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ABSTRACT

Personal selling, indeed, is considered as the crucial aspect for generating sales and building
customer base and loyalty (Paparoidamis & Guenzi, 2009). According to Badrinarayanan and
Madhavaram (2008) workplace spirituality is yet to be integrated in the frameworks of sales
literature. Organizational citizenship behavior (OCB) is inevitably linked to organizational
performance and profitability (Podsakoff et al., 2009). While taking the significance of sales
force into consideration, the main purpose of this research is to find out whether or not
organizational citizenship behaviors” (OCB) constructs (civic virtue, sportsmanship,
conscientiousness and altruism) and workplace spirituality constructs (meaning at work and
conditions for community) influence the FMCG sales force sales performance. Multiple
regression analysis was employed on the data of 213 respondents employed in 15 FMCG
companies working on managerial and non-managerial positions. The results revealed that only
meaning at work, sportsmanship and altruism had significant positive impact on sales
performance. Implications for management and researchers are presented.
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