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VARG 1Y) 8 HBteF FH G A
A &Y, Ao 2 3o 2N HA-9
£ gHst1 §Ast= Ao FasiA ) upel, 1A
S AHHo g YHsH] HE G5, g, B, A
OF 5 AH| 2 AA AF Wat ofy 2t A =3, IT 5
ChFRE AR ool 2= ohR-2 3k, 1,
ZHod 4] 1996; HHE5] 2004; FF X, &57], AF4

7140l 11Eet HAE 7\]@% Aol 7148
AT A48 A BT Hero = Mo Hg
o}, 2ot By Bof 2]k o A(selling orientated
sales)> 74912 Q1 Ml = V4o &51E 1:13}1:,_
@712 Q1 Aol oA = ofof & -

Z 2t (Reiser 1962;

/;‘( b
Aoz 2RH S0

H-82 45t 2
of Alet H-& et 4= Qlth(Saxe and Weitz 1982). T
QF, Thakor and Joshi(2005)7} A 713+ ZA A H, 117
2 @71 A Aot A7 ADE BT 7HA 2 Qle
bz 7149 A SiekE oA = d71 o=
I FAEH Ao (wants)E THHAIA T E &
Asta, A71Hoz Ao HAE A3 (needs)S
EAST 0| WEA|F|E Aol BE WAz i
53], ol A To] WA FA[EAt o, A
F A 2-S ¢tz oto] WY & F-Z (sales closing)
Ste sl et 27992 B2/ (Hinterhuber
and Liozu 2012)°] F-ZY=] 11 Q=3 714 2] &3
ARl Aer] A& S TR Qo= &
o2k WAl DA FA AS R 0174]
A5} 20] RTHe} 517}

535] 2 Ao ASAdR] Aokt ol ddA
AO| A2 ARF AB[A}7} opd OJARLY oFALe}
< A7 AR AT A EH 05 HAA FY

1. SYALRO| Chigh SH|
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of

on, Ac

(

dEA A= UAREA] Zofoll A 11
A F 7} 2k 0 W(Kim 2008), 2l
= Gibson et al.(1973)2 FAx2 9] SAE Hl=
(considerations)®} 371X (initiating structure) 2]
T 7HA Ah o g FEsto] A ST By Eﬂ—L— U
HZ7F AR AR, FE A F et EF, JE, A
2o AR B 2AE AR ofuisH] 24
- Z(initiating structure)= A1 E 2] &3} 5191 2]
O AT 59| AFS 6] ot HAS
HlZsh daE FAlRlsls 4=E on|shitt
©]% Anderson and Oliver(1987)2 G QA E 3
S A(behavior based sales control)@} 43}
(outcome based sales control) 2 251, &
A i F2o] dE0] o] e ItE B 2
oto] AF8-51al @l th(Challagalla and Shervani 1996;
Jaworski and Kohli 1991; Oliver and Anderson
1994; Kohli et al. 1998; Evans et al. 2007).
Y55 Al (behavior control)x= Tuff ZZ¥(selling
strategy)©| Lt Ak (procedure) 5 T TZA| AL}
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2ol Adatof] Theh ¥ejAte] Ry E Pt vl
T}, Anderson and Oliver(1987)-2 A 542t 95
FAe] Apolet ApEA JFHH S AASHAE,
HIEAL 15| WAk} YR 02
24191 Aol g 2 &
7] (extrinsic motivation)2}
A= YA, B St

] Az]of et
st7]¢f] W& 57| (intrinsic motivation)2} = ¥
HTH(Cravens et al. 1993; Oliver and Anderson 1994;
1995; Evans et al. 2007). =3 A H5A = 42
o] difofgt TS &=, S dA R &2 1y
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and Anderson 1994; 1995).

FATA JANA 7V B TS WL A
FAL o GUEAL FA oIt R G HI QY

ohe] PAY Aoltt, A= te] A7E0] 0
of o, 7ot 2 AL Autete] Ao o
o AFEATRES Az AUtEAY e Fe
Ao® et o]

(1996)= ol& 3t o] A<l
7Wd o] ;B oll A 711t
A, BEETAE AL
HUH st F7kstH
(activity control)2}, o]} & =
== THA7]= b gofshs Hoh 5o

Challagalla and Shervani

o

== o]
I TR = o5 Al(capability control)Z -
o] A5ttt o] & thA| AH K, XAt

£ ol tsiMe HAsHA] ¢fal =2 At
et FAREE Qulsta E-sAle Aol et
ezt 2)A 2k FAIE efnlshe W, AFEAl
© 4 22, 9F) BFE ettt A
ANME 2ol & Ad2 & o AUt o] =] AAFtF
A 79 FEESEA, GFTA, 2HEA2 B
= 5% 4750l g2 FATH(Kohli et al. 1998;

Evans et al. 2007).

SHH, Jaworski(1988) Sujan et al.(1994)2t Zo|
Polu e 0 2 BB S TR AT
A Sreh. Jaworski(1988)= 12| Ao
pag A EA0) 1A A B2
ol 7jle] M), 43 A
o AR HAE
Kumar et al.(1994)2 &4
A7} B o) BEAD
ol o FFS RIA=AE

Jaworski and Kohli(1991)2
SAS 377} 24, A5 3o 2717
o] A5, d deeiate] A7 571 7
‘& (motivational function)?} X 7|5 (informational
function)y2 3ot ol Fol 9L FE(role
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31 421 A (customer orientation)= |22 7id
3}t Saxe and Weitz(1982)+= I ZHZ|FAH-S <117
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(SOCO : selling orientation-customer orientation)S
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22} A|AFZ] 3 d (market orientation)

o A} B3}E]o] U2 7 d 2 Shapiro(1988)%] A

FYAIGHE A E Qe WHA, A = AR
_‘|

2] A, AT g7 e, ARG B

S o T

=
Ho= ot 7 efEkal FEshal 9l
CH(Kohli and Jaworski 1994). B AL A &= F2}9]
THE A5 =2 ot

(Anderson and Oliver 1987). = Ujof| A= 90t 5
HHRE g A7 AR E7] AR e Tl
A B4, WA, 444, Aot

o1

N

9 ?l(intrinsic/extrinsic motivation), =
A 5ol ARG FF= vA+= 2
HUEIh (A5, HbE, HA4Q 2012
1997; o7& 2010). ZL2t}7} Anderson and

Oliver(1987)& BF=2 £2 #9171, 54 & ¥,

293 pele] 54 5 AU2A] B4 17

Aol nx]e ool tit A-7F A=y = et

A7l A+ A}, g4 73 (transformatioanl vs

transactional), g 54U LY E & ®H4] Fo] 17

AFFel FFE "AE AeR  Yeikt

(Challagalla and Shervani 1996; ©]7+-& 2010).
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9] dRE 75514 slEth(Hoffman and Ingram
1992; Menguc et al. 2016; Sujan et al. 1994;
Donavan et al. 2004). T=3F & 2] Q2] A =] FA]
= F714 WAlA Aol A &
2171 wEfl(Saxe and Weitz 1982), 3742
qE 9lal 129] =T} o]ole Asels
3] Zlo] 1 o] 2fgt 2|44 P F
+ ol Sioll & Z1h o Fh A S
oz 7|dg 5 Qlvh AAle s e we A

A T UAZF 21 = AT (Menguc et al.
2016; Spiro and Weitz 1990; 775 1999; 13 3]
2004; FEZ, 2571, oIF4 2008).

S, YA GG AT Atole] adE
2S5 Bt A% 0 2 mpotelaliat ot AEE
T ZA3P=]Qleh. Spiro and Weitz(1990)= 1174 2] &k
4o YA Ad-E onloh= A-Zwrf(adaptive
selling) 7I'd-= A ATSHAT. -3 T et “qhnf] 4=t
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Sh= F¢tol Bridds2 ek =
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=, e BT, 3)EiE-so 714H-s A 2 AW E7] o] & Aol AMESE BE S H
=57t @Eiigs HUEY B7F 508 S5} FoF w74 T1e] 11 FE5¥4-E 712 21 Harmon's
Fom, 2iteAl= (HEAA 5 9 ZdEE single-factor test= A sttt 71 Ay 7 2 A
B7Y, )71t el et B4, 3| A % HeEs Hol= A WA adlo] AA9] 31.785%E
=3 24 9 APA S, (FEEFH Aol o Astl e AS & 4 Ao mebA &
gt F2] FoE Akt B FA wulgE APROZE HAE JHsAdol Aok wEsit
2 Saxe and Weitz(1982)2] A-ollA] AAIgE (Podsakoff et al. 2003).
T & Aot AR (DTS R g 2
A& = B, @uH Al g 29, 3)2 A 4. Mz)d S EMEE AE
o daolde Wiloh= Ak o= SASIUS
™, 12 &FA 3l 352 Donavan et al.(2004)2} thgE o 2 24 450 YR AT S =4
X, S571, AFH2006)9] A4 ALHESE 5}7] 915l Cronbach’s a A5 Y5ttt 71 A3t
e & Aol #A FAske] () A T wef <32>0|| A Hol= Hiel Zho] R= Fof A AREA]
AL, Q1 AE GAACEAE ) AEA 87129 0.7 ol 2 Hol= Ao = UEy
A, (AN A 7P Agst Al Y Au| A =4 TH(Nunnally and Bernstein 1994). oF-22] 4124 &
AL, (5)2AA -85 AlFolut AH|A whetle A5 AAIRE FEEo] il 1A 8 Q1E4(CFA)
g Ar o2 S A= FAA = ARgstint. o] oA A E Holke=
H (HErE, QAAE Bdd 5, G)EE F=ol doiAl= A A 4245 o835
of tiet F7HEA o= 5= S5t niz] o] AP x4-2 AdYctA] S th(Hair et al.
o s JAAES sAHT= AFSSHH 2006). 1A QQ1EA AI model fit> x’=
206.549, df=159, x?/df=1.299, RMSEA=0.035,
3. R2Cimo|o} EULAHO| MA GFI=0.923, NFI=0.922, IFI=0.981, TLI=0.977,

CFI=0.9815 YEtl o, BE Aotk 2|52 d

2 AtolA = F-SHH Y} T4t H e o] 7} 1] ol -g Hol= A2 YEtIth(Kline 1998).
45 Adst] ol o2 22 WS AMES F7H o & Hr 5ol o Aol thet sz
Ak A4, F-82H9(non-repsonse bias)7} HAY < 7HA=A] Testr] fol 1 g QlEAl oA
=R AwET] Yd 24 SEAR Ae-SHA do HFEAFZZHAVE)T A FE(CR:
dFo R FEste] Ao AHEH HTE E55 composite reliability) at-= A4FSHAT B5F 584
Aot AapEA|, AR FA] oY F 2} Tl x| FA 9l 059 0.7 ZstE AoR Uy
widYE 18 FAd kel Htalo]E Hlasf K (Bagozzi and Yi 1988).

At Z47+e] i ghes B ol 2 Ad £ 4 THAAZl ShA B 2 ARl BAE wet
T2 Zpo]7H Y51 949E7] Wizl (p>0.05) 78 sk EEEA S HE5H] flol dHEAEA S
Hol= WA gtthy wshQltH(Armstrong AR5 <3 3>0] 4] Hol= HEel o] Zhd o] A
and Overton 1977). FES W5 7 AURAE2 dutde g Pyt
F AR FARAH AT 7ol e AAoH= P Hol= Ao = Yetton, &£
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<H 2> QI 2018 M 23}
construct st. estimate .E. t-value AVE CR Cronbach's a
QI1A3 — 0.877 0.086 13.427
sales

QI1A2 -— -oriented 0.877 0.089 13.426 0.704 0.883 0.874

selling
QlIAl | — behavior 0.758
Q7A5 — 0.794
Q7A4 -— 0.782 0.077 12919
Q7A3 - activity 0.796 0.072 13.185 0.612 0.918 0.887

control

Q7A2 -— 0.753 0.077 12.346
Q7Al1 -— 0.787 0.072 13.022
QI13A4 — 0.784
QI13A3 — 0.834 0.074 13.659

output 0.653 0913 0.881
Q13A2 | - control 0.855 0.078 14.010
QI3Al1 -~ 0.755 0.071 12.188
Q3Al — 0.776
Q3A2 — 0.789 0.089 12.215

customer
Q3A3 -~ oriented 0.743 0.086 11.464 0.572 0918 0.876
QA4 | — selling 0.740 0.085 11.297
Q3A5 -— 0.733 0.083 11.168
Q5A4 -— 0.738
sales
Q5AS — 0.774 0.130 8.342 0.504 0.826 0.743
performance

Q5A6 -— 0.607 0.091 7.741

model fit: x >=206.549, df=159, x */df=1.299, RMSEA=0.035, GFI=0.923, NFI=0.922, IFI=0.981, TLI=0.977, CFI=0.981

]

<HE 3> JEEAEMZ D

construct M st.d. ) @ 3) @) ) 6)
CO selling 4.0156 63577 1 455" 349" 072 311" -027
behavior(1)
a"“"lt-‘(fz)“’mml 3.8074 69598 1 459" 057 170" 022
Ompg)comml 3.8484 72829 | 127" 221" -.055
SO selling o
bebavior () 3.4467 1.14531 1 194 112
sales 3.5355 65916 1 089
performance (5)
sales experience
I 11.90 6.741 |

#p < 0.01; *p < 0.05
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O] AVEZto| BE ol A AATA o] AlF 4k
=

the 2

o iT

At Eﬁé@ %‘Ef X
’=045.656, df=182, x*df=1.349, RMSEA=0.038,
GFI=0.912, NFI=0.908, IFI=0.974, TLI=0.970,
CFI=0.9742 RE= AL 2|4Eo] Hix]& 21}
St g Hol 28T 4 e A= YERTt
(Hair et al. 2006).

Aol A At 7Hd-2 7 1 I RE
7Hd o] A1 A H a= Sl 4= qloh. 7M1 2
SAI(8=0.006) %t ?}%111(6=0.134)°1 2
o] Tl 2] k2] vl Y

Aolgts Mz 7Hd ] W2 AAEA2Y,

T A2AS gkl FAA Aelg st Hsl 5
7HA o2 A% AT R AP v oA o]
ol FAA & FolulstA] ¢h2 A o= el R
o 7Hd2= B A(B=0.178)Et EEFA(B
=0.422)7F FAAHL O] L AR FA Bl P 5 Oﬂ ]3]
L ogfo] ] & Zlolgt= 7HAR o]l EA A O
T T A =zAS ol foulgt Zfol 7t 2l
Sref ek, 73yt ZHdas dl A A whley
(8=0.174, p<0.05) % IAARFA whulfF(
=0.344, p<0.01)°] FAAFE 2] FAd7oll B ()]
F&= A Aol M= o] 7 7Hde BE A
A& ﬁ_‘zi UrE’rkkE}. o}%ﬂ %—Xﬂ e A4S
o

<H 4> JH9AZAY
H(+/-) path st. estimate S.E. t-value p-value result
activity control
0 — SO selling behavior 0.006 0.123 0.066 0.947 ot
output control supported
— SO selling behavior 0.134 0.122 1.525 0.127
activity control
— CO selling behavior 0.422 0.071 5.062 o
H2 output control supported
— CO selling behavior 0.178 0.066 2.272 0.023
H3(+) S 0.174 0.049 | 2327 0.02 supported
H4(+) Sosizlgi%ger}’jﬁgzé‘;g 0.344 0.086 | 4332 #hx supported
control s e 0.109 0006 | 1567 | 0.117 N/A

model fit: x =245.656, df=182, x */df=1.349, RMSEA=0.038, GFI=0.912, NFI=0.908, IFI=0.974, TLI=0.970, CFI=0.974

#%p < 0.01; *p < 0.05
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Differential Effect of Control Mechanism Toward Salesperson on
SOCO behaviors and Sales Performance in Pharmaceutical

Distribution Channel

Yeon-Sung Jung*, Soo-Jin Ahn**, Ho-Taek Yi***

ABSTRACT

Customer-orientation has been a major research topic for many years in the research areas such as personal
selling, sales performance, and customer satisfaction. But customer-oriented selling is valid only in
circumstances where utility exceeds cost, and recently in sales field, not only customer relationship management
but also sales closing ability are recognized as a very important function. Therefore, organizations need to
harmonize sales-oriented selling and customer-oriented selling for short-term and long-term survival and growth
of business. Nevertheless, there are still limitations in sales-orientation research from academic fields. The
authors have attempted to fill the gap between academic and business field in sales-orientation.

This research aims to explore antecedents affecting sales person’s customer-orientation and sales-orientation in
order to enhance sales person’s sales performance in a pharmaceutical sales organization which is highly

dependent on sales person as a sales channel. As antecedents, this research introduced control type of sales

Input Process Qutpur

Sales-orientated
Selling

Activity
Control

Sales Performance

Customer-oriented
Selling

Control Variable: Sales Experience

<Figure 1> Conceptual Framework
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manager in the same organization. Activity control which is focused on process and output control which is
focused on outcome may have a significant effect on sales person’s customer-orientation and sales-orientation.

To test the above proposed research model <Figure 1> and hypotheses, data were collected from 246
pharmaceutical sales persons who sell to hospital and drugstore in South Korea. Respondent’s demographic
statistics indicates that male is 218, female is 26, and average experience period in this field was 11.9 months. The
type of sales person was divided into 3 group by their distributor, one group who sells to hospital was 200, another
group who sells to drugstore was 10, and the other group who sells to both hospital and drugstore was 34(see
below <Table 1>). All the measurement scales in this study come from existing literature with adaptation to fit the

purpose of this study.

<Table 1> Sample Characteristics

Classification Male Female Total Classification Male | Female | Total
20's 41 12 53 hospital 183 17 200
30 141 1 152 | Customer drug store 9 I 10
ype
Age 40's 29 1 30 both of them 26 8 34
50's 3 1 4 less than lyear 39 7 46
' less than 2~5
60's~ 4 1 5 years 68 11 79
high school 9 3 12 Sales less than 6~9 | 55 2 57
Experience years
Education undergraduate 199 20 219 less than 10~13 32 2 34
school years
graduating More than 14
] 10 3 13 vears 24 4 28

To verify the research model and test hypotheses, the authors carefully investigated the reliability, content
validity, convergent validity and discriminant validity of the proposed model. Overall, the results indicated good
psychometric properties, and the measurement model revealed acceptable fit of the model( x *=195.27, df=120,
x */df=1.627, RMSEA=0.060, GFI=0.888, NFI=0.927, RFI=0.907, IFI=0.971, TLI=0.962, CFI=0.970).
Composite reliability and AVE among the set of indicators that measured underlying construct, are greater than
the recommended threshold value of 0.7 for CR and 0.5 for AVE. Thus, the model provides a good fit to the data

resulting in <Table 2>.

<Table 2> Results of Confirmatory Factor Analysis

construct st. estimate S.E. t-value AVE CR Cronbach's a

Q11A3 -~ sales 0.877 0.086 13.427 0.704 0.883 0.874
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Ql1A2 | -« -oriented 0.877 0.089 13.426
selling

QllAl - behavior 0.758
Q7AS -~ 0.794
Q7A4 -~ 0.782 0.077 12.919
Q7A3 «— | activity control 0.796 0.072 13.185 0.612 0.918 0.887
Q7A2 -~ 0.753 0.077 12.346
Q7Al -~ 0.787 0.072 13.022
QI3A4 | - 0.784

13A3 | - 0.834 0.074 13.659
Q output 0.653 0.913 0.881
QI3A2 | - control 0.855 0.078 14.010
QI3Al | - 0.755 0.071 12.188
Q3Al -~ 0.776
Q3A2 - customer 0.789 0.089 12.215
Q3A3 - oriented 0.743 0.086 11.464 0.572 0.918 0.876
Q3A4 - selling 0.740 0.085 11.297
Q3AS5 -~ 0.733 0.083 11.168
Q5A4 - 0.738

sales
Q5AS -~ 0.774 0.130 8.342 0.504 0.826 0.743
performance

Q5A6 -~ 0.607 0.091 7.741

model fit: x *=206.549, df=159, x *df=1.299, RMSEA=0.035, GF1=0.923, NFI=0.922, IFI=0.981, TLI=0.977, CFI=0.981

Using structural equation model, the author checked the proposed model fit and hypotheses. Most of model fit
index are acceptable( x *=245.656, df=182, x */df=1.349, RMSEA=0.038, GFI=0.912, NFI=0.908, IFI=0.974,
TLI=0.970, CF1=0.974).

<Table 3> Results of Hypotheses Test

st.

H(+/-) path estimate S.E. t-value p-value result
activity control
. — S0 selling behavior 0.006 0.123 0.066 0.947 ot
tput trol It
O CORTO 0.134 0.122 1525 0.127 supported

— SO selling behavior

activity control
— CO selling behavior 0.422 0.071 5.062 -

output control
— CO selling behavior

H3(+) S0 sclling behavior 0.174 0.049 2327 0.02 supported
sales performance

H2 supported

0.178 0.066 2272 0.023

Ha(+) CO selling behavior 0344 0.086 4332 Hoxk supported
— sales performance ' ) )
control sales experience 0.109 0.006 1.567 0.117 N/A

— sales performance
model fit: x *=245.656, df=182, x */df=1.349, RMSEA=0.038, GFI=0.912, NFI=0.908, IFI=0.974, TLI=0.970, CFI=0.974

#%p < 0.01; *p < 0.05
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The results of this study are as follows(see <Table 3>). First, as antecedent variables, activity control had a
greater positive effect on customer-oriented selling than output control. Second, both sales-oriented selling and
customer-oriented selling had a positive effect on sales performance. Third, the hypothesis that output control has
a greater positive effect on sales-oriented selling than activity control was rejected.

This research shows several theoretical and practical implications to both marketing scholars and sales
managers. In therms of theoretical implications, Since SOCO model of Saxe and Weitz(1982), most of sales
research has been interested in customer-orientation, but comparatively sales-orientation was not paid attention
to. This research aims to explore antecedents and consequences affecting sales person’s customer-orientation and
sales-orientation simultaneously.

From business management view, this study shows the way how to increase customer-oriented selling and
sales-oriented selling by modulating the type and size of control systems in a pharmaceutical sales organization.
In a practical perspectives, this research result shows that it is better to use activity control in building a customer
relationship in a long-term point of view, on the other hand, it is better to use output control in enhancing
short-term performance.

The results of this research also contain features that it is useful for a sales person to have not only
customer-orientation but also sales-orientation in a creation of outcome. Therefore excessive output control may

have a negative effect on sales person’s performance, nevertheless it is needed.

Keywords : activity control, output control, sales-orientation, customer-orientation, sales performance,

pharmaceutical sales



