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Abstract

The research aimed to explore 2 objectives (1) to study the
successful level of salesforce driver in Thailand’s Thai frozen food industry, (2)
to study the development and content validity indicator of salesforce driver
success in Thai frozen food industry. The questionnaire was used to analyse
the data from a sample of 1,005 respondents’ salesforce in Thailand’ s Thai
frozen food industry. The statistical tool value were frequency distribution,
percentage arithmetic mean, standard deviation and the secondary order
confirmatory factor analysis for research conclusion. The research results found
that the samples’ salesforce responded with opinion toward successful drivers
in Thai frozen food industry was at high level (A= 3.98) in the following factors:
inspiration, role and sales territory, motivation, success evaluation, skill and
capability, sale process, expectation and customer insight respectively. The
developed indicators from salesforces drivers in Thai frozen food industry was
created consistently with empirical data consisting of 39 indicators out of 40
indicators on 8 components. Each component had convergent validity
including the value of construct reliability (fc) was 0.952 including the value of
average variance extracted (f#c) was 0.722 and value of factor loading was over
0.30 at statistically significance 0.05.
[Thammasat Journal, Volume 37 No. 3, 2018]

Keywords:  Successful Indicator, Sales Indicator, Frozen Food Industry,

Salesforce
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