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{Abstract)

Salespeople act at the point of MOT with customers and deliver the enterprise’s
message to the customers. They build up relationships with customers as well as deliver
the customer’s message to the enterprise. The salespeople’s activity at the point of MOT
with the customers and the degree of satisfaction of the customers’ needs will affect the
customers’ attitude toward the enterprise, brand loyalty, and retention intention.
Ultimately, it will influence the enterprise’s financial performance .

The control of salespelople is one of the most interesting topics of marketing. This
research investigates the relationships of the control types over salespeople(positive/
negative outcome control, positive/negative behavior control) and job satisfaction and their
mediating variables. The mediating variables in the relationships have been identified as
outcome/behavior-related role clarity and self-efficacy.

The purpose of this study is more specifically as follows:

First, it investigate how the perception of salespeople control types affect role-clarity.
Second, it examines how the perception of salespeople control types influence
self-efficacy. Third, it investigate the mediating role of role—clarity between the
perception of salespeople control types and self-efficacy. Fourth, it investigates how
role—clarity affect self-efficacy and job satisfaction. Finally, it will investigates how
self-efficacy influences job satisfaction.

Data were collected from the pharmaceutical industry salespeople and analyzed by
SPSS 12.0 and AMOS 6.0. The data were collected by 400 respondents and 377 valid

questionnaires were analyzed.
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The results are summarized as follows: First, positive/negative outcome controls had a
positive relationship with outcome-related role clarity. Also positive behavior control had
a positive effect on behavior-related role clarity, but negative behavior control didn’t
influence behavior-related role clarity. Second, positive outcome control influenced
self-efficacy positively, but positive behavior control didn’'t have a positive effect on
self-efficacy. In addition negative outcome control and negative behavior control had a
positive effect on self-efficacy due to the mediating role of outcome-related and
behavior-related role clarity. Third, outcome-related role clarity and behavior-related role
clarity influenced self-efficacy positively. Behavior-related role clarity had a positive
effect on job satisfaction, but outcome-related role clarity didn’t influence job satisfaction.
Finally, self-efficacy didn’t have any effect on job satisfaction.

The contributions of this study are as follows:

First, existing studies have investigated the direct causal relationship between
salespeoples’ control type and performance, but this study investigates the structural
causality between salespeoples’ control types, responses, and performances. Second, this
study found the mediating role of outcome-related/behavior-related role—clarity between
outcome/behavior control and self-efficacy. Finally, the findings of this study further
insight to existing studies on the relationship between job satisfaction and self-efficacy.
The confidence of salespeoples’ task influenced job satisfaction positively in existing
articles (field studies, but the relationship between these two variables was not significant
in this study. This means that there can be a different relationship between confidence
and job satisfaction according to salespeoples’ business. That is, the business
environment may not be satisfying, even if the salespeople say that they have ability and
confidence about their business. This means that able salespeople who have ability and
confidence about their business are not satisfied with their job advancement in the
company. Therefore, enterprise need to provide training that can establish a business
environment that can satisfy the salespeole’s expectation level which will secure good
salespeople.

This study may have limitation when applied to future studies. First ,in this study as
with existing studies it investigates the control level that salespeople feel is being
measured. Actuality, the control level that a manager enforces and the control level that
salespeople perceive when one is late can be different. There is need to measure lateness
from both the perspective of the manager and salespeople should be done to supplement

this study in the future
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Second, this study used variables that were connected with action result but
salespeople’s job satisfaction is due to the result of control. But, focusing on result of
control can provide a more important financial result than sales performance. This study
is also limited in that it did not consider financial result by result of control. Further
studies on this will need to be done in the future.

Third, this study may have a further limitation ,because the investigation was
restricted to pharmaceutical salespeople selling to hospitals. It is necessary to execute
investigations in various industries to increase the generalization of the study findings

Fourth, in this study, role clarity and self-efficacy by response variable for control and
considered job satisfaction by outcome variable of control was considered. But, can other
variables be considered beside response variable and result variable for control? For
example, can financial affairs and change of post by outcome variable along with
business stress by response variable for control be considered? Therefore, future studies
need to consider various control variables.

Finally, there is limited supporting research in the field of marketing which restricts
the generalization of the study finding along with collecting material through random
sampling of a limited size.

This research summarizes the research in this area, the difference from the previous
research, and provides a discussion of its limitations and the need and direction for

further future research.
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Table 1. The Results of Confirmatory Factor Analysis

Indicators Standardized Construct
Construct No. of initial| No. of final factor t-value relicbili AVE
indicators | indicators | loadings v
. PPC 2 .800 -
Outoopr.f(le“éf) - 4 PPC 3 798 15.201 848 619
PPC 4 763 14.686
NPC 1 790 16.192
Negative NPC 2 759 15.448
Outcome Control 4 NPC 3 817 - 863 618
NPC 4 779 15.933
Positive PBC 1 782 16.034
Behavior Control 4 PBC 2 .824 - .864 .660
PBC 3 832 17.063
Necative NBC 1 .804 14.466
B ehaviec?r Control 5 NBC 2 .803 - .828 .595
NBC 3 .703 13.054
PRC 1 778 -
QOutcome-Rd ated PRC 2 799 15.700
Role Clarity 4 PRC 3 .801 15.755 897 611
PRC 4 749 14.628
Behavior-Rd ated BRC 3 .700 11.693
Role Clarity 4 BRC 4 838 - 3 =%
. SE1l .808 -
Saf-Efficacy 5 £ 5 750 12898 796 .607

X’=332.694, d.f.=202, p=.000, RMR=.035, GFI=.930, NFI=.925, CFI=.969.
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Table 2. Results of Correlation Analysis of Research Constructs
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HEFA Y Augt HES 98 Fornell
and Larcker(1981)7} AIqtet wW2ls o]83}
Atk Fornell and Larcker(1981)& oW %

ATYNES o) P HTRAFEUE

X

o > o

38 m\m
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fo o 4 my o
N
Ui o
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Positive | Negative | Positive | Negative | Outcome- | Behavior- Saif- Job
Condtruct | outcome | outcome | behavior | behavior related related offi satisfaction
contral control contral control | role clarity | role clarity cacy

Positive

outcome 1.000

control

Negetive

outcome 152 1.000

control

Positive

behavior .64 .049 1.000

control

Negative

behavior .316 .569 178 1.000

control

Outcome-

related 430 179 409 .353 1.000
role clarity

Behavior-

related .382 197 405 170 574 1.000
role clarity

Salf- 488 222 402 257 699 700 1.000

efficacy . . . . . . .

_Job. 294 043 370 005 160 489 298 1.000
satisfaction ) ) ) . ) ) ) )
Mean 3.85 3.63 356 371 4,02 3.60 377 3.26
S. D. 0.77 0.86 0.79 0.73 0.72 0.70 0.68 0.78
Range of
Squares of | .023-.481 | .001-.323 | .002-.481 | .000-.323 | .025-.488 .028-.490 | .049-.490 -
Correlation
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g7 ARARE o vepa Aok A BrPIEEd vlud w, A A5Eel

Outcome-related role
clarity (71)

Negative outcome
control (&£ 1)

Positive outcome
control (&2)

Job satisfaction
(n4)

Self-efficacy
(79)

Positive behavior
control (€ 3)

(6.224) (6279

Negative behavior

control (&) Behavior-related role

clarity (72)

* Standardized estimates (t-value).
Solid line: supported; Dashed line: not supported.

Figure 2 Results of Analysis of Overall Model
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