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Abstract

This study investigated causal relationships between goal orientation, sales and performance towards increasing the effec-
tiveness of up-selling in intermal promotion methods in family restaurants and provided implications about the hiring and
training of sales people. The subjects were 232 sales people in family restaurants. The data were collected by self-administered
questionnaires and analyzed by exploratory factor analysis, reliability analysis, comparative analysis of the average, and regre-
ssion analysis. Results, showed that variations in goal orientation, sales, and performance depended on the age and experience
of salespeople and that goal orientation makes adaptive selling more effective. It tumed out that effort selling affects up-selling
result than adaptive selling. Long-term workers were better than short-term workers in goal orientation, selling, and up-selling
results, so human resource management needs to implement a long-term plan to enhance these effects. And, because effort
selling is more effective than adaptive selling in up-selling results in family restaurants, effort selling requires training.
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Table 2. Exploratory factor analysis & reliability analysis of goal orientation

Factor ~ Eigen Description Cumulative Cronbach's

Scale items loading  value (%) description(%) alpha

Making an effort to learn something new about selling  0.886

New things to learn about selling 0.853
Learning Learning new skill is good 0764
goal Learning how to be a better salesperson 0.672 S.755 57554 57554 0.885
orientation
You should continuously improve your skill. 0.614
Spending time learning new approaches for dealing with ~ 0.600
customers
Communicating my accomplishments to my manager 0.846
Outperforming other salespeople 0.838
Performance
goal You should Abe seen as an employee with good skills to  0.744 1.200 12.001 69.555 0.877
orientation the supervisor.
Thinking about how my performance compares with  0.702
others
KMO=0.877 test of sphericity p=0.000
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Table 3. Exploratory factor analysis & reliability analysis of selling behavior

Factor Eigen Description  Cumulative  Cronbach's

o
Scale items loading  value (%)  description(%)  alpha

Understanding how one customer differs from another  0.858

Changing to another sales approach 0.790
Adaptive .
selling Changing my approach from one to another 0.773 4.948 61.352 61.852 0.885
Flexible in the selling approache I use 0.718
Using a wide variety of selling approaches 0.670
Not giving up a difficult customer 0.906
Selling effort Selling to a customer until I get an order 0.876 1.006 12.574 74.425 0.860
Working long hours to meet my sales goal 0.632

Kmo=0.867 test of sphericity p=0.000




780

3l tHTable 5, 6). ¥4 Ao up=w
A vl PF 1Ela A

R
rr
B

N

(o

J
S|

1o

84.772%%, Cronbach's alpha %k
UE Ao & UEIITHTable 4).
QIF SAA SMof e Aol
TP de] dxEy Hu] A
upel 524 A3 AR, 4t
Tl =8 ) 2 A HE 2o b

31e] Aol 7} gl A

z soblob fkifsarit

S
o7 Jepton, yols =
N AR Hol7h

Duncan %219 A 4

9} ZF AHAME 1% 2] 5
= Ao

Aoz vhehdtt,
o whe A ol g v nw

T
L
L
=
[e)

36~40412] Tl Aldo] 52 x| &R, dvl %, Hn)| A}
B5F =2 Aoz Yeht) A w2 2fo] B4 4d
o]l 48 AldEC] 57 XA, dv E, v dup 2
T =2 Aoz eyt o9} 2 Ade F2 Yoyt B
oRA 7|3k 27 B 7R ) AL RS A
o izt B% A& AnS 93 =8 123 A A}
7t e AL & 5 Itk
6. 7 7t HAS

1) 7Hd 19| 2F
HaEg i Alde] AR W 54 AP
o Pl F(hel dFE nE Aotk /M 19 A

=

o

Table 4. Exploratory factor analysis & reliability analysis of sales performance

Scale items

Factor loading Eigen value

Description(%) Cronbach's alpha

Sales

performance

Generating a high level of dollar sales
Selling products with the highest profit margins

Exceeding annual sales objectives

0.934

0.924 2.543 84.772 0.909

0.904

Table 5. ANOVA & T-test analysis based on general characteristic of subjects

Learning goal orientation

Performance goal orientation

Mean£S.D. F@) Mean=£S.D. @
Male 5.20+1.09 4.89+1.33
Gender Female 5.30+1.06 (7060) 5.03+1.04 (7090)
20~25 5.3621.03° 5.0141.25°
26~30 4.71£1.02° . 4.49+1.22° .
Aee 31~35 5.89+1.10° 17:86 5.65+1.09° B
36~40 6.63£1.05" 6.40+1.23"
High school 5.29+1.22 4.98+1.23
Education College 5.25+1.30 0.06 4.97+1.20 0.03
University 5.22+1.10 4.93+1.09
1 year or less 5.02:+1.08" 4.65+1.07°
Career 4 years less 5.25+1.09° 10.17" 4.91+1.10° 19.44™
4 years over 5.89+1.20" 5.92+1.21°
" p<0.05, 7 p<0.01.

Duncan :

a>b>c.
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Table 6. ANOVA & T-test analysis based on general characteristic of subjects

Adaptive selling

Effort selling Sales performance

Mean£S.D. ) Mean£S.D. ) Mean+£S.D. K@)
Male 4.66+1.02 438+1.23 4.32+1.30
Gender (—0.32) (—0.43) (1.59)
Female 4.70+0.92 4.45+1.08 4.05+1.29
20~25 4.59+1.11° 4.43+1.23° 4.09+1.24°
26~30 4.45+1.30° " 4.14+0.98 . 4.04+1.28 .
Age 12.91 4.68 4.10
31~35 5.44+1.11° 5.03+1.08" 4.69+1.31°
36~40 5.87+1.38" 5.06+0.89° 5.26+1.25"
High school 4.54+1.20 4.44+1.41 3.84+1.11
Education ~ College 4.72+1.11 0.83 4.41+£1.10 0.01 4.35+1.41 2.99
University 4.74+1.15 4.41+0.99 4224125
1 year or less 4.39+1.02° 420+1.21° 3.80+1.05°
Career 4 years less 4.71+1.36° 18.56" 430+0.97° 14.55" 422+1.27° 17.48"
4 years over 5.41x1.16" 5.26+1.00° 5.13+1.36"
T p<0.05, 7 p<0.0l.
Duncan : a>b>c.
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Table 7. The influence of goal orientations on adaptive selling
Variable B SE Ji t R F
(Constant) 0.92 0.20 443"
Learning goal orientation 0.50 0.05 0.55 957" 0.596 16873
Performance goal orientation 0.22 0.04 0.27 481"
T p<0.05, 7 p<0.01, " p<0.001.
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Table 8. The influence of goal orientations on effort selling

Variable B SE B t R F
(Constant) 0.68 0.29 233
Learning goal orientation 0.36 0.07 0.34 5027 0.434 8771
Performance goal orientation 0.36 0.06 0.37 544

T p<0.05, 7 p<0.01, " p<0.001.
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Table 9. The influence of adaptive selling and effort selling on sales performance

Variable B SE B t R F
(Constant) —0.21 0.27 0.76
Adaptive selling 0.43 0.09 0.32 476" 0.569 151.32™
Effort selling 0.53 0.07 0.47 7.02"

T p<0.05, 7 p<0.01, " p<0.001.
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Table 10. The influence of goal orientations on sales performance
Variable B SE B t R F
(Constant) 1.162 0.36 3.15
Learning goal orientation 0.039 0.09 0.03 0.42 0.294 4761
Performance goal orientation 0.567 0.08 0.51 6.79""
T p<0.05, 7 p<0.01, " p<0.001.
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