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ABSTRACT 
~., ''-;: 

When examining the sales process, professors and sales trainers instruct students to build 
rapport with their customers in a sales setting. Students are often confused by the process 
ofrapport-building and question its relevance to sales success. In the development of the 
thesis, "An Exploratory Study of Rapport and its Impact on Sales Success," initial 
research was allocated towards developing an understanding of rapport, rapport 
methodology, and existing research in the area of rapport's role in the sales process. The 
weight of the project was centered on the development, implementation, and analysis of 
an experiment testing the effect ofrapport on sales success in a simulated sales setting. 
Secondary analysis was conducted in an attempt to discover the correlation between 
buyer personality and receptiveness to rapport techniques. The paper examines the 
combination of analysis of existing literature in the subject area and findings from the 
experimental portion of the project. Findings from the experiment are not conclusive as 
the experiment was designed to be exploratory in nature. However, trends in the data 
were identified, which suggest some interesting opportunities for future research and 
discovery. 
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FORWARD 

During my tenure at Ball State University, I have taken my fair share of sales 

courses-to be more specific, I have complctcd 100% of courses offered in this subject 

area. In addition to formal course work, I have immersed myself into outside study of 

sales through participation on Ball States Sales Team, internships that build sales 

technique, and through interaction with other students studying sales processes. The 

inspiration for my thesis project surfaced from questions that I had regarding rapport 

from my personal sales experience, and from questions that were brought up by many of 

my fellow students during tutoring sessions regarding the necessity of rapport in the sales 

process. As students of sales, we often hear the term "rapport" tossed around in our sales 

courses and the professor stresses its importance in the sales process. However, this 

mention of rapport is usually not accompanied by very much instruction as to the 

methods of how to go about establishing rapport. This often leads to a misconception 

among students that only "socially extrovcrtcd" individuals are capable of establishing 

rapport, while the rest of the population flounders through role-plays making 

meaningless, artificial comments about the weather or the buyer's picture on the wall. 

Many students even wonder whether rapport is necessary to being successful in sales. 

My hope through this project is to develop a greater understanding of rapport 

methodology and to discover/affirm the validity ofrapport in the sales process. 
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PURPOSE AND SCOPE 

Relationship selling is becoming increasingly prevalent in sales transactions 

today. An essential element in building a relationship with a potential buyer is through 

using rapport-building skills. The purpose of "An Exploratory Study of Rapport and its 

Impact on Sales Success" is to examine the role of rapport-building techniques in the 

sales process and to determine whether rapport plays a key role in a salesperson's success 

in earning a sale. From observation of people in industry, personal experience, and the 

examination of numerous pieces of literature and studies, the thesis author hypothesizes 

the following: 

Hypothesis: Salespeople that understand and utilize rapport-building methodology 
in their sales calls will be more successful in making sales than their counterparts 
that do not utilize rapport techniques. 

The scope of the study will be broad in terms of the extent of the literature 

examined and narrow in terms of the experimental portion of the project as student 

participants are the most accessible recruits for participation in the research portion of the 

study. The information collected from the literature and the experiment will provide 

valuable information in terms of human behavior in a sales setting, and will serve as a 

stepping-stone for the formulation of future research objectives in thc subject area. 

OBJECTIVES 

Following the outline provided by the formulation of the hypothesis, there are 

many objectives to be accomplished through the planned research. Accordingly, the 

following will be examined: 

• The impact of rapport on the sales process-the researcher seeks to examine 

what role, if any, that rapport plays in terms of sales success. 
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• The buyer's responsiveness to rapport-building efforts or absence of efforts 

by the salespeople---the researcher seeks to examine the buyer's preference 

between a salesperson who utilizes rapport techniques and one who does not. 

After discovering which style between rapport and non-rapport that the buyer 

prefers, the researcher then wishes to understand why the buyer selected the 

salesperson they did. 

• The correlation between the buyer's personality and their responsiveness to 

the salesperson's rapport building efforts-A personality profile was 

administered to each test subject during the experimental portion oflhe project in 

order to examine if there are any trends within the population that suggest that 

individuals that are of a certain personality set would be more/less responsive to 

rapport/non-rapport styles. If a trend can be established, it could be very useful to 

future generations of salespeople that could learn to adjust their style to their 

buyers who were of different personality sets. 

RESEARCH DESIGNIDAT A COLLECTION METHOD 

For the research involved in this study, the most suitable research design for 

examining a broad and initial set of data is exploratory research. Exploratory research is 

defined as, "The initial research conducted to clarify and define a problem. (Zickmund, 

2003). When relating this definition to the project, exploratory research is a suitable 

research method for the project because infonnation that is collected from the 

experimental portion of the project will be used to spot initial trends and then create new 

hypothesis for future experimentation. Exploratory research is also a suitable research 

design in the fact that in tenns ofresources and time, only a small sample of thirty-eight 
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individuals could be collected. Due to the small data set, trends identified from the 

research cannot be totally conclusive, and is therefore, the data captured is more 

qualitative than quantitative. 

EXPERIMENTAL DESIGN AND PROCESS 

The experiment is a multi-layered process, whereby tbe hypothesis will be tested 

and data will be harvested. The basic goal of the experimental design is to create an 

artificial sales situation where a buyer must choose between two sales people. 

Unbeknownst to the buyer, tbe salespeople will display different sales techniques. The 

buyer is then asked to select one of the salespeople to buy from and is asked about his or 

her selection criteria in choosing the individual that was selected. A more in-depth 

research design and description of actions follows: 

1.) Salesperson selection and training-In order to carry out the experiment, participants 

had to be recruited to play the role of the salesperson in the simulation. After analyzing 

the number of test samples that were required to spot exploratory trends, it was 

determined that at least six salespeople would be required to complete the experiment. It 

was decided that students would be trained to play the role of the salesperson in the 

simulation. Students from sales courses and from Pi Sigma Epsilon Sales and Marketing 

Fraternity were recruited to train and perform the role of salesperson. Requirements for 

participating as a salesperson in the experiment were that the individual must have taken 

or currently be enrolled in Marketing 325 (Introduction to Professional Selling) and be 

able to offer six hours of their time to the experiment, plus be able to attend an additional 

two hour training session on the sales behaviors that would be exhibited during the sales 

simulation. 
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The salesperson training session occurred a week and a half before the sales 

simulation started so that the salespeople would have the opportunity to think about and 

practice the sales behaviors that needed to be exhibited during the experiment. In the 

training session, the salespeople were given an overview of the experiment in terms of 

structure. The salespeople were told that they would be trained in two different sales 

techniques, and would then go up against one another as competing sales representatives. 

The salespeople were taught explicit details of how to give the basic sales call, and were 

asked not to vary the "meat" of the sales call from one test subject to another. They were 

told that when competing against the other salesperson, their sales calls should be exactly 

the same as the other salesperson except for the fact that one salesperson would exhibit 

rapport-building techniques and the other would not. The salespeople were then trained 

in these techniques and these techniques were practiced through role-playing and 

question and answer sessions during the training session. 

Participants that were playing the role of salespeople in the experiment were 

required to learn both sales behaviors as they would be playing the role of rapport

building salesperson and non-rapport building salesperson in equal proportions. The 

salespeople were taught that when they were the non-rapport building salesperson they 

should be very direct in their approach. This did not mean that the salesperson was rude 

or curt; rather, the salesperson displaying non-rapport building behavior was more direct 

in their approach and "straight down to business." Conversely, the salespeople were 

taught that when they were exhibiting rapport-building behaviors that they should take 

time to show interest and engage in casual conversation in an attempt to exploit their 

commonalities with the individual that they were calling on. The rapport-building 
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behaviors were somewhat scripted to keep the sales calls relatively similar in nature. 

Basically, the when the salesperson was asked to exhibit rapport-building behavior, they 

were asked to exploit the fact that the buyer was a recent college graduate of Ball State 

University and that they too had graduation from Ball State University. The Intro Scripts 

that the sales people were asked to follow are exhibited below: 

Intro Script for Salesperson Exhibiting Rapport-building behaviors 
<Knock> 
Hello, my name is _._ .... _. ... and I am with insert company. As I understand from 
talking to your manager you arc entrusted with making the buying decision for 
laptops in your district, your manager also mentioned that you are new with the 
organization as you are a recent college graduate. Where did you graduate from? 
<the buyer will say Ball State> <talk about Ball State with them for a minute or so 
as you are a Ball State Grad as well> Well, that is great, before we get started, I 
would just like to say that I am confident that we can work together to come up with a 
resourceful solution for your organization. Why don't we talk a little bit about what 
your organizations needs arc. 

<Go directlv into vour sales presentation> 

Intro Script for Salesperson Exhibiting Non-Rapport building behaviors 
<Knock> 
Hello, my name is and I am with insert company. As I understand from 
talking to your manager you are entrusted with making the buying decision for 
laptops in your district. I am confident that we can work together to come up with a 
resourceful solution for your organization. Why don't we talk a little bit about what 
your organizations needs are. 

<Go directly into your sales presentation> 

2.} Buyer Selection and Personality Profile-It was decided that the test sample 

population required to complete the experiment would be forty individuals. 

Requirements in order to participate as a buyer/test subject were that you had to take the 

online personality profile and you had to come into the sales lab for twenty minutes to go 
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through the sales simulation and exit questionnaire. Buyers were college students, from 

all different majors that voluntarily agreed to participate in the experiment. 

Prior to coming to the scheduled experimental slot, the buyers were asked to go 

online to www.outofscrvicc.com/bigltve in order to take the Big Five Personality test. 

The personality assessment was given so that later on in the experiment, the data could be 

cross-tabulated in order to discover ifthere was any correlation between the buyer's 

personality and their responsiveness to a given rapport-building technique. The Big Five 

Personality Test was selected through the assistance of Dr. Paul Biner, a psychology 

professor from Ball State University. The Big Five Personality Test is a very popular 

personality assessment that is utilized by many psychological studies because of its user

friendliness and brevity to complete. The Big Five was first used in birth-order studies 

10 years ago and assesses the individual in five areas: Agreeable vs. Disagreeable, 

Organized vs. Disorganized, Extroverted vs. Introverted, Calm vs. High-Strung, and 

Open-Minded vs. Close-Minded. When the individual completes the test, there is a print

out sheet that assigns the individual a percentile rank in each of the five areas. This test 

was selected because it was easily accessible by all of the test subjects; it kept the test 

subject's individual responses private, and the percentiles that the online format offered 

made the data easy to aggregate. A copy of the Big Five Personality Profile and an 

example of the Big Five Results Sheet can be found in Appendix three. 

3.} Determination of testing facilities-In order for the simulation to be as realistic as 

possible, the location for conducting the sales simulation was vital. It was decided that 

the Marketing Sales Labs (WB 312) would be used to create a setting that was a 

relatively realistic office setting. 
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4.) Sales Simulation-Buyers set appointments to come in and go through the sales 

simulation. When the buyer arrived the procedure was as follows: 

• The buyer would tum in the Big Five personality profile. 

• The buyer would be put in the sales lab, given the buyer scenario profile, and 
would be asked if they had any questions. (Please see Appendix One for a copy 
of the buyer prompt). 

• The salespeople would come in one at a time and present identical sales 
presentations regarding laptop computers. The only difference from one 
salesperson to the next is that one salesperson exhibited rapport-building 
behaviors and the other did not. 

• After both salespeople completed their presentations, the buyer was asked to fill 
out an exit questionnaire regarding their experiences with the two salespeople 
where the buyer was asked two questions: "What salesperson do you choose to 
buy laptops from and why?" and "Did you like one salesperson over the other and 
why?" (Please see Appendix two to view a copy of the exit questionnaire.) 

5.} Analysis and Aggregation of Data-Findings from the sales simulation experiment 

were analyzed, aggregated and coded. Frequency tables and Cross-tabulation was 

performed in order to spot trends in the data. 

SAMPLING PROCEDURE 

The main sampling procedure used was convenience sampling in terms of 

collecting test subjects to participate in the sales simulation. Convenience sampling was 

used because it was easiest to get people to participate as they were conveniently 

available. Some areas of recruiting test subjects where convenience sampling was 

utilized was by using Pi Sigma Epsilon, Pi Beta Phi, and sales courses as a means for 

recruiting subjects. It was convenient for the researcher to recruit test subjects from these 

circles because she knew people from within each of these circles. 

During the experimentation portion of the project, the salespeople were randomly 

assigned whether they would exhibit rapport or non-rapport behavior. The buyer was 

10 



always exposed to one rapport-building salesperson and one non-rapport building 

salesperson. However, whether the rapport-building salesperson went first or second was 

randomized. Finally, there were two competing brands in the sales simulation~Data 

Complete and InfoStore. Both brands were affiliated with both the rapport and non

rapport behaviors in order to insure that there was not a brand bias. 

EXPERIMENT FINDINGS 

A wealth of data was captured during the experimental portion of the project that 

has been useful in finding trends regarding rapport and its impact on sales success. The 

details of this data will be detailed herein. 

Demographic Breakdown of the Test Snbjects 

Overall, Thirty-eight test subjects participated in the exploratory study ofrapport. 

Demographically speaking, more females participated in the study than did male 

participants with 63.2% of participants being female and 36.8% oftest subject male. 

While it was attempted to recruit test subjects from a variety of majors, the majority of 

participants (52.6%) were students in the College of Business. The remaining 47.4% of 

participants were spread out among Ball State's other colleges. 

Rapport or Non-Rapport? 

The question surrounding the entire experiment was whether rapport had any 

influence on sales success. From the findings of the experiment, it can tentatively be 

reported that rapport behavior is preferred over non-rapport behavior. In general, the 

rapport behavior was chosen 68.4% of the time in comparison to 31.6% of the time with 

non-rapport behavior in terms of quantifiable numbers. What was truly eye-opening was 
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when one cross-tabulated elements of buyer's personality with the buyer's chosen style 

between rapport and non-rapport. 

Buyer Personality and it's Role in Chosen Sales Style 

As mentioned before, rapport was the chosen style overall. However, when the 

buyer's data percentile of Introverted vs. Extroverted from the Big Five Personality Test 

was cross-tabulated against the buyer's chosen style ofrapport vs. non-rapport, it 

presented some new and interesting information. A frequency table was run over the 

introverted and extroverted percentiles in order to find the median cut-off point so that 

individuals could be classified as either an introvert or an extrovert. Once the test 

subjects were re-coded as being an introvert or an extrovert, these codes were cross-

tabulated against the buyer's chosen style. The cross-tabulation count is as follows: 

Cross-tabulation of Buyer Personality vs. Their Preferred Sales Style 
Chosen Style 

Rapport Non-Rapport Total 
Buyer Style Extrovert 15 4 19 

Introvert II 8 19 
Total 26 12 38 

As you can see from the table, Buyers that are extroverts are more likely to choose a sales 

person that exhibits rapport-building behavior than a sales person that exhibits non-

rapport. When looking at Introverts, rapport is still the chosen style overall, but at a lower 

rate. 

To take the research of the buyer's personality even further, the buyer 

classification of introvert vs. extrovert was further sub-divided into three categories: 

Strong Extrovert, Moderate, and Strong Introvert. The individuals that were classified as 

strong extroverts scored very high on the continuum of introversion. The moderate group 

was made up of individuals that were in the middle percentile~many of which in the last 
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breakdown were classified as being an introvert or an extravert, but in actuality, were on 

the cusp between both. The introverts were the individuals that scored low on the 

percentile continuum of introverted vs. extroverted. These classifications were then 

compared against the buyers chosen style. The findings from this cross-tabulation are as 

follows: 

Buver Personality Style vs. Their Preferred Sales Style 

Chosen Style 

Rapport Non-Rapport Total 

Buyer Personality Strong 
Stvle Extrovert 10 3 13 

Moderate II 1 12 

Strong Introvert 
. 5 8 13 

Total 26 12 38 

This chart still makes an argument that for strong extroverts and moderates that 

the incorporation of rapport into the sales technique is almost vital. What is interesting 

about the further subdivision of the buyer personality style is that under the individuals 

classified as strong introverts, the non-rapport style was the preferred style 8 out of 13 

times (62.8%) versus Rapport being chosen 5 out of 13 times or 37.2% of the time. 

Written comments were made by the test subjects regarding their salesperson preferences, 

so the data sheets of the individuals who were classified as Strong Introverts were pulled. 

When reviewing the written comments of these individuals some common statements 

occurred. Some of these statements made by introverts included that they preferred 

individuals that were direct and down to business because they found these individuals to 

be trustworthier. Many also mentioned that they did not like it when the rapport-building 
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salesperson tried to ask them personal questions because they felt that this invaded their 

personal life. The inclination of the strong introverts towards that non-rapport 

salesperson seems to suggest that for the strong introverts the best way to build "rapport" 

with them is to omit traditional rapport-building techniques from the sales presentation. 

This requires the salesperson to be intuitive into the personality style of the buyer and 

adaptable in being able to modify their style of approach to best fit the presentation 

preferences of the buyer. 

LIMITATIONS 

No research is perfect and there are limitations that affect the outcomes of the 

findings. The first limitation that was encountered when working on the research project 

was in gaining a large enough test sample. The total test sample for the project was 

thirty-eight participants. This sample was enough to discover some trends in the data, but 

was not large enough to provide conclusive evidence to support thesis claims. 

Another limitation that was encountered in terms of sampling was with trying to 

find a test sample that was reflective of the population as a whole. The test sample 

examined was largely comprised of individuals that were female and/or business majors. 

All of the test subjects were college students between the ages of 18-25. A more accurate 

ofreflection of the data would be provided if a more representative sample of the 

population was tested. 

Limitations in the experimental phase of the project included the artificial nature 

of the experiment and the variable of trying to control human behavior. Any time that 

one tries to simulate a real-life experience there are certain elements of reality that one 

cannot capture. With the resources, timeframcs, and controls that needed to be in place, 
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it was not possible to perfonn a study within industry. In the simulated setting, it was 

difficult at moments to get individuals take the setting seriously. 

Finally, the most challenging limitation of the experimental portion of the project 

was trying to put a control on the human behavior of the salespeople. In the sales

training, one tried to express to the salespeople that they needed to keep their sales calls 

identical from one call to the next, and that when they are supposed to exhibit rapport 

techniques they should and when they arc playing the role of the non-rapport building 

salesperson they should omit the rapport techniques. The challenge lies in that some 

people are just naturally rapport-builders or non-rapport builders by nature. It is very 

difficult to "tone down" an individual that naturally builds rapport as it is equally as 

difficult to try and up the level of rapport building tactics in an individual that is not a 

natural rapport-builder. Further conflict with human behavior in this experiment 

occurred in some cases when competing salespeople became competitive with one 

another. When the salespeople became competitive with one another, their focus 

deviated from delivering a similar sales call every time to trying to "beat" their 

competitor. This behavior resulted in claims and sales behaviors that had potential to 

distort the experimental aims. 

CONCLUSIONS AND IMPLICATIONS FOR FUTURE RESEARCH 

While exploratory in nature, "The Exploratory Study of Rapport and its Impact on 

Sales Success" accomplished its aims of suggesting trends that support the selected 

hypothesis, "Salespeople that understand and utilize rapport-building methodology in 

their sales calls will be more successful in making sales than their counterparts that do 

not utilize rapport techniques." The data collected for the research study hints at the fact 
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that rapport plays an essential role in the sales process and ultimately, in achieving sales 

success. Across the general buying population, an individual that demonstrates an 

interest in the individual that they are selling too, and that attempts to show the 

commonalities between the two parties will be better received and be viewed as more 

trustworthy individuals that are straight down to business. 

While engaging in rapport-building techniques during a sales call improves one's 

likelihood of making a sale across the general population, salespeople should continue to 

remain observant of the traits of their buyers. By paying attention to the personality of 

the buyer, the salesperson can cater their approach and presentation to the individual. 

Since, the research from this study is exploratory; there are several directives for 

future research in this subject area: 

• Work to further and more quantifiably illustrate rapport's impact on sales success. 

• Continue research in the areas of buyer personality and its correlation with buyer 
responsiveness towards certain sales techniques. I f a mapping of typical buyer 
behavior can be quantified, then sales people will become more powerful in 
adapting their approach towards certain individuals. Of the five traits in the Big 
Five Personality Test, only introversion vs. extroversion were assessed in my 
research. Just from the Big Five Personality Test, it would be interesting to 
examine the correlation between chosen stylc and the buyer personality traits of 
agreeable vs. disagreeable and open-minded vs. closed-minded individuals. With 
the same type of cross tabulation, trends would become apparent in these areas as 
well. 

• In my research I found a pattern of positive response from my buyers towards my 
female sales representatives. It would be interesting to examine the preferences 
of buyers between male and female sales representatives. 

PERSONAL REFLECTIONS ON THESIS EXPERIENCE 

Some of the most valuable lessons that one discovers when going through a learning 

process like the Honors Thesis Project, are sometimes not the tcchnicallearning skills, 

but rather the intangibles that cause one to develop as an individual. At the request of my 
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adviser, Dr. Scott Inks, I will expound upon these "intangibles" that I encountered during 

my Honors Thesis experience: 

I remember the quiet, reflective drive on the way up to Ball State University in 

August of 1999. I was getting ready to embark on the journey called freshmen year, with 

the ultimate quest of earning a college degree-a quest that made me feel as if! was 

standing at the bottom of the great Mt. Everest not able to see the peak. People always 

like to offer pieces of advice when one embarks on a journey, and my father is no 

exception to the rule. In the middle of our journey to Ball State University, my father 

wisely stated, "The most valuable things that you will learn in college will likely not be 

the technical skills that you learn in the classroom because many technical skills become 

obsolete in a few years. The most valuable outcomes that I hope that you will garner from 

your college experience are the ability to think for yourself, a passion for independent 

life-long learning, and an increased knowledge of yourself" At the time I kind of 

shrugged off his wisdom because I thought: 

A.) I know how to think; I have had to think my entire life. 
and 
B.) I have been living with myself for eighteen years-I know who I am! 

At any rate, my reason for illustrating this vignette was that I feel that my thesis 

demonstrates the culmination of my father's advice. While I have learned many technical 

ideas regarding rapport-building skills and their impact on sales success, my core 

discoveries during the course of the thesis experience were centered on my father's 

intended outcomes from my college experience: the ability to think independently, the 

passion for learning, and developing the knowledge of myself. 
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The ability to think for myself. The honor's thesis project forces one to think in a 

manner that one might not have been required to before. I have taken several classes 

during my career at Ball State University where sadly, it has not been a requirement of 

the course for me to think on my own. The professors would slap the PowerPoint up on 

the screen and spoon feed the exact manner in which they wanted their project completed 

and the process by which to succeed. This type of project did not require me to push the 

limits of my abilities. Conversely, working on my thesis project forced me to further 

develop my ability think on my own---even to the point of being frustrating at times. 

Every week or so, I would meet with my thesis advisor, Dr. Inks and discuss the 

direction of my project. I would come in with prepared questions and agendas for areas 

where I felt I needed assistance. When I asked Dr. Inks about a problem he did not 

usually give me a direct answer as to how I should proceed. Rather, he shot back at me, 

"Well, what do you think you should do?" Sometimes that really made my brain hurt' I 

would fumble and try to seek an answer, constantly looking for approval. I know that 

most of the time, Dr. Inks knew the answer to my questions, but he kept asking me 

questions that narrowed my focus until I arrived at an answer. This project also required 

me to think on my own in terms of planning timelines, managing participants, and seeing 

both the "big picture" of the project along with all of the "minute details." 

This project has better prepared me for the 'real world' because in the majority of 

cases in the real world, one's boss is not going to explicitly tell one how to complete a 

project. The expectation of many employers is that an employee may not always have all 

of the answers, but rather, that the employee will be resourceful and thoughtJul enough to 

formulate some sort of solution. 
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The Passion for Independent Life-long Learning. The thesis project helps to 

instill a passion for life-long learning because it helps one to realize that they can learn in 

an independent nature. All too often, in our educational system we rely solely on 

institutionalized classroom experiences to provide our education. Further, there is a 

mentality in the United States, that once one is finished with the formal educational 

system, they are done learning. This mentality is one of the largest deceptions that we 

tell ourselves today. As Henry Ford once said, "Anyone who stops learning is old. 

whether at twenty or eighty. Anyone who keeps learning stays young. The greatest thing 

in life is to keep your mind young." The senior honors thesis experience has developed 

my passion for life-long learning for two reasons. First, I have found several areas of 

subject matter in terms ofrapport/psychology and business where there is not a 

significant amount of formal education options. Second, I have discovered that I can 

learn new skills independently, and thus, feel empowered because I am confident that I 

will continually grow and gain knowledge for the rest of my life. 

The Development of Self-Knowledge. When I think about my honors thesis 

experience, the most significant things that I learned were about me and what makes me 

"tick." I may have subconsciously known some of the distinctions that I made about 

myself during the course of the project prior to the commencement of the project, but my 

conscious awareness of my personality really surfaced during the course of the senior 

honors experience. 

First, I learned that I am a very independent individual, who does not enjoy 

having to rely on other people. I prefer to be the captain of my own ship where I do not 

have to answer or wait on some other party in order to complete my task. In my original, 
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research design, I intended for my project to be reasonably independent in that I would 

require little assistance from others in order to complete the project. Basically, for my 

thesis I would read a significant amount ofliterature on rapport and develop a 

course/book that would teach basic rapport skills. Dr. Inks pushed me to transform my 

project into an experiment where I would have to test a hypothesis through creating a 

sales simulation. This sounded okay to me, until the experiment arrived~1 could not 

complete the project without the assistance of others' 

This project was very reflective of life because there will be numerous times 

where I will be unable to complete a task without help from others. During the thesis 

project, I somehow had to find six people that would offer me six hours of their time plus 

one hour training to serve as salespeople in my experiment. In addition, I had to find 

individuals that were willing to participate as test subjects in my sales simulation. In 

general, this process can be exceedingly frustrating because people do not have an 

abundance of extra time during the month of November. Further, it is difficult to 

coordinate times where both parties--a buyer and a seller~can be present. 

There were a few moments where I became fearful about being able to complete 

the thesis project because I was skeptical about being able to find the manpower to 

conduct the experiment. The main personalleaming from this is that I must have faith. 

Part of making desired outcomes occur has to do with getting the job done and taking the 

initiative to carry out the steps that you can control personally. The other part is having 

faith in the fact that if you do your job, others will come through for you. I am a control 

freak~I'll admit it' I like to be in control, and sometimes in this project I had to lean 
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back and realize that I have done all that I can do in moving towards my desired outcome, 

and that I had to wait for others to come through for me before I could proceed further. 

The Senior Honors Thesis experience is often touted as being the "capstone" 

experience for Honors courses. I am convinced that the thesis project is the "capstone" 

experience for all of college learning. I will certainly remember the results from my 

experiment, the mentoring conversations with my advisor, Dr. Scott Inks, and some of 

the technical processes involved with completion of my thesis. However, the real gifts 

from my honors thesis experience that I will exit Ball State with are the ability to think on 

a higher level, a passion for life-long learning, and a greater knowledge of myself. Dad, I 

think that you got your money's worth ... 
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APPENDIX ONE 
Below is the prompt that was given to the buyer during the experimental portion of 

tbe thesis project that detailed the sales simulation scenario: 

Buyer instructions 

You are playing the role of the buyer and can feel free to improvise as a buyer 
would. Here is the background scenario and facts to help you along: 

Scenario: You are a recent graduate of Ball State University and you have taken a 
position with XYZ Corporation as an assistant district manager. One of the first 
tasks that your manager has assigned you is to purchase new laptops for the 
employees in your district, as well as, laptops for yourself and the manager. Your 
manager has taken the liberty of scheduling two computer sales representatives that 
vend competing product lines to meet with you in back-to-back appointments. 
Before meeting with the sales representatives, your manager gives you the following 
criteria for making your decision: 

• You must buy 7 laptops, running Microsoft Windows XP Professional 
• The laptops should be under $2000 dollars apiece. 

If these criteria are met by both bidding firms, then your manager instructs you to go 
with whatever firm that you deem appropriate by way of criteria that you select as 
fitting. You will not make your buying decision during the sales call, rather, if the 
sales person tries to get you to buy, you will simply tell them that your manager 
wants you to assess several companies and that you will get back to them at a later 
time. After meeting with the various sales representati yes, you will fill out a brief 
questionnaire to your manager detailing your decision and what your impressions 
were of your meeting with the two competing sales representatives. 
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APPENDIX TWO 
Below is a copy of the questionnaire that was administered to the test 

subjects/buyers after the sales simulation experience. 

Form: Test Subject Sex: ______ _ 

___ Business Major ___ Non-Business Major 

Exit Interview Questions 

Thank you for meeting with the two sales representatives. Based off of your 
experiences with each sales representative, kindly answer the following questions: 

1.) Which salesperson did you choose to purchase the seven laptops from? 

__ Salesperson 1 __ Salesperson 2 

2.) How did you make the decision to buy from the salesperson that you chose? 

3.) Was there a salesperson that you liked better than the other? 

__ Salesperson 1 __ Salesperson 2 __ no preference 

4.) What is it about the salesperson that you liked better in comparison to the 
other? 

Thank you very much for your participation in my study, results can be found at 
the end of the semester at the Honors College, with other Senior Honors Thesis 
Projects or by contacting me at memalal'ter(jrbslI.edll! 
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The Big Five Personality Test Page 1 of8 

Im!!JI Read this site in Spanish or Germani. -Change language: English German Spanish 

THE BIG FIVE 
PERSONALITY TEST 

Take this psychology test to find out about your personality! This test measures what 
many psychologlsts consider to be the five fundamental dimensions of personality. As you 
are rating yourself, you are encouraged to rate another person. By rating someone else 
you will tend to receive a more accurate assessment of your own personality. Also, you will 
be given a personality profile for the person you rate, which will allow you to compare 
yourself to this person on each of five basic personality dimensions. Try to rate someone 
whom you know well, such as a close friend, coworker, spouse, or other family member. 

• Learn more about the Big Five by reading answers to commonly asked questions. 
• Read our consent fonn, which explains the benefits of this free, anonymous test and 

your rights. 
• There arc no "right" or "wrong" answers, but note that you will not obtain meaningful 

results unless you answer the questions seriously. 
• These results are being used in scientific research, so please try to give accurate 

answers. 
• Your results will be displayed as soon as you submit your answers. 

Directions: Thf' following statements concern your perception about yourself in a 
variety of situations. Your task is to indicate the strength of your agreement with each 
statement, utilizing a scale in which 1 denotes strong disagreement,S denotes strong 
agreement, and 2,3, and 4 represent intermediate judgments. In the boxes after each 
statement, click a number from 1 to 5 from the following scale: 

1. Strongly disagree 
2. Disagree 
3. Neither disagree nor agree 
4. Ag"ee 
5. Strongly agree 

There are no "right" or "wrong" answers, so select the number that most closely 
reflects you on each statement. Take your time and consider each statement carefully. 
Once you have completed all questions click "Submit" at the bottom. 

I see myself (or other person) as someone who ... 
1. ... Is talkative 
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Myself: Disagree 2 3' 40 5 Agree 

Other: Disagree 1 r-, 
~, 2 3: 4 ,> 

\J 5 Agree 

2 .... Tends to find fault with others 
Myself: Disagree 10 2 3 40 50 Agree 

Other: Disagree 10 2 ,~ 
\'-' 3 40 50 Agree 

3 .... Does a thorough job 
Myself: Disagree 1 2'-' 3 ' ' 4 ,', ',,) 50 Agree 

Other: Disagree 1 C' 2 : 3 4 n 
,~ 5 C:; Agree 

4 .... Is depressed, blue 
Myself: Disagree 2 " 3 40 5'f'" 'oj Agree 

Other: Disagree 2 3,-' 4 5 ,"" 
-.j Agree 

5 .... Is original, comes up with new ideas 
Myself: Disagree 1 2 3, 4 5 Agree 

Other: Disagree 2 3' , ' 4 5 ( "' " Agree 

6 .... Is reserved 
Myself: Disagree 1 ~ 2 3 4 (-, 

,) 5 Agree 

Other: Disagree 1 ~~ 2 3 4 c:::: 5 ::; Agree 

7 .... Is helpful and unselfish with others 
Myself: Disagree I : 2 3 4 ~} 5 ;-'1 Agree 

Other: Disagree 1 '" 2 , ' 3 ' 4 ~~_; 5 ,', ,. Agree 

8 .... Can be somewhat careless 
Myself: Disagree 2 3 4 5, Agree 

Other: Disagree 2 3 4 5 Agree 

9 .... Is relaxed, handles stress well 
Myself: Disagree I :- 2 ' 30 40 5 C) Agree 

Other: Disagree I : 2 3 4 5' Agree 
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10 .... Is curious about many different things 
Myself: Disagree 1 (" 

~~ 2 3 4(' 5 C~) Agree 

Other: Disagree 10 2 3 " 42 5 () Agree 

11. ... Is full of energy 
Myself: Disagree 10 2 ~1 ~, 3 4 50 Agree 

Other: Disagree 10 2 3 < 4 (' 
',' 

5 ( , , ~ Agree 

12 .... Starts quarrels with others 
Myself: Disagree I 2 3 ' 4U 5 Agree 

Other: Disagree Ie 2, 3 : 4 5 Agree 

13 .... Is a reliable worker 
Myself: Disagree 1 " , 2; 3 

, 

4 5 Agree 

Other: Disagree I 2' 3 4" , 5 n, 
,J Agree 

14 .... Can be tense 
Myself: Disagree 1 n, 2 ,', 3 4 \ 5 Agree 

Other: Disagree I ' 2" 3 4'~ 5-::: Agree 

15 .... Is ingenious, a deep thinker 
Myself: Disagree 1 C) 2 3 4 5:~ Agree 

Other: Disagree 2: j 3 4 5 Agree 

16 .... Generates a lot of enthusiasm 
Myself: Disagree 1 " 2( 3' 4 5 Agree 

Other: Disagree 1: 2, 3 (' 4,= 5 Agree 

17 .... Has a forgiving nature 
Myself: Disagree I 2 3 , 4 5. Agree 

Other: Disagree I( 2 ~, 3 4 5 Agree 

18 .... Tends to be disorganized 
Myself: Disagree I ( 2 3,= 4 5 Agree 
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Other: Disagree In , , 2 !' , ' 3 4,--: 5 ,r-'; , , Agree 

19 .... Worries a lot 
Myself: Disagree 1 (~, 2 3 4 (--j 

.j 5 Agree 

Other: Disagree 2 ~ 3 4 / 5 Agree 

20 .... Has an active imagination 
Myself: Disagree 1 2 3 4 5 Agree 

Other: Disagree 2 3 4'-
'-j 5 Agree 

21. ... Tends to be quiet 
Myself: Disagree Ie 2' 3 

" 

4 5 /~ Agree 

Other: Disagree 1 (" 2 ','" 3' 4 5 Agree 

22 .... Is generally trusting 
Myself: Disagree 1 .~ ~ 2 ! 3 4 5 , Agree 

Othe r: Disagree 1 :, 2 
, 

3 4 ','" 5 Agree 

23 .... Tends to be lazy 
Myself: Disagree 2 3 4 .,.=: 5 Agree 

Other: Disagree 1 2 '." 3 4 5 ,'" Agree 

24 ... .Is emotionally stable, not easily upset 
Myself: Disagree 1 2 3 4 5 Agree 

Other: Disagree 1: 2 3 4 ' .. 5 Agree 

25 .... Is inventive 
Myself: Disagree " 2, 3 4,_' 5 Agree --' 

Other: Disagree 1 2 3 4 j 5 Agree 

26 .... Has an assertive personality 
Myself: Disagree 1 2 , 3 4,~; 5 (-\, Agree 

Other: Disagree 1 2,'" 3 4 ", , 
" " 

5 Agree 

27 .... Can be cold and aloof 
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Myself: Disagree 2 3 4~ 5 Agree 

Other: Disagree 1 .~'. 2 3 4 '. 5 Agree '-

28 .... Perseveres until the task is finished 
Myself: Disagree 1 21', .J 30 4( 5,. ' Agree 

Other: Disagree 1 • 2 3C 4. 5 •... Agree 

29 .... Can be moody 
Myself: Disagree I ". . 2 3 C) 4·.···. 5 •..• Agree 

Other: Disagree 1 r. 2 C~ 3 4 ( 5 
". 

Agree 

30 .... Values artistic, aesthetic experiences 
Myself: Disagree I C 2 3 4 5' Agree 

Other: Disagree Ie 2 :.- 3 4 5 Agree 

31. ... Is sometimes shy, inhibited 
Myself: Disagree I i 2 3 4 . 5 . Agree 

Other: Disagree I • 2 :. 3 :~. 4 5 Agree 

32 .... Is considerate and kind to almost everyone 
Myself: Disagree 1 : 2 C~ 3 (. 

' .. 4. 5 Agree 

Other: Disagree 1 • 2' 3 . 4 5 Agree 

33 .... Does things efficiently 
Myself: Disagree 1 ( . 2:) , . 3 <- '1 4 5' Agree 

Other: Disagree 1 : 2 ,. 3 4. 5 Agree 

34 .... Remains calm in tense situations 
Myself: Disagree 2 3 4 5 Agree 

Other: Disagree 1 ...... 2 (. 3 4 5 Agree 

35 .... Prefers work that is routine 
Myself: Disagree I (' 2 3 4 5 '. Agree 

Other: Disagree l~' 2 3 4 5 Agree 
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36 .... Is outgoing, sociable 
Myself: Disagree 2 3 C) 4 5 Agree 

Other: Disagree 2 3 () 4:- 5. Agree 

37 .... Is sometimes rude to others 

Myself: Disagree I .• 2 3 4 n '- . 5 Agree 

Other: Disagree I • 2 3 4 5 Agree 

38 .... Makes plans and follows through with them 

Myself: Disagree I 2 3 (-:1 4 5····· Agree 

Other: Disagree I . 2 C~ 3C 4 5 Agree 

39 .... Gets nervous easily 
Myself: Disagree 2 3 C) 4 5 Agree 

Other: Disagree 1 . 2.-'" 3 4 ~-, 5 
.' 

Agree 

40 .... Likes to reflect, play with ideas 

Myself: Disagree I 2 3 4 5 Agree 

Other: Disagree 2; 3 C, 5. Agree 

41. ... Has few artistic iuterests 

Myself: Disagree 2 .'-" 3() 4 5-' Agree 

Other: Disagree 2 ' ., ./ 3 (--'. 
'oj 4 5 \ Agree 

42 .... Likes to cooperate with others 

Myself: Disagree I 2 .'-'. 3 (J 4 5 Agree 

Other: Disagree 1 . 2' 
.~ 

3 '-. \_j 4 .• ·· 5 .-. Agree 

43 .... Is easily distracted 
Myself: Disagree I • 2' 3 4 '. 5' Agree 

Other: Disagree 1 . 2 3 4 5 Agree 

44 .... Is sophisticated in art, music, or literature 
Myself: Disagree L 2 3 ' , 4" 5 Agree 
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Other: Disagree I ' 2 3 C) 4' 5 ~ ~ Agree 

45 •.•. Has high self-esteem 

Myself: Disagree 2 i', 
" 3 4 " 5 Agree 

Other: Disagree I \" 2' 30, u 4 5 , 
" 

Agree 

46 .... Is very religious 

Myself: Disagree 2 (-j 
" ' 3 4 5 Agree 

Other: Disagree 1\ 2 ,~: 
'" 3 4 5, Agree 

47 ...• Is politically Iiheral 

Myself: Disagree I ' 2 3 4C 5 Agree 

Other: Disagree I 2 3 4, 5 Agree 

48 ...• Is often on bad terms with others 

Myself: Disagree I :" 2 C j 3 4 5 Agree 

Other: Disagree I 2: 3 4, 5 Agree 

The following optional questions help us determine who is taking this test and improve 
it for future visitors like you. 

Have you ever previously filled out this particular questionnaire on this site? 
" No, this is my first time 

Yes, I've taken this particular test before 

Gender 
," female male 

Age 

What is your primary cultural or racial identification? 
(Click for choices) 

In what country did you spend most of your youth? 
(Click for choices) 

What state/province did you spend most of your youth? 
(Click for choices) 

What is the zip-code/postal code of the place where you spent most of your youth? 
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How long did you live there? (In years) 

How much did you 
like living there? 

Dislike 1 ,-' 2 

In what country do you currently live? 
(Click for choices) 

In what state/province do you currently live'! 
(Click for choices) 

3 r 4 5C 6 

What is the zip-code/postal code of the place where you currently live? 

How long have you lived there? (In years) 

How much do you 
like where you 
currently live? 

Dislike 1 .... 2 

7"- Like 

Like 

Where would you place your parents on the following spectrum for social class? 
(Click for choices) 

Page 8 of8 

If financially independent, where would you place yourself on the following spectrum 
for social class'! (if you are not financially independent, please select the 'not 
financially independent' option) 
(Click for choices) 

Number of years offormal education your mother or father (whichever is the highest) 
has completed: 
(Click for choices) 

Number of years of formal education you have completed: 
(Click for choices) 

Sexual orientation 
(Click for choices) 

Click ONCE to get your results:! Submit I 

Porti()n~ oflhis [(:,,[ ;:lIe copyright :WOO by l '. ('. !krkc'l .... y p,»clwlogist Oliver D. John. Ph.D: ,111 n~hh 
n'?st;>n-c-d. RL'rnJI!llllg portioll'> and \\"ch"itc cop~ n~ht 2()()O-20(L~ by Ahlr Inc. 
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w, II!lmI NEVVS FLASH NewSurvey Take M 

THE BIG FIVE 
PERSONALITY TEST 

.Your Results 

Closed-Minded 1-1------4.HI Open to New Experiences 

Disorganized 1 • 1 Conscientious 

Introverted I • 1 Extraverted 

Disagreeable 1-1----4 .... --11 Agreeable 

Calm / Relaxed 1-1 t.t-------tl Nervous / High-Strung 

What aspects of personality does this tell me about? 

Link to your results' 
Email your results to a friend' 

There has been much research on how people describe others, and five 
major dimensions of human personality have been found. They are 
often referred to as the OCEAN model of personality, because of the 
acronym from the names of the five dimensions. 

Openness to Experience/lntellect 
High scorers tend to be original, creative, curious, complex; Low scorers 
tend to be conventional, down to earth, narrow interests, uncreative. 
1 • 1 You enjoy having novel 

experiences and seeing things in Your percentile: 95) 
new ways. 

Conscientiousness 

High scorers tend to be reliable, well-organized, self-disciplined, careful; 
Low scorers tend to be disorganized, undependable, negligent. 
1 • 1 You are well-organized, and are 

reliable. Your percentile: 79) 

Extraversion 

High scorers tend to be sociable, friendly, fun loving, talkative; Low scorers 
tend to be introverted, reserved, inhibited, quiet. 

1 • 1 You are relatively social and 

http://www.outofservice.comlbigfive/resultsf?0~95&c~79&e~79&a~69&n~5 IO/llinnrn 



enjoy the company of others. Your percentile: 79) 

Agreeableness 
High scorers tend to be good natured, sympathetic, forgiving, courteous; 
Low scorers tend to be critical, rude, harsh, callous. 

I • I You tend to consider the feelings ( 
of others. Your percentile: 69) 

Neuroticism 
High scorers tend to be nervous, high-strung, insecure, worrying; Low 
scorers tend to be calm, relaxed, secure, hardy. 
I. I You probably remain calm, even (Your percentile: 5) 

in tense situations. 

What do the scores tell me? 

In order to provide you with a meaningful comparison, the scores you 
received have been converted to "percentile scores." This means that 
your personality score can be directly compared to another group of 
people who have also taken this personality test. 

How do I interpret percentile scores? 

The percentile scores show you where you score on the five 
personality dimensions relative to the comparison sample of other 
people who have taken this test on-line. In other words, your 
percentile scores indicate the percentage of people who score less than 
you on each dimension. For example, your Extraversion percentile 
score is 79, which means that about 79 percent of the people in our 
comparison sample are less extraverted than you -- in other words. 
you are rather extroverted. Keep in mind that these percentile scores 
are relative to our particular sample of people. Thus, your percentile 
scores may differ if you were compared to another sample (e.g., 
elderly British people). 

How do I save my results'? How can I share them? 

It's easy to bookmark your results, or even link to your results on web 
pages and blogs. You can also email your results to friends' All you 
need to do is copy the URL from this results page, which has the 
result scores but none of your private responses. 

You can copy and paste the following HTML code into almost any website. 
I'm a 09S-C79-E79-A69-NS Big Five" 
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ITest #11 TS Sex 

H=i' 2 2 
3 1 

H=l2 
5 2 
6 2 
7 2 
8 1 
9 1 
10 2 
11 2 
12 1 
13 2 
14 2 
15 1 
16 1 
17 2 
18 2 
19 1 
20 1 
21 2 
22 2 
23 2 
24 1 
~ 1 
m 1 
n 2 
a 2 
m 1 
~ 2 
31 2 
~ 1 
n 2 
~ 2 
~ 2 
~ 2 
D 2 
~ 2 

TS Mal I SP1 

H2 
2 2 
2 1 

H 2 
2 1 
2 1 
1 3 
1 4 
2 4 
2 3 
2 4 
1 5 
2 6 
2 6 
2 5 
1 5 
2 5 
2 6 
1 6 
1 5 
1 4 
2 5 
1 5 
1 4 

1 6 
2 
1 6 
1 
2 6 
1 2 
2 2 
2 2 
2 4 
1 6 
2 

6 
2 

Sex IMale= 1 
Female= 2 

Major ISus = 1 
Non-Bus 2 

Def. IA" Isalesperson 
of B= Style 
Q. C= Sex 

D= Brand 

SP1 Slile 
1 
1 
2 
2 
1 ,-
2 ,-
1 
1 
1 
1 
1 
2 
2 
1 

:?: 
2 
1 
1 
1 
1 

:?: 
2 
2 
2 
1 
1 

:?: 
2 

1 
2 
1 
2 
2 
1 
1 
2 

APPENDIX FIVE: CODED DATA AND FREQUENCY TABLES 
SP1 Sex I SP1 Brandl SP2 I SP2 Style 

2 
1 
1 
;; 
1 
1 
2 
2 
1 
1 
1 
;; 
2 
1 
1 
1 
1 

1 

:?: 
1 

:?: 
1 

:?: 
1 
1 
1 
1 

~ 
1 

:?: 

~ I; I ~ 

2 
1 
1 
;; 
1 
1 

:?: 
1 
2 
1 
1 
2 
;; 
1 
2 
1 
2 

2 
1 
1 
2 
"1 
2 
2 
1 
1 
1 ,-
2 
1 ,-

1 
2 2 
2 
4 
3 
"3 
4 

:1: 
6 
5 
5 
6 
"6 
~ 
5 
5 
4 
5 
4 
4 
5 
6 
1 
6 
1 
"6 
1 
"6 
6 
"6 
6 
4 
6 
4 

Key 

1 
1 
2 
2 
;; 
2 
2 

1 
1 
2 
1 
1 
2 
2 
;; 
2 
1 
1 
1 
1 
2 
2 
1 
1 
2 
1 
2 
1 
1 ,-
2 

SP2 Sex 

1 

:?: 
2 
"1 
2 

:?: 
1 
1 

:?: 
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SP2 Brandl Q1 A I Q1 B IQ1 cl Q1 DI Q3A I Q3 B 1 Q3 C 1 Q3DI Dim 11 Dim 21 Dim 31 Dim 41 Dim 5 
2 32 

18 
18 

2 71 
2 ~ 

69 64 96 55 
1 3 2 2 2 0 0 0 0 16 89 15 79 49 
2 3 1 2 2 3 1 2 2 84 64 70 74 32 
2 3 2 2 2 3 2 2 2 47 74 37 69 66 
1 3 1 2 2 3 1 2 2 70 69 70 10 18 
2 3 2 2 2 3 2 2 2 65 69 37 22 43 
2 5 1 1 1 0 0 0 0 16 52 79 57 5 
1 6 1 2 2 6 1 2 2 84 95 89 87 43 
2 6 2 2 1 0 0 0 0 41 69 86 50 43 
1 6 1 2 1 6 1 2 1 10 47 42 74 60 
2 5 1 1 1 5 1 1 1 90 74 59 63 11 
2 6 1 2 2 6 1 2 2 20 83 86 87 9 
1 5 1 1 1 5 1 1 1 30 35 59 87 37 
1612200009352792743 
2 4 2 1 2 0 0 0 0 7 52 22 50 76 
1 4 1 1 2 0 0 0 0 41 97 79 83 32 
2 4 2 1 2 0 0 0 0 1 97 15 17 49 
1 4 1 1 1 0 0 0 0 80 86 93 92 14 
2 5 1 1 2 0 0 0 0 88 69 70 57 11 
1 6 1 2 1 6 1 2 1 35 58 83 69 37 
2 1 1 1 2 1 1 1 2 76 97 53 94 1 
2 6 2 2 2 6 2 2 2 35 92 83 94 14 
1 6 1 2 2 0 0 0 0 30 89 27 57 71 
2 1 2 1 1 0 0 0 0 7 41 37 32 22 
1 1 1 1 1 6 2 2 2 0 89 42 69 32 
1 6 2 2 1 6 2 2 1 10 30 37 14 43 
2 6 1 2 2 0 0 0 0 20 58 15 63 80 
2 2 1 1 1 6 2 2 2 88 79 42 44 94 
2 6 1 2 2 0 0 0 0 53 74 37 50 27 
1 4 1 1 1 4 1 1 1 84 79 83 90 49 
141120000598348927 
2 6 1 2 1 0 0 0 0 35 92 15 83 71 
1 1 1 1 1 1 1 1 1 20 98 79 87 27 

'

'',JOel" 1 '1 Sean == 2 
Dee Dee" 3 

[
Style jRapport ~ 11 

_ Non-Rappo ~ 

Clint = 4 
Drew = 5 
Kelsey = 6 
No Pref. = 0 

[
Bi-and Data Camp 11 

Infostore ~ 

Aspect 1 Dim 1 = 
of Dim 2= 
Test Dim 3= 

Dim 4= 
Dim 5= 

Closeminded vs Open minded ness 
Disorganized VS. Concientious 

Introverted vs, Extraverted 
Disagreeable vs Agreeable 

Calm/Relaxed VS, Nervous/Hiqh-Strun 



FreQuencies 
Statistics 

CHOSPER CHOSTYLE CHOGEN CHOBRAND LlKEPER LlKESTYL LlKEGEND 
N Valid 38 38 38 38 38 38 38 

Missing 0 0 0 0 0 0 0 

Statistics 

LlKEBRAN BUYSTYLE MATCHGEN MATCH STY 
N Valid 38 38 38 38 

Missing 0 0 0 0 

Frequency Table 

CHOSPER 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Joel 9 23.7 23.7 23,7 
Sean 2 53 53 28.9 
Dee Dee 5 132 13_2 42.1 
Clmt 6 15.8 158 57.9 
Drew 4 10.5 105 684 
Kelsey 12 31.6 316 100.0 
Total 38 1000 100.0 

CHOSTYLE 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Rapport 26 684 684 684 
Non-Rapport 12 31_6 31.6 1000 
Total 38 1000 100.0 

CHOGEN 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Male 21 ~5.3 553 55.3 
Female 17 44.7 44.7 1000 
Total 38 100.0 100.0 
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I ! Cumulative 
FreqV~n,y PFfCE'nt \J21id DDI~MI ~er<;-ent 

Valid Oata Camp 18 474 47A 47.4 
Infostore 20 5~'.6 52.6 100.0 
Total 38 100.0 100.0 

LlKEPER 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid No Pref. 15 39.5 39.5 39.5 
Joel 7 18.4 18.4 57.9 
Sean 1 26 26 60.5 
Dee Dee 4 10.5 105 71.1 
Clint 1 2,6 2.6 73.7 
Drew 2 5.3 5.3 78.9 
Kelsey 8 21.1 21.1 100.0 
Total 38 100.0 100.0 

LlKESTYL 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 0 15 395 39.5 39.5 
Rapport 14 36.8 368 76.3 
Non-Rapport 9 23.7 23.71 100.0 
Total 38 1000 100.0 i 

LlKEGEND 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 0 15 39.5 395 39.5 
Male 11 289 289 68.4 
Female 12 31.6 316 1000 
Total 38 100.0 1000 

LlKEBRAN 

Cumulative 
Frequency Percent V<Jlid Percent Percent 

Valid 0 15 39_5 39.5 395 
Data Camp 11 28.9 289 684 
Infostore 12 31.6 31.5 1000 
Total 38 100.0 100.0 
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BUYSTYLE 

Cumulative 
Frequency F'ercent Valid Percent Percent 

Valid Extrovert 19 50.0 500 50.0 
Introvert 19 500 50.0 100.0 
Total 38 1000 100.0 

MATCHGEN - (-1 Seller Male, Buyer Female; 1 Seller Female, Buyer Male) 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid -100 6 15.8 15.8 15.8 
.00 19 500 50.0 65.8 
1.00 13 342 34.2 100.0 
Total 38 100.0 1000 

MATCHSTY (-1 Rapport & Buyer Int.; 1 Non Rapport & Buyer Ext) 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid -1.00 11 28.9 28.9 28.9 
.00 23 60.5 60.5 89.5 
1.00 4 10.5 105 100.0 
Total 38 100.0 100.0 
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,,trosstabs 

Case Processing Summary 

Cases 

Valid Missing 
N Percent N Percent 

BUYSTYLE' 
38 100_0c:.{) 0 _0% 

CHOSTYLE 

BUYSTYLE • CHOSTYLE Crosstabulation 

Count 

CHOSTYLE 
Rapport Non-Rapport Total 

BUYSTYLE Extrovert 15 4 
Introvert 11 8 

Total 26 12 

Frequencies 

Statistics 

N Valid 38 
Missing 0 

Percentiles 3333333333 37.00 
6666666667 79.00 

Freouencv Percent Valid Percent 
Valid 9 

15 

22 
27 
37 

42 

48 

53 
59 

64 
70 

79 
83 

86 

89 
93 

95 
Total 

1 
4 
2 
1 

5 
4 

1 
1 

2 

1 
3 

5 
3 

2 
1 

1 

1 
38 

2.6 2.6 

105 
S.3 

2_6 

132 
1C 5 

::.6 
26 
23 

26 
7.9 

132 
(,g 

53 

26 
26 
26 

1000 

10.5 

5.3 

2.6 

132 
10.5 ! 

') c: i - \) ) 
! 

~-~ .1 

2.6 

1 ~~ I,; 

79 

53 I 
2.6 I 
2.6 , 

26 I' 
1000 

19 

19 

38 

Cumulative 
Percent 

26 
132 
18.4 
21 1 

342 

447 
47.4 
50.0 

553 
579 
65.8 
78.9 
86.8 
921 

947 
97.4 

1000 

Total 

N Percent 

38 100.0% 
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.... . )f'"requencles 

Statistics 

STYLEBU3 

N Valid 
Missing 

Percentiles 33.33333333 
6666666667 

Crosstabs 

STYLEBU3 • CHOSTYLE 

Crosstabs 

STYLEBU3 • CHOSTYLE 

38 
o 

100JO 
3.0000 

Case Processing Summary 

Cases 
Valid Missinq 

N Percent N Percent 

38 100_0% 0 .0% 

Case Processing Summary 

Cases 
Valid MissinQ 

N Percent N Percent 

38 100.0% 0 .0% 

STYLEBU3 • CHOSTYLE Crosstabulation 

Count 

CHOSTYLE 
Rapport : Non-Rapport Total 

STYLEBU3 Extrovert 10 3 13 
Moderate 11 1 12 
Introvert 5 8 13 

Total 26 12 38 

Total 
N Percent 

38 100.0% 

Total 
N Percent 

38 100.0% 

p~(1P' ? 



Frequencies 

Statistics 

TESTID TS SEX TS MAJ SP1 SP1 STYL SP1 SEX SP1 BRAN 
N Valid 38 38 38 38 38 38 38 

Missing 0 0 0 0 0 0 0 

Statistics 

SP2 SP2 STYL SP2 SEX SP2 BRAN CHOSPER CHOSTYLE CHOGEN 
N Valid 38 38 38 38 38 38 38 

Missing 0 0 0 0 0 0 0 

Statistics 

CHOBRAND LWEPER LlKESTYL LlKEGEND LlKEBRAN DIM 1 DIM 2 
N Valid 38 38 38 38 38 38 38 

Missing 0 0 0 0 0 0 0 

Statistics 

DIM 3 DIM 4 DIM 5 
N Valid 38 38 38 

Missing 0 0 0 

Frequency Table 

Cumulative 
Frequency Pero.::ent Valid Percent Percent 

Valid 1 14 368 368 36.8 
2 24 632 632 100.0 
Total 38 1000 1000 
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I Cumulative 
Frequency Percent Valid Percent I Percent 

Valid 1 18 4/4 47.4 47.4 
2 20 52.6 52.6 1000 
Total 38 lOGO 1000 

SP1 

Cumulative 
Frequency Percen~ Valid Percent Percent 

Valid 1 6 158 15.8 15.8 
2 7 184 184 34.2 
3 2 53 5.3 39.5 
4 7 18.4 18.4 57.9 
5 7 184 18.4 763 
6 9 237 237 100.0 
Total 38 1000 100.0 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 19 50.0 50.0 50.0 
2 19 50.0 50.0 100.0 
Total 38 100.0 100.0 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 27 711 71.1 71.1 
2 11 28.9 289 1000 
Total 38 100.0 100.0 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 21 553 553 553 
2 17 447 447 100.0 
Total 38 1000 1000 
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, 
SP2 

! Cumulative 
Frequency Percent ! Valid Percent Percent 

Valid 1 7 11l.4 18.4 18.4 
2 3 -'.9 7.9 26.3 
3 3 79 7.9 34.2 
4 7 1B.4 184 52.6 
5 6 1S.8 15.8 684 
6 12 315 31.5 100.0 
Total 38 100.0 100.0 

Valid Percent I Cumulative 
Frequency Percent Percent 

Valid 1 19 50.0 50.0 500 
2 19 50.0 50.0 100.0 
Total 38 100.0 1000 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 22 579 57.9 57.9 
2 16 421 42.1 100.0 
Total 38 100.0 100.0 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 17 447 447 44.7 
2 21 553 55.3 1000 
Total 38 1000 1000 

CHOSPER 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 9 237 237 23.7 
2 2 53 5.3 289 
3 5 132 13.2 42.1 
4 6 158 15.8 57.9 
c 4 105 105 684 c 

6 12 316 316 100.0 
Total 38 100 a 100.0 
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CHOSTYLE 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 26 684 684 684 

2 12 316 31.6 100.0 
Total 38 100.0 100.0 

CHOGEN 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 21 55.3 553 553 
2 17 447 44.7 1000 
Total 38 100.0 100.0 

CHOBRAND 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 1 18 474 474 474 
2 20 52.6 52.6 100.0 
Total 38 100.0 100.0 

LlKEPER 

Cumulative 
Freguency Percent Valid Percent Percent 

Valid 0 15 395 395 395 
1 7 184 184 579 
2 1 2.6 2.6 60.5 
3 4 10.5 10.5 71 1 
4 1 2.6 2.6 73.7 
5 2 5.3 53 78.9 
6 8 211 211 100.0 
Total 38 1000 100.0 

LlKESn'L 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 0 15 :'9.5 395 395 
1 14 36.8 368 76.3 
2 9 737 237 1000 
Total 38 1CO.O 1000 
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LlKEGEND 

Cumulative 
Frequency Percent Va!ld Percent Percent 

Valid 0 15 395 395 395 
1 11 289 289 68.4 
2 12 31.6 31.6 100.0 
Total 38 100.0 1000 

LIKE BRAN 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid 0 15 39.5 395 39.5 
1 11 28.9 289 68.4 
2 12 31.6 31.6 100.0 
Total 38 100.0 100.0 
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SP1 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Joel 6 15.8 15.8 158 
Sean 7 184 184 34.2 
Dee Dee 2 53 5.3 39.5 
Clint 7 184 184 57.9 
Drew 7 184 18.4 76.3 
Kelsey 9 237 237 100.0 
Total 38 100.0 1000 

SP2 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Joel 7 184 184 18.4 
Sean 3 7.9 7.9 26.3 
Dee Dee 3 7.9 7.9 34.2 
Clint 7 184 184 52.6 
Drew 6 15.8 15.8 684 
Kelsey 12 31.6 31.6 100.0 
Total 38 1000 100.0 
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SP1 • SP2 Cross tabulation 

Count 

SP2 --
Joel Sean Dee Dee Clint Drew Kelsey~ Total 

SP1 Joel 3 3 6 
Sean 4 3 7 
Dee Dee 2 2 
Clint 3 ~ 2 T L 

Drew 3 4 7 
Kelsey 3 2 4 9 

Total 7 3 3 7 6 12 38 



..... , &. ..... "...,,.;or .... " ..... 'VO~LClUUIQLlVII 

C Dunt 

SP2 

CHOSPER Joel Sean Dee Dee Clint Drew Kelsey Total 
Joel SPi Joel 3 1 4 

Sean 3 3 
Kelsey 2 2 

Total 5 3 1 9 
Sean SPi Sean 1 1 2 

Total 1 1 2 
Dee Dee SPi Dee Dee 2 L 

Clint 3 3 
Total 3 2 5 

{lint SPi Clint 1 1 2 
Drew 3 3 
Kelsey 1 1 

Total 4 1 1 6 
{rew SPi Clint 1 1 

Drew 2 ~ 
4 

Kelsey 1 1 
Total 2 2 4 ! 

lelsey SPi Joel 2 21 
Sean 2 2 
Clint 1 1 
Drew 2 2 
Kelsey 1 1 3 5 

Tota! 1 1 3 - I 
~_L_L 12 
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Group $TEST 1 

Pct of Pct of 
Category label Code Count Responses Cases 

Joel 1 13 'I 17.1 34.2 
Sean 2 10 ;l 13.2 26.3 
Dee Dee 3 5 .- 6.6 13.2 
Clint 4 14(, 18.4 36.8 
Jrew 5 13 <.{ 17.1 34.2 
Kelsey 6 2111- 27.6 55.3 

Total responses 
-----;~ ~\ 

100.0 200.0 

o missing cases; 38 valid cases 
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APPENDIX SIX 
Initial Proposal and Research Design 

The structure of the experimental portion of the Honors Thesis Project has been 
revised several times. Below is my original proposal and research design. This 
design was scaled down lakr on in the thesis process to the fonn descrihed in the 
paper. The ultimate reasons for the ahandonment of the original experiment design 
were: 

I.) There were too many it,depcndcnt variables in this experimental fotmat that 
would influence the dependent variables causing a delicieney in the clarity of cause 
and cffect. 

2.) The test sample and the time required to carryout the experiment with a test 
sample of this size would b~ would he unrealistic to the limeframt' I was under and 
the resources that I had avadable. 

SECTION I - TITLE, PURPOSE OF THE STUDY AND RA TlONALE 

1) Title: "An ExploratOlY Study of RappOli and its Impact on Sales." 

2) Purpose of the Stud): TIllS study is a pilot, exploratory study examining the 
following: 

During a buycr-seller encounter, the necessity for a salesperson to incorporate strong 
rapport-building skills has a direct rebtlOnship with the level of objectivity/subjectivity 
the buyer ltSeS to evaluate the!r decisions. In short, ifthc buyer is tied by constraints of 
objective deCision-making criteria, the salesperson's rapport-building efforts are not 
crucial to making the sale. Ct1l1vcrsc!y, if the buyer is not given obJcctive criteria from 
which to make a decision and relics lHl 'llbJcctive criteria, the salesperson's ability to 
huild a strong rapport with th·, buyer hecomes a key factor in making the sale. 

Accordingly, the following \ViII be examined: 
• The impact of rapport on the sales process. 
• The buyer's responsiveness to rapport-building efforts or ahsence of 

etTorts hy the "alespeoplc. 
• The correlation between the buyer's personality and their responsiveness 

to the salespeople's rapport-building efforts. 

3.) Rationale: During my courscwork as a sales student, r was often instructed by 
professors to "go in and hllild rappOJ1" with my clients. Through ohservation 
during my summer imeruship, I surutised th;]t rapport building was a key 
component of sales sl;ccessin some cases, while in other cases rapport played a 
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minimal role. I hypothesized the necessary level of rapport-building skiHs has a 
direct relationship to the decision making lTiteria of the buyer. Research is 
necessary under this hypothesis because, il is necessary to create a controlled 
setting whereby the bllysr is being given a known set decision criteria where I can 
observc whether rappor. influences their decision or not. 

The data collected from the project is projected to be the following: 
• The buyer's dec,sion between the rapport-building salesperson and the 

non-rapport building salesperson given decision criteria. 
• The buyer's preJerencc between thc rapport-building salesperson and the 

non-rapport bui1Jing salesperson if they were unrestricted by decision 
criteria. 

• Examine the buyer's personality against hiS or her salesperson preference 
to sec if there is any correlation. 

Previous work in the field includes many books and studies on rapport building 
and non-verbal communication. [n terms of previous academic studies there are 
the foilowing: 

• "An Initial Evaluation of Industrial Buyer's Impressions of Salespersons' 
Nonverbal Cue,-." From the Joumal of Personal Selling and Sales 
Management. 2002. 

• "Buyers' Perception of Salesperson Tactical Approaches." From The 
Journal of Persunal Seiling and Sales Management. 2002-2003. 

• "Toward and Theory of Business Buyer-Seiler Simiiiarity." From the 
Journal of Personal Selimg and Sales Management. 2001. 

• "An Exploratory Study ofGende! and Age Matching in the Salesperson
Prospective Customer Dyad: Testing similiarity-perfornlance 
predictions." The Journal of Personal Seilmg and Sales Management. 
1998. 

SECTION II - DESCRIPTION OJ' THE SUBJECT POPULATION 

1.) Number of Subjects: The approximate number of subjects will be sixty 
participants as the study is exploratory in nature. 

2.) Description of the Subject PopUlation: The subject population will consist of 
college students both mak and femaie that are 18 years of age and older. 

SECTION Ill- SUBJECT UECRIJITMENT 

1.) Describe the method(s) of subject recruitment-Everybody is a "buyer" at 
some point in their life, therefore, anyone that is over 18, is eligible to give 
consent, and will volu'ltarily participate In the study may be selected. 
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In order to recruit indiv!duals, ! will talk tll members of the saks courses, and 
other business and stud(;!1t org<!nizations around campus. I will also employ the 
use of a flier when atte];lpting 10 recruit subjects. 

SECTION IV - METHODS AND PROCEDURES 

1.) Describe the Methods and the Procedures to be Used, 

Location for Study Ct.1kge 0 t Business Sales Labs 

Experiment will be designed ir. the following manner: 

I.) A buyer-seller situation will be created. 

2.) Prior to exposure to salespeople, the huyer will be administered an assessment to 
detemline their personality type in tcons of responsiveness. The instrument used will 
be the Big 5 Personality TL'st on!tne at www.outofservice.com/bigflve. The student 
will bring their score print out so that I may not see their responses to questions. This 
aids largely in the students confidentrality because J won't be able to see their specific 
responses. The student's [,ersona!ity assessment will be assigned a numher and this 
number will correspond w:th thclr exit interview/survey number. Arter the study is 
completed the only identit~c3tion used to tie the personality survey with the exit 
interview will be a numbe,·. 

2.) As a buyer comes in h,; or she \vill randomly be assigned a set of criteria from 
which they will be req"ired to make a decision. There will be two categories of 
buyers: 

A.) Objective Buyer --This buyer will be given clear parameters for making a 
buying decisir,n. The l11structions for them to makc a decision will be 
detaiJcd1eavipg them little room for sllbjcctivity when making a decision. 

B.) Subjective bu;'er--wl11 be given no guidelines on how they would make 
their decision. Basically, they must develop their own decision-making 
criteria. 

3.) The buyer will be eXVlSed to two different salespeople. (These salespeople will 
need to be trained veri well in their different roles. Each salesperson will portray 
the diverse characteri>rics at certain points in time.) The two salespt:ople that the 
buyer will encounter will have the following characteristics: 

A.) Non-rapport building salesperson- The sales person will be instructed to 
come in and make the sales call without using rapport techniques. They 
will be told nut to mmor the verbal or physiological traits of the buyer or 
make comment about anything in the room. 

B.) Rapport-building salesperson --will be trained to come in and build 
rapport with tile buyer through the usc ofhoth vocal and verbal rapport 
aspect of mirroring the physiology of the huyer. 

37 



4.) The buyer will be given an exit interview or survey, where the following will be 
assessed: 

A.) Which salesperson did they decide to give the sale to? 
B.) How did they corne to this decision? 
C.) Which salesperson did they hke tbe best": and what is it about them that 

they liked 
The exit interview will be assigned a number that corresponds with the 
personality assessment Thlls the only thmg relating the personality assessment 
and the exit interview will be a number. 

SECTlO:'l1 V - ANONYMITY CONFlDENTlALlTY OF DATA 

The data collected from this study will be contidential because any literature handed out 
to a subject will be assigned a [lumber. The number will be the only "golden thread" that 
ties together the two pieces of data collected from the study participants. Only the 
scoring of the personality asse3smcnt will be returned to the researcher. Therefore, the 
study participant's responses to tbe pcrsonahty assessment will remain confidential. The 
study participants will hand th0 pers,)nality assessment and tbe study responses directly to 
the researcher. 
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