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The primary aim of this study is to build a personality profile for financial sales personnel 

based on Super’s Work Values Inventory that will help select the best candidates for sales staff in 
the financial and insurance sectors. This personality profile could be used to decide whether  
a candidate’s psychometric characteristics are suitable for a financial sales position and meet  
the requirements of the profession as well as the general expectations of the given firm.  
To attain this aim, a comparative personality test was conducted in Hungary for the first time on a 
sample of 1,000 people working in the financial and insurance sectors. The following hypothesis is 
proposed by the author: Regarding sales associates in the financial and insurance sectors, the num-
ber of Super’s Work Values Inventory principal components and the items connected these princi-
pal components show a significant difference from the results of a 2006 Hungarian survey.  
The findings confirm this hypothesis. 
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The rapidly accelerating economic processes and globalisation, as well as the 
COVID-19 pandemic require greater flexibility and adaptation from the business 
sector. During the pandemic, companies, particularly their employees, reacted differ-
ently to the extraordinary situation (Széles–Baranyi–Csernák [2020]). Business suc-
cess depends on the availability of human resources possessing appropriate skills, 
experiences, expertise, and commitment, as well as optimal personality traits  
(Effron–Gandossy–Goldsmith [2003] as cited in Karoliny–Poór [2017]). However, 
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what personality traits can determine or predestine the financial success of employees, 
especially in the present study for sales associates working in the financial and insur-
ance sectors? Furthermore, do such personality traits or characteristics exist? 

These questions imply that one of the most important goals of sales manage-
ment is to adapt to the challenges posed by the economic sphere to the personal level 
of their employees, and it is influenced by the selection of human resources and the 
personality traits of salespeople (Bauer–Berács [2017]). As Kotler and Keller [2016] 
argue ‘the secret of sales success is the selection of effective sellers.’ According to 
the authors, 25% of the best salespersons account for more than 52% of total sales, 
and employing people unfit for the job is a big waste of money (Kotler– 
Keller [2016]). The most significant challenge in selecting effective salespeople is 
that, ‘while the best sales personnel can be clearly identified, the reason for their 
success is unknown; that is, it is not possible to pinpoint the factor behind such ex-
emplary performance… Currently, it is only possible to test the best and worst per-
forming salespeople and create a profile based on the results that is expected to be 
useful in the sales context of that enterprise.’ (Mitev [2016] p. 159) 

The selection of employees is critical because the personality, skills, and atti-
tudes of financial consultants are extremely important aspects of their professional 
activities and the related business process (Veres [2017]). ‘Employee selection is of 
vital importance. All the more so that employees not possessing appropriate person-
ality characters and skills are more likely to become frustrated and leave  
the company.’ (Mitev [2016] p. 152) Successful salespersons therefore need to pre-
sent their firm ‘through their own personality’ (Kovács [2015] p. 61) and the extent 
of their success can be well demonstrated, as wages (commission) can be easily 
linked to performance (Bauer–Mitev [2016] p. 29). 

1. Literature review and hypothesis 

1.1. Competences required of sales associates 

In this subsection, the most important research findings on the expected com-
petencies of sales staff are assessed. How to define competence? According to 
Henczi ([2007] p. 16), competence is ‘a structured and unified system of personal 
resource formations developed during learning (experience, practice) that facilitates 
the constructive and effective application of the acquired knowledge and personality 
components in a field of specific mental and/or physical endeavour.’ 

Which personality traits play a key role in the productivity and profitability of 
a company’s sales associate? Goleman ([2007] pp. 118–119) identified the so-called 
accidental or inadvertent presence skills that allow a sales associate to be fully con-
nected and responsive to a client’s feelings. Such productive and successful sales  
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associates place a higher priority on good client relationships than on a loss of trust 
after making a fast deal. A Fortune 500 survey also revealed that the success of spe-
cific financial sales associates was determined by their honesty and perceived trust-
worthiness (Ramaswami–Singh [2003] pp. 46–66). 

Seligman [1987] performed an informative enquiry among the sales associates 
of the MetLife insurance company. His research revealed that salespeople with an 
optimistic outlook performed 37% better than their pessimistic counterparts in the 
first two years of employment. Consequently, following Seligman’s advice, compa-
nies began recruiting candidates who failed the professional entrance test  
but achieved high scores on the questionnaires, ascertaining an optimistic point of 
view. This group of sales staff performed 21% better in the first year and surprisingly 
exceeded the pessimistic group with 57% in productivity in the second year  
(Seligman [1987] in Goleman [1987] and Goleman [1995] pp. 137–138). The ‘father’ 
of transaction analysis, Berne argued that a good business or sales mindset or  
transaction game reflects the ‘I am glad that I can help you’ perspective. Motivated 
by this attitude and driven by a hidden agenda, one is committed to helping  
others. This mental game is the basis of ‘public relations’ in the United States  
(Berne [1984] p. 176). Overall, a sales associate should read people well, be patient, 
have a service-minded attitude, and be polite, tactful, and excellent in building rela-
tionships. Additional competencies include organised personality, appropriate pro-
fessional background, empathy, helpfulness, personal appearance, professional com-
petence, courtesy, and active problem-solving skills (Durugy–Kollár– 
Madarász [2016] p. 13). According to the study ‘What makes a successful salesper-
son?’ (Plotkin [1987]), a sales associate should be enthusiastic, energetic, honest, 
enjoy working with people, and be able to work on a commission basis. Ingram and 
LaForge ([1992] pp. 83–85) identified five key characteristics of a successful sales 
associate: ego-drive, verbal communication skills, enthusiasm, empathy, and intrin-
sic motivation. (The term ego-drive can be translated as self-drive or self-instinctive 
pursuit, cf. Carver–Scheier [2006] p. 211.) Carver and Baird ([1998] p. 1) found that 
ego-drive, that is, ‘aspirations to financial success related inversely to self-
actualisation and that aspirations to community involvement related positively  
to self-actualisation’. ‘The traits matched to entrepreneurship significantly correlated 
with entrepreneurial behaviour (business creation, business success) were need for 
achievement, generalized self-efficacy, innovativeness, stress tolerance, need  
for autonomy, and proactive personality.’ (Rauch–Frese [2007] p. 353) While identi-
fying the key characteristics of sales staff, the authors relied on a survey of  
15,000 enterprises including about 750,000 sales associates (Greenberg– 
Greenberg [1990]), an enquiry focusing on marketing and sales managers  
(Gaedeke–Tootelian [1989]), and a study examining the link between personality 
traits and sales success in a 30-year interval (Comer–Dubinsky [1985]).  
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Another study concluded that salespeople are successful in establishing and main-
taining personal relationship during transactions and are in possession of confidential 
information about their clients. (Liu–Comer [2007] pp. 565–574). Mulligan ([2004] 
pp. 46–64) identified a positive correlation between the emotional intelligence of 
sales staff and the annual sales of businesses. While the study highlighted the im-
portance of assertiveness and self-esteem, it revealed a reverse correlation between 
sales revenues and stress management/impulsivity control: salespeople who were 
less good at managing stress, produced less revenues for the companies. A Hungarian 
sample-based survey led to similar results (Juhász [2019a]). Another research project 
that examined the effects of stress on sales staff showed that sales associates deal effec-
tively with stress using a so-called problem-oriented coping strategy (Nonis–Sager 
[2003] pp. 139–150). In this context, however, it should be noted that the main reason 
for the burnout of sales consultants is that they are exposed to as much interpersonal 
stress as hospital nurses during their work (Kato [2014] p. 32). (This information is 
particularly remarkable because the research was conducted prior to the pandemic.) 
Certain test results are most likely due to emotional exhaustion and depersonalisation 
often experienced by salespeople, as these factors may indirectly affect a firm’s 
productivity (Cicala [2014] p. 33). A treatise emphasising the importance of the pro-
fessional development of sales staff confirms that successful sales associates must have 
a higher level of emotional intelligence (Deeter-Schmelz–Sojka [2003] pp. 211–220). 
According to another publication by the same authors, emotional intelligence, defined 
as the correct interpretation of the feelings of others, especially ourselves, is a key 
competency in increasing sales performance (Sojka–Deeter-Schmelz [2002]  
pp. 43–50). In the United States, Dankó ([2009] pp. 58–59) reported two essential 
characteristics for sales success: relentless striving to conclude a deal and empathy. 
In addition, the following characteristics and personality traits were identified: 
adaptability to clients’ diverse personal and behavioural characteristics, desire for 
recognition, energetic approach, perseverance, enjoyment of problem solving, flexibil-
ity, initiative, planning, organisational skills, higher than average height (noteworthy 
that the research did not reveal a clear correlation between the latter and business per-
formance, although the survey included questions about personal height).  
While Greenberg [2010] highlighted the importance of empathy in addition to ego-
drive and motivation as crucial personality features, he believed that these qualities 
do not guarantee success. Another study painted a less attractive picture revealing 
that the top management of banks generally included the most committed and ag-
gressive members of the organisation (Lazear [2006] p. 277). Ford et al. [1988]  
(as cited in Mitev [2016] pp. 153–155) suggested a strong correlation between em-
ployee performance in financial services and variables such as family circumstances 
(spouse’s occupation, age, and number of family members) and family background 
(number of siblings, parents’ education, extracurricular and sports activities).  



52  ISTVÁN JUHÁSZ 

HUNGARIAN STATISTICAL REVIEW, VOLUME 5, NUMBER 1, PP. 48–74. DOI: 10.35618/hsr2022.01.en048 

In contrast, Pink ([2013] p. 102) concluded that ambivert sales consultants were the 
most successful.  

It was also found that sales staff committed to learning exhibited client-
oriented behaviours that are essential for the long-term management of customer 
relationships (Harris–Mowen–Brown [2005]). Other researchers have highlighted 
accuracy as a key component of effective performance, as well as factors such as 
similarity to and empathy demonstrated toward clients (Hall–Ahearne– 
Sujan [2015]). Schrock et al. [2016] emphasized the existence of harmony between 
the personal values of sales consultants and the value system of a given enterprise as 
a prerequisite for successful transactions.  

Hungarian employers expect initiative and intellectual skills from their em-
ployees. Furthermore, prospective employees need to be willing and motivated to 
learn, be flexible, adhere to standards, be cooperative, manage stress, and have a 
heavy workload (Henczi [2006]). Other Hungarian experts believe that a good sales 
consultant should have the following qualities: determination, openness, goal orien-
tation, receptivity to new concepts, good communication skills, creativity, network-
ing or relationship-building skills, perseverance, patience, ambition, and ability to 
develop (Seregi–Varga [2004]). ‘If the focus is on sales consultants employed in the 
financial and insurance sectors, we can conclude that those working in this field 
show high scores in dimensions such as sociability and compliance-based perfor-
mance.’ (Juhász [2019b] p. 184) ‘In terms of their motivation, mental hygiene fac-
tors such as job security, prestige, improving working conditions, expanding learning 
opportunities, and promotion play a decisive role.’ (Juhász [2019c] p. 47) Further-
more, as McClelland [1965] argued, performance is the greatest motivating or stimu-
lating factor, compared to maintaining contact and power. Consequently, ‘reward 
schemes’ or forms of recognition (higher salary, expanded benefits, prestigious study 
trips, vacations abroad, etc.) should be given high priority (Juhász [2019c] p. 47). 
Hungarian sales consultants are expected to have the following qualities: profession-
al competence, orderly appearance, courtesy, active problem-solving skills, personal 
neatness, appropriate education, helpful attitudes, and empathy (Durugy–Kollár–
Madarász [2016]). ‘The aspiration questionnaire of sales consultants showed a statisti-
cal deviation in dimensions from such standard values as wealth, flame, image, growth, 
connections, and health.’ (Juhász [2019d] p. 95) Kasser and Ryan ([1993] p. 421) stat-
ed ‘when goals for financial success exceeded those for affiliation, self-acceptance, 
and community feeling, a lower level of psychological adjustment was identified’. 
‘The relative importance and efficacy of extrinsic aspirations for financial success, 
an appealing appearance, and social recognition were associated with lower vitality 
and self-actualisation and more physical symptoms.’ (Kasser–Ryan [1996] p. 1) 
According to Kasser [2002], people whose values focus on the accumulation of 
wealth or material goods face a higher risk of unhappiness. ‘The data support the 
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main hypothesis of the study, that is, the temporarily employed differ from the per-
manently employed in their control over their working life. With some exceptions, 
there were clear differences between these two categories with respect to a number 
of variables that can be regarded as central to both the individual’s success at work 
and protection against job loss and exclusion from working life.’ (Aronsson–
Gustafsson–Dallner [2010] p. 151) 

A competency model, which is primarily applied to sales and customer service 
staff, emphasizes optimism, initiative, customer focus, persuasive skills, oral and 
written communication skills, teamwork, reliability, problem-solving skills, and 
business orientation (Klein–Kiss [2016]). ‘For salespeople working in the financial 
field under enquiry, based on the scores obtained in the Hyppocratic Temperament 
Survey, most of the sample (42%) indicated that they belong to the phlegmatic type 
corresponding to Eysenck’s stable, introverted category.’ (Juhász [2019e] p. 58) 
According to a survey of sales staff in 2017, a successful Hungarian salesperson 
must have the following personality traits: enjoyment of selling and building person-
al relationships, good networking ability, and self-confidence. Clients, on the other 
hand, underline the ability to handle workload or capacity needs, honesty, and 
knowledge of a specific product (Dankó–Kovács [2017]). ‘Based on the Belbin team 
work survey scores, most respondents (26% of the total sample) fall into the imple-
menter category.’ (Juhász [2020]) Key features of the implementer type include a 
conservative outlook, predictability, and a sense of duty (Belbin [1998] p. 109).  
According to the results of a logistic regression analysis-oriented study examining 
the correlations between personality traits explored by Super’s Work Values  
Inventory and income size, Juhász [2021] concluded that the income-based categori-
sation of sales associates can be improved using the independence dimension  
(independent work; in addition to the aspects of the shortened California Psychological 
Inventory [S-CPI] such as dominance, capacity for status, self-acceptance, along with 
the intrinsic health dimension of the aspiration questionnaire). The values associated 
with these personality traits may indicate whether a salesperson is earning or will  
earn more (if the company’s human resource professionals have not yet decided to  
hire him/her). 

Regarding the research efforts mentioned above and their results, it should be 
noted that the mere selection and employment of salespeople with the right personal-
ity traits does not guarantee success in the absence of a motivating, inspiring organi-
sational environment and culture. Without such factors, no salesperson can hope for 
long-term success (Yeboah et al. [2014] p. 45). 
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1.2. Research hypothesis 

Inspired by Babbie ([2003] pp. 60–61), one of the leading research methodolo-
gy experts of our time, and relying on the relevant theoretical background and empir-
ical research, the following hypothesis is constructed (Juhász [2019f]): 

H1 Regarding the sales staff of the financial and insurance  
sectors, several principal components of Super’s Work Values Inven-
tory, along with the items connected to these principal components, 
show a significant difference compared to the results of a 2006 survey  
(Budavári-Takács [2011]) conducted in Hungary. 

 
H1 is tested by principal component analysis based on the correlation matrix, 

anti-image matrix, Kaiser–Meyer–Olkin (KMO) criterion, Bartlett and Scree tests. 

2. Materials and methods 

2.1. Subjects of the survey 

The survey focuses on the personal characteristics of financial sales associates 
working in banks, insurance companies, financial consulting, factor leasing and bro-
kerage firms, and home savings banks. 

2.2. Measurement, assessment, and data collection 

The participants completed an online questionnaire including closed- and 
open-ended questions. The online questionnaire contained the following segments: 

1. basic information and personal data. 
2. Super’s Work Values Inventory. 

 
The online version was chosen to avoid potential spatial and temporal con-

straints associated with paper-based questionnaires. Care was taken to ensure that the 
questionnaire was easy to complete. While most questions could be answered with a 
simple click or by selecting the answer from a drop-down menu, if information  
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regarding the highest educational attainment of the respondents or the exact name of 
their current position was not listed, they had to enter the missing data. 

Due to the personal nature of some of the questions, the answers and scores 
were treated as highly confidential information. Upon request, respondents received 
personalised feedback and evaluation: the results were integrated into Excel spread-
sheets and charts, which were emailed to them along with an 18-page Word docu-
ment explaining the scores. 

The most important features of the data collection process were as follows.  
The questionnaire was compiled, developed, tested, adjusted, and finalised in  
November and December 2016. The questionnaire was made available online  
at 11:14 a.m. on 14 December 2016 and closed at 08:13 a.m. on 20 July 2017.  
Instead of random sampling, the snowball principle was followed as the actual sam-
ple members recruited future participants for the sampling process. The final sample 
was made up of former and current co-workers, students, relatives, friends, and ac-
quaintances. Following the snowball format, those who completed the questionnaire 
were sent the link again and asked to forward the questionnaire to their circle of 
friends and acquaintances. In addition to individual respondents, several organisa-
tions, and businesses in the financial and sales sectors were contacted, both directly 
and indirectly. The institutions included the Hungarian Banking Association, Associ-
ation of Hungarian Insurance Companies, National Savings Association, National 
Association of Financial Enterprises, Hungarian Leasing Association, Chamber of 
Commerce and Industry of Hungary, and Hungarian Economic Association. While 
initially 1,656 people attempted to complete the questionnaire, it was fully completed 
by 1,069 respondents. The final sample consisted of 1,000 (the responses of 69 par-
ticipants had to be disregarded for various reasons, such as irrelevant work experi-
ence or industry). A total of 584 respondents requested and received written feed-
back via email. The sample included respondents from 19 Hungarian counties and 
the capital, Budapest. 

2.3. Analysis 

The collected data were analysed and evaluated using Excel and SPSS.  
The mean and standard deviation of the sample were calculated considering different 
aspects, and the frequency and distribution ratios were determined. Furthermore, prin-
cipal component analysis and other comparative examinations were performed based 
on the scores of financial sales associates working in (savings) banking, insurance, 
consulting, etc. (Juhász [2019f]). 
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2.4. Super’s Work Values Inventory 

The questionnaire, known as Super’s Work Values Inventory, contains 15 value 
categories. It explores which values indicate higher job satisfaction and success.  
The results of the questionnaire can be interpreted as follows: ‘Each category can get a 
minimum of three and a maximum of 15 scores. The ranking of values is given by that 
of scores. Thus, the value marked with the highest point is the most characteristic of 
the given person, and the corresponding values with the same score or in descending 
order (with one point) form the value group representing the given value category.  
The highest 1/3 of the 15 value categories give the person’s leading values for  
work. The (3–5) values with the lowest scores are rejected, while the (5–7) values in 
the middle of the ranking are less significant.’ (Budavári-Takács [2011] p. 15) 

Szilágyi’s work value definitions ([1987] pp. 7–12) are as follows: 

Intellectual stimulation identifies individuals who value the 
mental challenge inherent in a given task and prioritize independent 
thinking and understanding the causes behind phenomena. 

Achievement/work performance, which suggests a tangible result 
of one’s efforts, allows the individual to experience a sense of accom-
plishment. 

Self-assertion is related to assignments or tasks that allow indi-
viduals to freely choose their lifestyle or way of life. 

Material consideration/economic return is a key for those who 
prefer high salary, enabling them to high value items. 

Altruism is important to people who value helping others. 
Creativity is highly esteemed by respondents who consider it es-

sential to invent, introduce or produce new things, theories, and products. 
Social relationships are a priority for those who want to build 

good connections and a collegial atmosphere in the workplace. 
Prestige is prioritised by individuals who consider rank and re-

spect essential. 
Management/leadership is preferred as a work value by employ-

ees who enjoy the arrangement of their own working conditions and 
schedules. 

Variety is appreciated by individuals who attach great im-
portance to the joy and pleasure inherent in doing different types of 
work as compared to being assignment-oriented. 

Aesthetics is a key for employees who prefer to produce beauti-
ful and attractive objects. 

Independence is cardinal for those who prefer to work  
according to their own methods. 
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Hierarchy is important for employees who value a fair  
review, judgment, or evaluation of assigned tasks. 

Physical environment plays a key role in the material condi-
tions appropriate for a given individual. 

Security is essential for employees who emphasize the stability 
of their position. 

 
Tables 1 and 2 present the six factors with the serial numbers assigned to  

the research questions in the Hungarian survey program. (For the questions, see  
Table 5.) Consequently, the content of each factor can be identified and monitored 
(Budavári-Takács [2011] pp. 15–16). 

 Table 1 

Six factors and connected items for the 1987 Hungarian sample  

Factor Closely connected item Secondarily connected item 

I Intellectual stimulation 15, 16, 23, 38, 45 1, 4, 5, 10, 17, 21, 44 
II Management 14, 24, 37 6, 21, 25, 33, 36 
III Altruism 2, 30, 31 12, 20, 32, 41 
IV Workplace atmosphere 27, 28, 34 8, 18, 29, 32, 35 
V Material consideration/economic return 3, 22, 39 9, 29, 40 
VI Informal atmosphere, casualness 26, 41, 42 7, 9, 19, 20, 35, 40 

Note. N = 1,390. 
Source: Budavári-Takács [2011] p. 15.  

 Table 2 

Six factors and connected items for the 2006 Hungarian sample  

Factor Closely connected item Secondarily connected item 

I Intellectual stimulation 16, 33, 38, 44, 45 4, 6, 15, 17, 19, 20, 21, 
24, 28, 32, 41, 46 

II Management 14, 24, 37 6, 15, 16, 40, 46 
III Altruism 30, 31, 39 40 
IV Workplace atmosphere 14, 37, 46 5, 15, 16, 24, 40, 50 
V Material consideration/economic return 3, 22, 39 25 
VI Informal atmosphere, casualness 47, 48, 49 13, 50 

Note. N = 514. 
Source: Budavári-Takács [2011] p. 16.  
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‘Both surveys showed virtually the same results in terms of management and 
economic return, but the dimension of intellectual stimulation was strengthened by 
2006. While altruism appeared as a separate, independent factor, it was complement-
ed by the material consideration/economic return dimension. The value of informal 
atmosphere was not emphasised by the respondents in the second survey. Future-
oriented considerations showed more freedom than in the previous test. The dimen-
sion of workplace atmosphere, which traditionally indicates the socialisation effect 
characteristic of Hungary, was not retained in 2006 as the need for working inde-
pendently has emerged as a new value content.’ (Budavári-Takács [2011] p. 16) 

During the completion of the questionnaire, the respondents rated 45 state-
ments on their importance. On a scale of 1 to 5, 1 meant ‘not important at all’ and  
5 meant that the category was ‘very important’. 

3. Results 

3.1. Demographic, employment, and income  
characteristics of sales employees 

In this subsection, I summarise the key demographic, employment, and income 
characteristics of the 1,000 sales employees who participated in the 2016/2017 survey. 
Regarding gender distribution, the proportion of women in the sample is significant 
(62.2%) compared to men (37.8%). Most respondents (30.7%) were born between 
1971 and 1980. (See Figure 1.) The oldest respondent was a man from Szeged born in 
1933, and the youngest were two women born in 1998, one from Budapest and the 
other from the Jász region. The highest number of respondents (45) were born in 1970. 

Figure 1. Proportion of respondents by interval of years of birth 
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Most respondents (32.8%) live in county seats or towns. (See Figure 2.)  
Almost one-fifth of the sample live in Heves county (21.2%), followed by Budapest 
(19.7%) and Borsod-Abaúj-Zemplén county (15.4%). 

Figure 2. Distribution of respondents by settlement type 
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Figure 3. Number of respondents by highest educational attainment 
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One third of the 1,000 people have a BA/BSc degree, 18.9% have completed a 
higher-level vocational training program, and 15.3% have a MA/MSc degree.  
(See Figure 3.) Two-thirds of the sample (683 respondents) have a higher level of 
education, ranging from higher-level vocational training to a PhD degree. Education-
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al attainment ranges from eight or fewer grades of primary school (three respond-
ents) to PhD degree (four respondents). The respondents identified 473 different 
qualifications as their highest level of education. They have a wide variety of profes-
sions (degrees) in addition to the ones in banking, insurance, economics, and finance. 
There are nurses, mechanics, coaches (license C), forensic investigators, confection-
ers, architects, dental technicians, pigeon breeders, mechanical engineers, grapholo-
gists, naval engineers, military officers, lawyers, car body workers, bricklayers, mas-
ter hairdressers, tailors, plant protection engineers, kindergarten teachers, bakers, 
programming mathematicians, psychologists, recreation specialists, health experts, 
police officers, transport specialists, professional translators, TV journalists, inter-
preters, sociologists, teachers, dairy farmers, lifeguards, electrical engineers, hydrau-
lic technicians, and music school teachers among them. 

Most of the participants work in banks, followed by insurance companies, home 
savings banks, and financial consulting firms. (See Figure 4.) The share of employees 
in brokerage, leasing and factoring firms and savings banks is very low (5.3%). 

Figure 4. Number of respondents by type of employer 
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The responses vary widely in terms of time spent in the financial and insurance 
sectors. (See Figure 5.) The highest number of respondents (77 each) have either two 
or 10 years of work experience, while 76 respondents have three years. A total of  
44 respondents have been working in this field for less than a year, while a woman 
living in Pest county has been working as a sales associate for the longest time  
(44 years). 
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Figure 5. Number of respondents by length of professional experience in the financial and insurance sectors 
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Regarding annual gross income, 236 respondents earn HUF 2.0–2.9 million, 

and the earnings of 183-183 people fall into the category of either HUF 1.0–1.9 mil-
lion or HUF 3.0–3.9 million. (See Figure 6.) The annual gross income of 66 re-
spondents is less than HUF 1 million, while that of 33 sales consultants exceeds 
HUF 10 million. One response (‘varying’) cannot be interpreted. The average annual 
gross income of the sales staff is HUF 4.48 million. This figure is also valid if the 
maximum amount of the selected income categories is considered as gross per capita 
income and the ‘varying’ answer is omitted. Moreover, if only the data above 
HUF 30 million (HUF 123 million) is ignored, the average does not change signifi-
cantly, remaining at HUF 4.36 million (Juhász [2019a] pp. 72–78). 

Figure 6. Number of respondents by annual gross income 
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3.2. Personality profile of the sales associates  
based on Super’s Work Values Inventory 

Compared to the average scores in Super’s Work Values Inventory, the sur-
veyed sales associates scored higher than 12 out of a maximum of 15 points in the 
following seven categories: material consideration/economic return (12.9), self-
assertion (12.7), physical environment (12.5), security (12.3), variety (12.3), social 
relationships (12.2), and hierarchy (12.1).  

Figure 7. Average score of respondents on Super’s Work Values Inventory 

12
.9

12
.7

12
.5

12
.3

12
.3

12
.2

12
.1

11
.9

11
.9

11
.8

11
.7

11
.5

10
.9

10
.5

9.
9

0

2

4

6

8

10

12

14

16

M
at

er
ia

l c
on

sid
er

at
io

n,
ec

on
om

ic
 re

tu
rn

Se
lf-

as
se

rti
on

Ph
ys

ic
al

 e
nv

iro
nm

en
t

Se
cu

rit
y

V
ar

ie
ty

So
ci

al
 re

la
tio

ns
hi

ps

H
ie

ra
rc

hy

Pr
es

tig
e

In
de

pe
nd

en
ce

W
or

k 
pe

rf
or

m
an

ce

A
ltr

ui
sm

Cr
ea

tiv
ity

In
te

lle
ct

ua
l s

tim
ul

at
io

n

M
an

ag
em

en
t, 

le
ad

er
sh

ip

A
es

th
et

ic
s

Sc
or

es

 
 
When comparing the scores of salespeople representing the four largest sub-

samples (respondents working in the fields of banking, insurance, home savings 
banking, and financial consulting), those working in home savings banking receive 
the highest average scores.  

Based on other research findings, the scores of sales associates achieved on 
Super’s Work Values Inventory were subjected to principal component analysis. 
Consequently, the question arises: Can a significant difference be found compared to 
the mentioned 2006 Hungarian survey regarding individual principal components 
and the items connected to them?  
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Figure 8. Average work values of respondents based on Super’s Work Values Inventory by type of employer   
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Before performing the principal component analysis, one must make sure that 

the given data (in this case, the scores assigned to the 45 questions on Super’s Work 
Values Inventory) are suitable for such a query. To evaluate sampling adequacy and 
the suitability of the variables to be included in the principal component analysis, the 
correlation and anti-image matrices were analysed, the KMO measure was calculated 
and the Bartlett and Scree tests were conducted. Although the data were successfully 
analysed using all five methods, tables summarising the results are not presented 
here due to space constraints.  

The results of the five tests are as follows: 

1. The correlation matrix reveals a desirable condition for multi-
collinearity between the variables, as correlation is observed in most of 
the 990 correlation values, while virtually full significance (97.9%) 
can be detected. 

2. The anti-image matrix can be divided into two parts. In the 
upper part, according to the rule of thumb, no element other than the 
main diagonal can have a value higher than 0.09 (this ratio can only be 
exceeded by one-quarter of the elements). In the lower part, ‘the diag-
onal elements of the anti-image correlation matrix are important be-
cause they include the MSA (measure of sampling adequacy) values. 
If an MSA value of a variable is lower than 0.5, it is excluded from the 
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analysis.’ (Sajtos–Mitev [2007] pp. 255–257) In this case, the MSA 
values are between 0.853 and 0.978. 

3. According to Table 3, the value of the KMO measure is 0.955, 
indicating that the variables are optimal (KMO ≥ 0.9) for principal 
component analysis. 

 Table 3 

Value of the KMO measure and results of the Bartlett test 

KMO measure of sampling adequacy 0.955     
Bartlett’s test of sphericity  

Approx. Chi-square 25,426.649 
df 990           
Sig. 0.000    

 
4. The Bartlett test results are also presented in Table 3. The zero 

hypothesis of the Bartlett problem (there is no correlation between the 
initial variables) can be discarded as ‘the significance level (Sig.) is 
lower than 0.05. Consequently, the Bartlett probe confirms that the 
starting variables are suitable for principal component analysis due to 
the existing correlation.’ (Sajtos-Mitev [2007] pp. 257–258) 

5. The Scree plot figure helps determine the number of principal 
component dimensions. (See Figure 9.) According to the results ob-
tained, five (or six) principal components should be used. 

Figure 9. Scree plot  
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Table 4 

Fully explained variance following the rotation of principal components calculated  
from Super’s Work Values Inventory 

Co
m

po
ne

nt
 

Initial eigenvalues Extraction sum of squared loadings Rotation sum of squared loadings 

Total % of 
variance 

Cumulative 
% Total % of 

variance 
Cumulative 

% Total % of 
variance 

Cumulative 
% 

1 15.774 35.054 35.054 15.774 35.054 35.054 5.311 11.802 11.802 
2 3.436 7.635 42.689 3.436 7.635 42.689 4.775 10.611 22.413 
3 2.203 4.895 47.584 2.203 4.895 47.584 4.153 9.228 31.641 
4 1.877 4.171 51.755 1.877 4.171 51.755 4.088 9.086 40.726 
5 1.249 2.775 54.530 1.249 2.775 54.530 3.303 7.340 48.067 
6 1.099 2.442 56.971 1.099 2.442 56.971 3.165 7.032 55.099 
7 1.061 2.359 59.330 1.061 2.359 59.330 1.671 3.713 58.812 
8 1.025 2.277 61.607 1.025 2.277 61.607 1.258 2.795 61.607 
9 0.979 2.175 63.782       
10 0.948 2.108 65.889       
11 0.870 1.932 67.822       
12 0.803 1.785 69.607       
13 0.715 1.589 71.196       
14 0.693 1.541 72.736       
15 0.673 1.496 74.233       
16 0.645 1.433 75.665       
17 0.617 1.371 77.036       
18 0.584 1.298 78.335       
19 0.577 1.283 79.617       
20 0.527 1.172 80.789       
21 0.525 1.167 81.956       
22 0.502 1.116 83.072       
23 0.466 1.035 84.107       
24 0.462 1.026 85.132       
25 0.446 0.992 86.124       
26 0.438 0.973 87.097       
27 0.412 0.916 88.013       
28 0.406 0.902 88.915       
29 0.379 0.843 89.758       
30 0.370 0.821 90.579       
31 0.361 0.802 91.382       
32 0.355 0.789 92.171       
33 0.344 0.764 92.935       
34 0.338 0.751 93.687       
35 0.332 0.737 94.424       
36 0.305 0.679 95.103       
37 0.293 0.652 95.755       
38 0.292 0.648 96.403       
39 0.278 0.618 97.022       
40 0.264 0.587 97.609       
41 0.256 0.568 98.177       
42 0.230 0.510 98.687       
43 0.217 0.483 99.170       
44 0.206 0.459 99.628       
45 0.167 0.372 100.000       

Note. Extraction method: principal component analysis. 
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The calculations confirm that the principal component analysis can be per-
formed. Nevertheless, it should be kept in mind that the primary results are difficult 
to interpret. ‘If such variables show correlations with a principal component that has 
basically nothing to do with each other, then the process of interpretation cannot 
occur. However, rotation can help with this problem.’ (Sajtos–Mitev [2007] p. 264) 
From the potential rotation methods, I have opted for the most frequently used ap-
proach, varimax. 

Table 4 shows the results of the principal component analysis. Each component 
explains the variance of the variables in the order of their eigenvalues. The first princi-
pal component accounts for the largest proportion (35.05%) of the variance before 
rotation, while it accounts for only 11.80% after rotation. Additional principal compo-
nents explain the aggregate variance to a lesser extent. According to the Kaiser criteria, 
only principal components with an eigenvalue of at least 1 should be considered.  
The last column of Table 4 (cumulative %) reveals that eight principal components 
derived from the Kaiser factor explain 61.61% of the variance. Nevertheless, the appli-
cation of these eight principal components is not fully confirmed by the Scree plot 
introduced previously. According to the ‘elbow rule’, the number of principal compo-
nents should be maximised until the steepness of the curve suddenly changes and starts 
to become linear (Sajtos–Mitev [2007] pp. 259–276). In the present case, such a change 
occurs in the fifth or sixth principal component; however, other principal components 
may also meet the Kaiser criterion. Thus, I worked with eight principal components. 

According to Table 4, principal components I, II, and III explain 11.80%, 
10.61%, and 9.23% of the variance, respectively. Furthermore, principal components 
IV, V, VI, VII, and VIII explain its 9.09%, 7.34%, 7.03%, 3.71%, and 2.80%. 

According to the results in the literature, a principal component analysis was 
performed for scores achieved by sales staff on Super’s Work Values Inventory.  
The question is whether the scores and principal components (together with the items 
for the principal components) differ significantly from the ones obtained from the 
2006 Hungarian standardised research (Budavári-Takács [2011] p. 16). The rotated 
factor weight matrix (see Table 5) shows that the rotation of seven (both principal 
components I and V), nine (principal component II), eight (principal component III),  
six (principal component IV), five (principal component VI), two (principal compo-
nent VII), and one (principal component VIII) work values is required. For principal 
component weights to be considered practically significant, they must be equal to or 
more than 0.5. Of the 45 work values, 32 reach this threshold. An additional re-
quirement for the statistical significance of the principal component weights is the 
number of components in the sample. The smaller the sample, the higher the princi-
pal component weight of a given variable; thus, the principal component weight 
should be at least 0.75 for a 50-component sample and at least 0.30 for a sample of 
350 or more components (Sajtos–Mitev [2007] p. 268). The principal component 
weight of the current 1,000-item sample is considered statistically significant. 
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Table 6 lists the names of the principal components along with the closely and 
secondarily connected items. For the first six principal components, the names are 
similar to those defined in the 2006 study, although the item numbers are different. 
The importance of principal component I (management, leadership) is indicated by 
its first place, followed by principal component II (intellectual values). Other differ-
ences include the higher ranking of principal component III (workplace atmosphere) 
in third place over principal component IV (altruism) in the sample of sales associ-
ates. In the case of principal component V, I introduced a new term: security. Conse-
quently, factor VI of the previous study (informal atmosphere or casualness) is not 
applicable here, mainly because complying with or adhering to strict financial laws, 
regulations, or internal rules is incompatible with a relaxed attitude. Due to the posi-
tion shifts in the pairs of the first four factors/principal components and the introduc-
tion of the new principal component, the material considerations/economic return 
value is ranked only sixth, which is surprising given the nature of the financial and 
insurance sectors. In addition to principal component V, two other principal compo-
nents (hierarchy and intellectual motivation) were introduced. Although relatively 
few items are associated with the latter two principal components, their weights 
make them eligible to be differentiated. 

 Table 6 

Eight principal components and the connected items for the sample of sales associates 

Principal component Closely connected item Secondarily connected item 

I Management, leadership 14, 15, 16, 24, 37 6, 45, 
II Intellectual values 4, 5, 29, 32, 38, 44 17, 21, 23 
III Workplace atmosphere 12, 25, 27, 28, 34, 36 26, 33 
IV Altruism 2, 7, 20, 30, 31, 41 – 
V Security 18, 19, 39, 42, 43 13, 40 
VI Material considerations/ 

economic return 
3, 22 8, 10, 35 

VII Hierarchy 11 9 
VIII Intellectual motivation 1 – 

Note. N = 1,000. For closely connected items, principal component weights ≥ 0.5; for secondarily  
connected items, principal component weights < 0.5. 

 
In summary, the principal component analysis of the scores obtained on  

Super’s Work Values Inventory has resulted in the following principal components:  

Principal component I Management, leadership, 
Principal component II Intellectual values, 
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Principal component III Workplace atmosphere, 
Principal component IV Altruism, 
Principal component V Security, 
Principal component VI Material considerations/economic return, 
Principal component VII Hierarchy, 
Principal component VIII Intellectual motivation. 

 
The number and content of these principal components differ from the ones 

identified in the 2006 research. Three new factors have been created, Principal com-
ponent V (security), Principal component VII (hierarchy), and Principal component 
VIII (intellectual motivation) (Juhász [2019f]). 

4. Summary 

The results, along with the proposed tests, will help identify those competen-
cies included in Super’s Work Values Inventory that job applicants and employees of 
financial and insurance companies must have or need to improve. 

The global economic crisis began in the financial and insurance sectors in 
2008, and these were also the sectors with the highest rates of redundancies. There-
fore, retaining the existing talent pool by appreciating the best sales personnel and 
identifying and selecting the potentially successful job applicants are essential for 
companies to expect long-term success. 

These conclusions apply not only to the financial and insurance sectors, but al-
so to other segments of the national economy. Consequently, the present research 
can be extended to sales staff working in other areas, including FMCG (fast-moving 
consumer goods), car and real estate sales, and the results may be subject to compar-
ative analysis (Juhász [2019f]). 
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