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Abstract: This study aims to examine factors behind many property agents continuing to 

experience difficulties in achieving optimal sales performance in the real estate industry despite 

Indonesia’s macroeconomic growth. This study aims to analyze the effect of salesperson 

training and product knowledge on salesperson performance through work attitude in the real 

estate industry. This research employed a quantitative approach using primary data collected 

through questionnaires distributed to 194 property agents of Brighton Real Estate Surabaya. 

The data were analyzed using Structural Equation Modeling-Partial Least Squares (SEM-PLS) 

with SmartPLS 4 software. The results indicate that all seven hypotheses are accepted and 

significant. Salesperson training and product knowledge positively and significantly affect 

work attitude and salesperson performance. Work attitude positively and significantly affects 

salesperson performance and serves as a full mediating variable in the relationship between 

salesperson training, product knowledge, and salesperson performance. This study is expected 

to contribute to Brighton Real Estate’s future development, improve salesperson performance, 

and serve as a reference for future researchers. Therefore, this study takes the title “The 

Relationship between Product Knowledge and Salesperson Training toward Salesperson 

Performance mediated by Work Attitude in Real Estate Industry”. 
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INTRODUCTION 

The salespersons are experiencing a downtrend in their transaction volume in the 

previous 3 years despite Indonesia’s macroeconomic growth yoy. decline on expansion and 

construction growth despite the growth in Real Estate Price (Residential Property Price Index) 

reported based on the legal transaction validated by the government in Indonesia. While the 

Residential Property Price Index (RPPI) continued to trend upward from 2022 through the third 

quarter of 2025, the volume of property transactions and the pace of demand growth both 

decelerated in the same period (The Ministry of Indonesia, 2025). The financing structure of 

the Indonesian housing market amplifies the sensitivity of transaction volume to consumer 

confidence: 77.67% of developer-built residential units are financed through mortgage credit 
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(Kredit Pemilikan Rumah or KPR), while 74.41% of self-built residential properties also rely 

on KPR (Bank Indonesia, 2025). The government has actively supported homeownership 

through lower interest rate policies and subsidized (free) down-payment programs, reinforcing 

the sector's dependency on credit-driven transactions (The Ministry of Indonesia, 2025). 

Despite these enabling policy conditions, transaction volumes have not responded 

proportionally, further underscoring that the bottleneck in property sales lies beyond macro-

level financing enablers. 

According to Tridiwianti (2025), Product Knowledge refers to the amount of products 

and brand that the salesperson memorise. Azizah et. al. (2025) divide Product Knowledge into 

three terms: information given by all salespersons (Host Live, Customer Service, and other 

employees) must remain the same according to the company’s product knowledge trainings, 

accessible products and catalogs by customers, and similarities between customer’s 

expectations after receiving product information with the product received. The indicators of 

Product Knowledge is referred to Wulandari et al. (2025), are: (1) understanding product 

attributes; (2) product benefit knowledge, and (3) knowledge about the satisfaction provided. 

 Salesperson Training refers to the ability of a company to provide fundamental 

information related to the business, offerings, deals, overall industry, and its product 

(Alghizzawi et al., 2025).  Training programs tend to support work effectiveness and 

professional capability development (Djakasaputra et al., 2024). The indicators for Salesperson 

Training are as follows: (1) product and market training, (2) communication and negotiation 

needs, (3) customer relationship development, and (4) performance enhancement training. 

 Work attitude reflects how employees think, feel, and behave toward their job, 

including their level of job satisfaction, involvement, commitment, and enthusiasm in carrying 

out work-related activities (Islam et al., 2024). Positive work attitudes encourage salespersons 

to maintain productive interactions with customers, improve service quality, and strengthen 

adaptive selling behavior, which ultimately contributes to higher salesperson performance and 

customer satisfaction (Yeo et al., 2021). The indicators are as follows: (1) sense of efficacy, 

(2) sense of community, and (3) sense of professional interest. 

 Salespersons who demonstrate strong performance are generally more proactive, 

customer-oriented, and capable of adapting their selling approaches to different customer 

situations, which ultimately contributes to customer satisfaction, profitability, and 

organizational competitiveness (Torres & Martinez, 2025). Salesperson performance can be 

measured by those indicators: (1) sales achievement, (2) service effectiveness, (3) product 

expertise, and (4) selling initiative. 

 

Figure 1. Model of Analysis 

Source: Researcher (2026), Andani et al. (2026) 
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METHOD 

Research Design 

The research adopts a quantitative research design to examine the influence of product 

knowledge and salesperson training on salesperson performance through work attitude. The 

research is intended to analyze the causal relationships among product knowledge, salesperson 

training, work attitude, and salesperson performance by testing the proposed 7 hypotheses. A 

quantitative approach enables the researcher to statistically evaluate the relationships between 

variables and assess the proposed research framework systematically. The data used in this 

study consists of primary data collected directly from respondents through online 

questionnaires distributed to property agents at Brighton Real Estate Surabaya. The collected 

data are analyzed using the Partial Least Squares Structural Equation Modeling (PLS-SEM) 

method with SmartPLS 4.0 software to examine both direct and mediating relationships among 

the research variables. 

 

Population and Sample 

The total population in this study is 374 salespersons, based on the members recorded 

in the BRC Champion SPARTAN group chat as of March 27th, 2026. All individuals are 

considered eligible as research subjects because every Brighton agent is required to participate 

in the BrightOn program. With a total population of 374 individuals and a margin of error of 

5%, the minimum required sample size is 194. 

 

Research Instrument and Data Collection 

The measurement scale used in this research is the Likert scale, which is widely applied 

in social science research to measure Work Attitudes, opinions, and behavioral tendencies. The 

Likert scale enables respondents to express their level of agreement or disagreement with a 

series of statements, typically using a five-point scale ranging from “strongly disagree” to 

“strongly agree” (Likert, 1932). This scaling technique is particularly suitable for this study 

because it allows abstract constructs, such as perceptions and behavioral intentions, to be 

quantified and analyzed statistically. Furthermore, the use of a Likert scale facilitates reliability 

and consistency in responses, making it easier to perform further statistical analyses such as 

regression and validity testing (Sekaran & Bougie, 2016). 

 

Data Analysis 

This research employs Structural Equation Modeling (SEM) using the Partial Least 

Squares (PLS) approach to analyze the relationships between variables. SEM is a multivariate 

statistical technique that enables the simultaneous analysis of relationships between latent 

constructs and their indicators, as well as the relationships among constructs. 

 

RESULTS AND DISCUSSION 

Results 

Profile of Respondents 

The respondents in this study are 194 Property Agents in Brighton Real Estate who has 

participated in at least 1 Training Program, which is still active as of 27th March 2026. 

 
Table 1. Respondents Profile (n = 194) 

  Frequency Percentage 

Gender Male 111 57,2% 

 Female 83 42,8% 

Experience Less than a year 54 27,8% 

 One to five years 97 50% 
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 More than five years 43 22,2% 

Program 

Participated 

One program 89 45,8% 

 Two programs 33 17% 

 Three to five programs 40 20,6% 

 More than five programs 32 16,4% 

 Haven’t participated 0 0% 

Source: Research data (2026) 

 

Table 1 presents the gender distribution of the respondents involved in this study. Out 

of 194 respondents, 111 respondents (57.2%) were male, while 83 respondents (42.8%) were 

female. This indicates that male respondents constituted the majority of the sample population. 

Among the 194 respondents, 97 respondents (50%) had one to five years of experience, making 

this the largest group in the study. Meanwhile, 54 respondents (27.8%) had less than one year 

of experience, 43 respondents (22.2%) had more than five years of experience as property 

agents. Out of 194 respondents, the majority, consisting of 89 respondents (45.8%), had 

participated in one training program. Meanwhile, 40 respondents (20.6%) had attended 

between three to five programs, while 33 respondents (17%) had joined two programs, 31 

respondents (16.4%) had participated in more than five training programs. 

 
Table 2. Descriptive Statistics and Outer Loadings 

Variables Question Items Mean Standard 

Deviation 

Outer 

Loadings 

Interpretatio

n  

Product 

Knowledge 

I am confident about the amount of 

information stored in my memory about real 

estate products. 

  4.345 0.732 0.893 Agree 

I can distinguish between products across 

different product firms. 

  4.402 0.734 0.834 Agree 

I am confident about the accumulated level 

what I know about this product after the 

transaction. 

  4.371 0.631 0.628 Agree 

Salesperson 

Training 

I believe that Sales Training programs 

provide comprehensive guidance on 

Product Knowledge and features. 

  4.409 0.678 0.805 Agree 

I believe that training sessions emphasize 

effective 

communication skills to engage with diverse 

customer segments. 

  4.435 0.673 0.754 Agree 

I believe that salespeople are trained 

extensively in negotiation 

techniques to handle various client 

objections. 

  4.466 0.628 0/924 Agree 

I believe that training modules incorporate 

the latest market trends, including 

competitor analysis to enhance sales 

strategies. 

  4.399 0.661 0.771 Agree 

I believe that Sales Training programs 

prioritise building strong customer 

relationships which will foster customer 

loyalty. 

  4.461 0.683 0.795 Agree 

Salespeople receive continuous coaching to 

improve their Salesperson Performance. 

  4.508 0.645 0.565 Agree 

Training sessions focus on utilizing 

technology 

tools effectively to streamline sales 

processes. 

  4.497 0.691 0.648 Agree 
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Sales Training programs emphasize the 

importance of adaptability which build 

resilience in dynamic market environments. 

  4.477 0.652 0.692 Agree 

Work Attitude The salesperson are performing well as they 

believed that they are capable to carry out 

their tasks, responsibilities in terms of 

obligations, handling work challenges, 

which maintaining positive attitudes that 

influence learners. 

  4.446 0.651 0.730 Agree 

The salesperson have perceived their 

community (Brighton Real Estate) to be 

supportive in terms of appreciate the efforts 

the salesperson put into their work. 

  4.456 0.682 0.860 Agree 

The desire to be beneficial to customers.   4.554 0.601 0.752 Agree 

Salesperson 

Performance 

Salespeople consistently meet sales targets 

set by the company. 

  4.212 0.809 0.831 Agree 

Customer satisfaction ratings for sales 

interactions with salespeople remain 

consistently high. 

  4.332 0.671 0.811 Agree 

Salespeople demonstrate strong Product 

Knowledge, are able to effectively address 

customer queries. 

  4.269 0.769 0.838 Agree 

Sales conversion rates demonstrate steady 

improvement overtime. 

  4.150 0.784  Agree 

Salespeople exhibit proactive behaviour in 

pursuing new sales opportunities. 

  4.280 0.751  Agree 

Feedback from customers reflects positively 

on the expertise of Salespeople. 

  4.290 0.712  Agree 

Salespeople demonstrate resilience in the 

context of facing objections during sales 

interactions. 

  4.321 0.683  Agree 

Source: Research data (2026) 

 

Based on Table 2, the majority of indicators produced outer loading values above the 

recommended threshold of 0.70, indicating strong convergent validity. 

 
Table 3. Average Variance Extracted (AVE) 

Variables AVE Intrerpretation 

Product Knowledge 0.641 Valid 

Salesperson Performance 0.685 Valid 

Salesperson Training 0.546 Valid 

Work Attitude 0.696 Valid 

Source: Research data (2026) 

 

Based on Table 3, all constructs have AVE values exceeding the recommended 

threshold of 0.50, indicating that all variables possess adequate convergent validity. 

Salesperson Performance has the highest AVE value of 0.641, indicating that the construct 

explains 61.4% of the variance in its indicators. This suggests that the indicators used to 

measure Salesperson Performance strongly represent the construct. Meanwhile, Salesperson 

Training has the lowest AVE value of 0.685. Although it is the lowest among the variables, the 

value still exceeds the minimum requirement of 0.50, indicating that the construct remains 

valid and acceptable for further analysis. 

 

HTMT 
Table 4. HTMT (Heterotrait-Monotrait) 
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 Product 

Knowledge 

Salesperson 

Performance 

Salesperson 

Training 

Work 

Attitude 

Product Knowledge     

Salesperson Performance 0.671    

Salesperson Training 0.667 0.728   

Work Attitude 0.723 0.694 0.741  

Source: Research data (2026) 

 

Based on Table 4, all HTMT values are below the recommended threshold value of 

0.90. The highest HTMT value is 0.794 between Salesperson Training and Salesperson 

Performance, while the lowest HTMT value is 0.667 between Product Knowledge and 

Salesperson Training. These findings indicate that each construct is sufficiently distinct from 

the others and measures different conceptual phenomena within the structural model. 

 

Cronbach’s Alpha 
Table 5. Cronbach’s Alpha 

Variables Cronbach’s Alpha Intrepretation 

Product Knowledge 0.720 Acceptable Reliability 

Salesperson Performance 0.885 Good Reliability 

Salesperson Training 0.835 Good Reliability 

Work Attitude 0.782 Acceptable Reliability 

Source: Research data (2026) 

 

Based on Table 5, all variables have Cronbach’s Alpha values exceeding the minimum 

threshold of 0.70, indicating that all constructs in this study are reliable and possess adequate 

internal consistency. Salesperson Performance has the highest Cronbach’s Alpha value of 

0.885, indicating a high level of reliability; the indicators used to measure Salesperson 

Performance are highly consistent in representing the construct. All indicators exceed the 

acceptable threshold of 0.70, indicating that the construct remains a reliable analysis. 

 

Collinearity 
Table 6. Collinearity 

 Product 

Knowledge 

Salesperson 

Performance 

Salesperson 

Training 

Work 

Attitude 

Product Knowledge  1.564  1.387 

Salesperson Performance     

Salesperson Training  1.741  1.387 

Work Attitude  1.795   

Source: Research data (2026) 

 

Based on Table 6, all VIF values are below the threshold value of 5.0. Specifically, the 

VIF values for Product Knowledge (PK), Salesperson Training (ST), and Work Attitude (WA) 

range from 1.387 to 1.795. 

 

R2 Square 
Table 7. R2 Test 

Variables R Square R Square 

Adjusted 

      P-Value Intrepretation 

Salesperson Performance 0.516 0.508       0.000 Mediate 

Work Attitude 0.465 0.459       0.000 Mediate 

Source: Research data (2026) 
Based on Table 7, the R² value for Salesperson Performance (SP) is 0.516, indicating 

that 51.6% of the variance in Salesperson Performance can be explained by Product Knowledge 
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(PK), Salesperson Training (ST), and Work Attitude (WA), while the remaining 48.4% is 

influenced by other variables outside the model. 

 

Collinearity 
Table 8. Q2 Test 

Variables Q2 Predict RMSE       MAE 

Work Attitude 0.425 0.770       0.580 

Salesperson Performance 0.445 0.761       0.585 

Source: Research data (2026) 

 

Based on Table 8, the results showed that the Q² Predict values for all endogenous 

constructs were greater than zero. Specifically, the Q² Predict value for Work Attitude (WA) 

was 0.425, while the Q² Predict value for salesperson performance (SP) was 0.445.  

 

Path Coefficient 
Table 9. Collinearity 

 Product 

Knowledge 

Salesperson 

Performance 

Salesperson 

Training 

Work 

Attitude 

Product Knowledge  0.056  0.128 

Salesperson Performance     

Salesperson Training  0.169  0.255 

Work Attitude  0.058   

Source: Research data (2026) 

 

Based on Table 9, the F² test results show that Product Knowledge (PK) has a small 

effect on both Salesperson Performance (SP) (0.056) and Work Attitude (WA) (0.128), as both 

values are between 0.02 and 0.15. In addition, Work Attitude (WA) also has a small effect on 

Salesperson Performance (SP) with an F² value of 0.058. Salesperson Training (ST) has a 

medium effect on Salesperson Performance (SP) (0.169) and Work Attitude (WA) (0.225), as 

both values are between 0.15 and 0.35. These findings indicate that Salesperson Training has 

the strongest contribution among the independent variables. 

 
Table 10. Path Coefficient from Bootstrapping 

 Path 

Coefficient 

Sample 

Mean 

STDEV T Statistic P-Value 

H1: PK -> SP 0.211 0.214 0.077 2.752 0.006 

H2: PK -> WA 0.314 0.317 0.065 4.842 0.000 

H3: ST -> SP 0.387 0.384 0.077 5.046 0.000 

H4: ST -> WA 0.444 0.443 0.067 6.614 0.000 

H5: PK -> WA -> SP 0.072 0.072 0.027 2.619 0.009 

H6: ST -> WA -> SP 0.102 0.102 0.039 2.633 0.008 

H7: WA -> SP 0.229 0.230 0.075 3.030 0.002 

Source: Research data (2026) 

 

Table 10 presents the results of the mediation testing obtained through the 

bootstrapping procedure in SmartPLS 4. The findings indicate that all indirect relationships 

proposed in this study are statistically significant because all p-values are below 0.05 and the 

t-statistic values exceed 1.96. 
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Figure 1. Bootstrapping Structural Model Testing 

Source: Data Processed by SmartPLS 4.0 (2026) 

 

Discussion 

Product Knowledge to Salesperson Performance 

The hypothesis testing results indicate that Product Knowledge has a positive and 

significant effect on Salesperson Performance among property agents in the real estate industry. 

Based on Table 10, the relationship between Product Knowledge and Salesperson Performance 

shows a path coefficient value of 0.211, a t-statistic value of 2.752, and a p-value of 0.006. 

Since the t-statistic value exceeds 1.96 and the p-value is below 0.05, H1 is accepted. This 

finding indicates that higher levels of Product Knowledge contribute to better Salesperson 

Performance. 

 

Product Knowledge to Work Attitude 

The hypothesis testing results indicate that Product Knowledge has a positive and 

significant effect on Work Attitude among property agents in the real estate industry. Based on 

Table 4.17, the relationship between Product Knowledge and Work Attitude shows a path 

coefficient value of 0.314, a t-statistics value of 4.842, and a p-value of 0.000. Since the t-

statistics value exceeds 1.96 and the p-value is below 0.05, H2 is accepted. This finding 

indicates that higher levels of Product Knowledge contribute to more positive Work Attitudes 

among salespersons. 

 

Salesperson Training to Salesperson Performance 

The hypothesis testing results indicate that Salesperson Training has a positive and 

significant effect on Salesperson Performance among property agents in the real estate industry. 

Based on Table 10, the relationship between Salesperson Training and Salesperson 

Performance shows a path coefficient value of 0.387, a t-statistics value of 5.046, and a p-value 

of 0.000. Since the t-statistics value exceeds 1.96 and the p-value is below 0.05, H3 is accepted. 

This finding indicates that Salesperson Training significantly contributes to improving 

Salesperson Performance. 

 

Salesperson Training to Work Attitude 

The hypothesis testing results indicate that Salesperson Training has a positive and 

significant effect on Work Attitude among property agents in the real estate industry. Based on 
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Table 10, the relationship between Salesperson Training and Work Attitude shows a path 

coefficient value of 0.444, a t-statistics value of 6.614, and a p-value of 0.000. Since the t-

statistics value exceeds 1.96 and the p-value is below 0.05, H4 is accepted. This finding 

indicates that Salesperson Training significantly contributes to improving positive Work 

Attitudes among salespersons. 

 

Product Knowledge Mediated by Work Attitude on Salesperson Performance 

The mediation testing results indicate that Work Attitude significantly mediates the 

relationship between Product Knowledge and Salesperson Performance among property agents 

in the real estate industry. Based on Table 10, the indirect relationship between Product 

Knowledge and Salesperson Performance through Work Attitude shows a path coefficient 

value of 0.072, a t-statistics value of 2.619, and a p-value of 0.009. Since the t-statistics value 

exceeds 1.96 and the p-value is below 0.05, H6 is accepted. This finding indicates that Work 

Attitude plays a significant mediating role in strengthening the effect of Product Knowledge 

on Salesperson Performance. 

 

Salesperson Training Mediated by Work Attitude on Salesperson Performance 

The mediation testing results indicate that Work Attitude significantly mediates the 

relationship between Salesperson Training and Salesperson Performance among property 

agents in the real estate industry. Based on Table 10, the indirect relationship between 

Salesperson Training and Salesperson Performance through Work Attitude shows a path 

coefficient value of 0.102, a t-statistics value of 2.633, and a p-value of 0.008. Since the t-

statistics value exceeds 1.96 and the p-value is below 0.05, H7 is accepted. This finding 

indicates that Work Attitude plays a significant mediating role in strengthening the effect of 

Salesperson Training on Salesperson Performance. 

 

Work Attitude to Salesperson Performance 

The hypothesis testing results indicate that Work Attitude has a positive and significant 

effect on Salesperson Performance among property agents in the real estate industry. Based on 

Table 4.17, the relationship between Work Attitude and Salesperson Performance shows a path 

coefficient value of 0.229, a t-statistics value of 3.030, and a p-value of 0.002. Since the t-

statistics value exceeds 1.96 and the p-value is below 0.05, H5 is accepted. This finding 

indicates that positive Work Attitudes contribute significantly to improving Salesperson 

Performance. 

 

CONCLUSION 

All three independent variables significantly influence Salesperson Performance among 

Brighton Real Estate’s Salespersons. This study indicates that Brighton Real Estate can 

strengthen its Salesperson Performance and improve their ability to deliver products by 

focusing on key factors such as Product Knowledge, Salesperson Training, and Work Attitude. 

The model is considered to have mediate explanatory power, as indicated by the R² value of 

60.1%, meaning that 60.1% of the variance in the dependent variable is explained by the 

independent variables. On the other hand, it can also lowering the turnover rates significantly 

compared to other agencies, since the high turnover has been a concern by the founder itself. 
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