orientation > 0.046 2.089 0.036 yp the effect of Adaptive Selling on
accepted
Salesperson Salesperson Performance
Performance
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6. Discussion
There is a direct effect of adaptive selling on customer orientation.

The results showed that adaptive selling has a direct effect on customer orientatidimdirtgsis in
accordance with the results of research conducted by several researchers whuwastadegtive selling involves
understanding the sales situation and changing sales behavior in response to customer desitssarttus
leading to a higher level of customer orientation (Weitz, Sujan, & Sujan, 1986). Siguaw (1991) argues that “...the
empathic relationship between the seller drdtistomer can also result from the adaptive selling process”, thus
suggesting that adaptive selling can be considered as an antecedent and consequence obiGestatitar
(Franke & Park, 2006).

There is a direct influence of customer orientation on the performance of salespeople.

In this study it can be argued that customer orientation can affect the performaalespéople, which
is in line with the findings of Sari (2014) which states that a good customer orientation canprele sales
performance. Sales performance is a dimension of sales performance. Good dftemti@alespeople to
customers is reflected in the ability of salespeople to meet customer needs and solve qustdares by
recommending suitable products to meet customer needs. The results of the study of Schve¢pinle)
Customer orientation has a positive and significant effect on the results of stdes@ece. Among them, sales
performance is an indicator to measure the performance of salespeople.

Agustina (2016) found in her research that customer orientation has a positive and significaaheffe
sales force performance. This effect indicates that the more the seller canngsefrhin the customer's
perspective, the better the seller's performance will be.

There is no direct effect of adaptive selling on salesperson performance.

This study shows that there is no direct influence between adaptive sales on salespersoangerfor
but with the mediation of customer orientation it shows an indirect effect between adaptiendaakes force
performance. These results contradict the findings of Kara et al. (2013) whichtsiatsesespeople with a high
level of adaptive sales will improve sales performance. The existence of this influenagemthat the higher
the ability of the salesperson to use a different sales approach for each consumer, thtbehigglesperson's
performance.

Adaptive selling affects salesperson performance through customer orientation.

The findings in this study note that there is an influence between adaptive selling onosaes f
performance mediated by customer orientation. This is in line with research by Kayn0é6altflat adaptive
selling and customer orientation are very important for a successful sale§feeaesults showed that customer
orientation had a significant effect on sales performance, and sales force adaptiadalsignificant effect on
sales performance and customer orientation.

The current personal selling literature shows that adaptive selling and customer oridwatetidieen
frequently researched by researchers and have attracted significant praatitivast over the past three decades.

In general, adaptive selling and customer orientation allow salespeople to tailor theiresslageraccording to
customer needs, expectations, and preferences. More specifically, adaptigeisetiives understanding the
sales situation and changing sales behavior in response to customer needs and wantkeatiewely higher
levels of custmer orientation (Weitz, Sujan, & Sujan, 1986). Siguaw (1991) argues that “...the empathic
relationship between the seller and the customer can also result from the adaptive selling process”, thus suggesting

that adaptive selling can be considered as an antecedent and consequence of customen @Fiemtkd & Park,
2006). Adapting to customers means focusing on their individual needs and prefdeadieg, to a higher level

of customer orientation. Furthermore, growing globalization and the need to maintain compbiétivage both
internationally and domestically provide a strong need for management to understand the factors sosalespe
performance in an international context. In addition, growing global economic and organizational integration
requires managing the sales force across cultural and national boundaries.

In their research, Ramendra and Gopal (2012) obtained results by presenting the adaptiekasades b
of salespeople with sales performance through customer-oriented sales mediation. Although in the context of
selling, declarative knowledge, and procedural knowledge increase with selling experighcexphains the
increase in sales performance (Weitz et al., 1986).

Conclusion
It can be concluded that adaptive sales have no direct effect on sales foracegraéhowever, based
on empirical data, it can be seen that adaptive sales affect sales force perfahmoargtecustomer orientation.
Because of the small, even direct effect between customer orientation and the performdace of
insurance salespeople, life insurance companies should continue to improve their salespeople's undefrstanding
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the importance of customer orientation, by conducting training or training related ‘egelbpment and
increasing competence as a life insurance salesperson.

The salesperson's performance appraisal in this study was carried out subjectively, nadein bas
salesperson's self-assessment, so future research is recommended to ddijekctave assessment method
(supervisor evaluation), namely the assessment carried out by the salesperson's superiorgsponmsitee for
the performance of each salesperson. This allows the salesperson's perforit@atacbedhalanced because it is
seen from two aspects, both personally and from the perspective of others véspansible for the performance
of each salesperson.

Limitation

The scope of the research should be done by making clusters based on marketing areas, legitbhsn big
and in district cities, so that the research results can be generalized more broadly.

Besides that, research has not looked at more factors that can affearsalg®fformance, as shown in
previous studies there are several factors that can affect sales forcenped®r Further research is expected to
be able to see more factors that can influence and improve sales force perorinelucling emotional
intelligence and interpersonal skills.
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