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Abstract

This academic article aimed 1) to review the literature relating to variables affecting core
competencies of salesmanship in the non-life insurance business in Thailand to promote
success and competitive advantages of non-life insurance industry in Thailand 2) to use the
results from the literature review to develop a research conceptual framework showing the
factors that contribute to competencies of salesmanship. The causal variables consisted of
digital leadership, organizational trust, and internal branding that promoted core competencies
of salesmanship and helped drive the organization to move forward. The results of the literature
review also showed that the organizational trust may be an interstitial variable of the
relationship between digital leadership and core competencies of salesmanship. That meant, if
the leader had a high level of leadership, it would result in a higher level of organizational trust
and an increase in core competencies of salesmanship.

Keywords: Core Competency, Salesmanship, Causal Relationship Model, Non-Life Insurance
Business

Introduction

Nowadays, the insurance industry especially the non-life insurance is more accepted by
consumers as it increases the efficiency of business. Any large or small business is risky, and
when unexpected events occur, non-life insurance reduces the burden of expenses by providing
the benefits and coverage obtained from the insurance. For that reason, it causes the non-life
insurance business to have a higher rate of growth throughout the past (Office of Insurance
Commission, 2021).

Non-life insurance plays a role in the development of the country’s economy in strengthening
stability and financial and investment insurance for business operators and individuals. It is
also a source to raise savings into the system to use the capital to diversify investments, and to
create loans to the economic sector in other businesses. This causes the rise of production,
employment and the expansion of national income levels, and directly affects the growth of the
country’s economy. Therefore, the government has emphasized the importance of insurance
business, and created a policy to support the benefit of the whole nation. Department of
Insurance, Ministry of Commerce is directly responsible for regulating and supervising those
in this business (Auaprachakul, 2017).
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From the importance of developing core competencies of salesmanship as mentioned above,
the researchers reviewed the literature on non-life insurance from 2017 to 2020 and found
questions such as “With higher business growth rates, why is the percentage of policyholders
so low?” and “why is the target group of non-life insurance customers not reached as much as
it should be?” The results of the study found that one of the main reasons was that core
competencies of salesmanship was the most important factor in the business. Communication
of wrong sales presentation and lack of professionalism of sales staff caused customers to have
a bad attitude towards the non-life insurance business. The fact that if salespeople have high
core competencies of salesmanship in the non-life insurance business, it will influence the
career path to progress and success (Charoensuk, 2021). According to previous research,
competent personnel in an organization will help drive the organization to move and grow
faster. Most of the successful Thai organizations have given priority to the development of
competence as well as human resources in order to effectively manage personnel in the
organization. That is why current Thai organizations have become more successful on a global
scale (Suri-khan & Chureemas, 2021; Bikker, 2016; Charoensuk, 2021; Puttharak et al., 2020).
There was past research that studied core competencies of salesmanship in many businesses
such as banking, education, hospitals, hotels, information and communication technology,
Ministry of Public Health as well as Excise Department (Surikhan & Chureemas, 2021; Bikker,
2016 ; Charoensuk, 2021; Puttharak et al., 2020) According to the results of the literature
review, the correlation of variables that may be the causal factors of today’s core competencies
of salesmanship were digital leadership and internal branding (Thongkham, 2018; Kouzes &
Posner, 2012; Ratliff , 2012).

It was also found that organizational trust was significantly, positively correlated with
leadership factors, and optimistically associated with core competencies of salesmanship.
Ratliff (2012) stated that organizational trust was a belief that support to enhance the
relationship between leadership variables and key competencies specific to human resources.
This was consistent with the research of Chobsaard et al. (2019) and Matsui et al. (2021) who
found that organizational trust was a variable that had the ability to significantly develop the
core competencies of salesmanship in the organization. If employees in the organization are
honest, believe in the success of the organization, and recognize the care from the organization,
it will allow them to have higher trust in the organization, and the performance will increase
equivalently. Therefore, the authors would like to present the variables that are expected to be
the important factors promoting the core competencies of salesmanship in the non-life
insurance business in Thailand, namely digital leadership, organizational trust and internal
branding.

Research Objectives

1) To review the literature relating to variables affecting core competencies of salesmanship of
the non-life insurance business in Thailand in order to promote success and competitive
advantage in insurance industries in Thailand

2) To develop the results from the literature review into a research conceptual framework
showing the factors that contribute to core competencies of salesmanship

Significances of the Study

1) The results of the literature review revealed the causal factors affecting the core
competencies salesmanship for the non-life insurance business in Thailand

2) The results can be developed into a conceptual framework for the core competencies of
salesmanship study of the non-life insurance businesses in Thailand

Literature Review
From the literature review, it was found that the causal factors influencing the core
competencies of salesmanship were defined as independent variables that are expected to
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enhance core competencies of salesmanship. Job-specific core competencies were inherent
characteristics in a person that were applied appropriately to their work to achieve sales
performance (Khunluek, 2021; Kulkarni,2021). This academic article described the core
competencies salesmanship of the non-life insurance business consisting of 6 components: 1)
skills in sales design, 2) technology implementation, 3) problem solving and decision-making,
4) operational improvement, 5) change management, and 6) communication. The details of
each causal factor were as follows:

Digital Leadership

Leadership was an important factor affecting the success in enhancing the core competencies
of salesmanship in the organization because leadership was the process by which executives
would influence the behavior of personnel to have a purpose to achieve the goals of the
organization (Premsmit et al., 2021). Previous research studies found that in the midst of the
rapidly changing trends, leaders in the digital era needed to be aware and focus on handling
with change to transform the organization into the digital era. This is widely known as digital
transformation which means using digital technology to create or develop various processes in
the organization, so that the organization can adapt to the higher competition in the market.
Not only is digital transformation about applying technology to different processes for more
convenient work, but it is also a change at all levels of the whole organization. Therefore, the
leaders must understand the direction of change in the organization, make it ready for new
skills on all accounts, and be aware and up-to-date with technology which is an inevitable
catalyst for change in every organization. The leaders need to focus on digital strategy
planning, and support employees to have the ability to perform tasks. This was consistent with
Kouzes and Posner (2012), which described that the management strategies of digital leaders
were 1) practical role model, 2) digital decision-making, 3) inspiring shared vision, 4)
empowering associates to act, and 6) promoting encouragement.

Leadership is the art of stimulating and mobilizing to help employees in need of work with a
dedicated effort to work and learn together successfully (Kouzes and Posner, 2012). Executives
with a high level of digital leadership are beneficial to human resource management and work-
specific competence of personnel in empowering. These advantages result in developing and
promoting skills, knowledge, and ability of personnel to manage changes, which is an
important method that affects the success of the organization in the future. In summary, digital
leadership is defined as the behavioral actions of corporate leaders that influence and motivate
a group of people to voluntarily accomplish a common goal. The leaders use technology as a
key to managing and preparing for the impact of change. This approach promotes the
development of the core competencies of employees.

Organizational Trust

The literature review revealed that employee trust was essential to an organization for its
effectiveness. Positive outcomes were the results from an increase in trust within the
organization, which affected the core competencies of the team in business (Jansuri &
Jadesadalug, 2020). Other current research showed that the effect of trust principle was
positively correlated with job-specific core competencies of personnel in an organization
(Trailuk, 2019; Sarahong, 2015; Surikhan & Chureemas, 2021). It was stated that trust was
essential to core competency development activities of personnel in the organization. The
characteristics of a trustee were expressed in the form of reliability which could be divided into
four dimensions: 1) competency dimension 2) openness dimension 3) concern dimension and
4) reliability dimension. Shaw (1997) stated that trust in a person depended on three main
factors that affected the creation of trust within the organization. The three factors were as
follows:
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1) Achieving results: To create confidence or trust, a person must make a clear commitment to
achieve the goal until it creates a belief in the person’s success. An incompetent person who
fails to meet expectations inevitably decreases the level of trust.

2) Acting with integrity: This factor shows integrity, honesty and sincerity in words and actions
consistently. That is, when one says something, he acts on what he says honestly, accurately
and fairly. There will be a high level of trust if a person or organization is faithful, act honestly,
disclose information, coordinate, and work together on a sincere process and form.

3) Demonstrating concerns: Demonstrating concerns is a concept of paying attention to other
people. In general, individuals tend to place their trust in those who care and take care of them
in distinguish ways. For example, when one cares for the well-being of people at all levels,
understands individual needs and expectations, and allocates and takes care of the rights and
benefits of other individuals. An act of empathy and concern builds confidence and trust in an
organization through the perception of such expression.

This research applied Shaw’s organizational trust concept (1997) since it has been favored in
research studies of sales context. The concept was divided into 3 components: 1) achieving
results, 2) acting with integrity and 3) demonstrating concerns. These three components have
been confirmed to be essential for the study of organizational trust in the sales context.

Reina & Reina (2007) found that staff in production and sales department who respected and
believed in their senior supervisors often increased the performance of the organization. In such
case, it resulted in 42 percent more profits from corporate sharcholder investments than
organizations lacking trust as the norm. Chiva (2021) stated the relationship of trust that
organizations with high trust commonly have more effective leaders and better collaboration.
High trust shaped and provided the organization in different aspects as follows: 1) the highest
sense of commitment to reach the common goal, 2) more employees who are capable of
working toward the set goals, 3) an organizational culture that has a sense of strong and a high
level of collaboration, 4) more leaders who teach than leaders who direct, and 5) employees
who are more involved in expressing their opinions and participating in decision-making.
Therefore, when the trust in the organization increases, it will promote the efficiency of work
including the increase in the performance of the organization. Besides, trust is also the anchor
of quality personnel of the organization. On the contrary, when the organization lacks trust, it
will diminish the efficiency of work, and the profits in doing business will consequently
decrease leading to lower job satisfaction which affects higher employee turnover rates (Chiva,
2021).

In conclusion, the literature review found research that identified a positive correlation of
organizational trust with the job-specific core competencies of employees in the organization.
When employees have confidence and organizational trust as well as a sense of the leadership’s
care, they will perceive that the organization cares and values the dedication of their work
resulting in an increase of job-specific core competencies (Chiva, 2021).

Internal Branding

Internal branding studies started with personnel being identified as a critical factor in the
improvement of an organization. As a result, several studies have been conducted to find out
what employees need. Peungposop et al. (2016) indicated that the concept of internal branding
helped organizations recruit talented people, and create engagement between personnel and
organization that can yield a higher performance.

Later, it was found that internal branding was the most important strategy of the business in
service industry, mainly because the industry required the ability of employees to provide
quality service that customers expect, and the employees also helped to create an image for
customers both inside and outside the organization. The literature review disclosed that human
resources (HR) involved in building a brand or image of an organization. It built a brand from
the perception of external customers to the organization looking from the outside-in. Likewise,
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it built a brand from the perception of the internal customers towards the organization. Looking
from the in-side-out created bonds among employees, dedication, devotion, and good word-of-
mouth in the organization (Chiranonthakit, 2021).

In addition, the definitions of internal branding varied widely according to the context of the
subject matter studied. For example, MacLaverty et al (2007) defined internal branding as a
strategy and process of nurturing employees within the organization to deliver the best
customer experience they expect. In line with Thongdaeng (2018), who stated that internal
branding referred to the process by which employees within an organization modify
information about the brand values they receive to the behavior of presenting that value to
customers in a concrete manner of employees.

Therefore, internal branding reflected the behavior of employees in working effectively which
is related to the core competencies of salesmanship. Research on internal branding and its
employees was a concurrent study. Moreover, another issue was the study of branding in the
Thai academic context from 2012 to 2020. When analyzing in detail, the focus was more on
building and communicating an external branding than internal branding.

However, Chiranonthakit (2021) stated that organizations in Thailand should adopt the
branding concept in order to display the strength to attract competent and suitable personnel
into the organization. Internal branding concept was discussed as a tool that influenced
employee’s attitudes and behaviors toward the brand. It built on employees’ understanding of
the brand’s values, and kept employees on the brand’s reality. Consequently, internal branding
was a process that involved communicating one thing to others. According to Punjaisri, Wilson
& Evanschitzky (2009), it was found that internal communication (marketing), training and
development influenced brand support behaviors of employees including the performance and
development of specific core competencies in the non-life insurance business. However, there
has been no study of internal branding in the context of the non-life insurance business in
Thailand. The concepts of Punjaisri, Wilson & Evanschitzky (2009) and Thongdaeng (2018)
were used to develop elements, and measure brand characteristics within the organization.
Internal branding was classified into 4 components: training, orientation, small group meetings,
and summary review. This was due to the straightforward, clear components that covers the
nature of internal branding in Thailand.

After the researchers carried out a literature review including studying documents, related
research, and extracting variables, several factors were found correlated or influenced core
competencies as shown in Table 1. The results of the synthesis of factors influencing the core
competencies of salesmanship revealed that there were 14 important theoretical frameworks.
In this research, the criterion to be considered was the frequency of the elements of which most
researchers who were informants for this research selected as a factor influencing the core
competencies of salesmanship. The researchers used frequency criterion 6 or higher, which
was equal to or greater than 60% of the total frequency (Creswell & Clark, 2011). The causal
factors including digital leadership, internal branding, and organizational trust were
recommended as the influencers to the core competencies of salesmanship of the non-life
insurance business.
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Table 1 Synthesis of variables influencing core competencies of salesmanship

Variable 12345678910 11 12 13 14 15 16 17 18 19 20 21 22 23 24 Frequency
Knowledge *OK * *oOE 5
Skill * * ok

Attitude * K * * 4
Organizational atmosphere * * * 3
Organizational trust kokox kokox oK * 9
Innovation *oOE * 3
Performance motivation * * * 3
Digital Leadership * * kowoox Ok * T
Organization management kK * 3
Organization support * * * * 4
Job satisfaction * * % 3
Branding % ok %k * 3k * * * 8
Internal communication * * 2
Organizational commitment * * * 3

Note: 1) Charoensuk (2021); 2) Puttharak et al (2020); 3) Tanapatpoondetch et al. (2019); 4) Iamratanakul & Matnok (2018); 5) Thongdaeng
(2018); 6) Khotsriwong & Saiyasopon (2021); 7) Premsmit et al. (2021); 8) HRNOTE (2019); 9) Phonchai (2020); 10) Chalardsakul et al (2020);
11) Shaw (1997); 12) Punjaisri, Evanschitzky & Wilson (2009); 13) Bikker (2016); 14) Kouzes & Posner (2012); 15) Ratiff (2012); 16) Wise
(2018); 17) Arneson et al (2013); 18) Preez & Bendixen (2015); 19) Yang, Wan & Wu (2015); 20) Fard & Karimi (2015); 21) ASTD Public Policy
Council (2003); 22) Matsui et al. (2021); 23) Chiranonthakit (2021); 24) Kulkarni (2021)
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Conceptual Framework

The literature review uncovered the variables affecting the core competencies of salesmanship
of the non-life insurance business include digital leadership, organizational trust and internal
building which could be developed into a conceptual framework as displayed in Figure 1.

Bemg a role model m practice
Making decisions with digital
nfomation
Imprng a shared viion \ Diginl Leadership
Kouzes & Pommer (012)
Skalls i sales design
Empowening others to perform
taks
Technology
implementation
Promoting encauragement
Problem solving and
The core conpetencies of salesmanthup dectsion mikang
Orgamzatonal Trus
RS of f1e nomrlfe wsumance busmess
Shaw (1997)
ASTD (013
Saekuong (2014) Operatiom | improvement
Traming and development
Change management
onentation
Tovernal Branding
Communieation
Punjarers, Wilson &
Evaschitzky (2009)
Small group mesting
Sunmary ievew
Achieving Resuls Actmg with Integrey Demonstrating Concerns

Figure 1 Conceptual Framework

Research Results

The literature review indicated that the core competencies of salesmanship were very important
in doing a business in a highly competitive era since the employees were the essential keys to
drive the organization to move forward steadily. The core competencies of salesmanship in this
digital era should include: 1) skills in sales design, 2) technology implementation, 3) problem
solving and decision-making, 4) operational improvement, 5) change management, and 6)
communicational proficiency. Furthermore, an organization full of competent personnel will
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progress faster with higher levels of development. Nowadays, most successful organizations in
Thailand have taken competence development seriously. The development of core
competencies should, therefore, be focused on the factors suggested, which include digital
leadership, organizational trust, and internal branding.

Recommendations

This research was based on the literature review both domestically and internationally that
differed in many aspects such as sample group, region and type of industry. To create the
extension and benefits to the operation of non-life insurance business in Thailand, the further
research should be conducted as qualitative research in order to gain insights from key
informants such as corporate executives, sales managers, and salespeople. The results of the
future study would reveal the factors and other causes that affect the development of core
competencies of salesmanship of non-life insurance business in Thailand.
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