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Abstract


This study sets out to assess the effects of sales-related capabilities of personal selling organizations on individual sales capabilities, sales behaviors, and sales performance in cosmetics personal selling channels. Data are collected from 151 salespeople, their sales organizations, and their visiting customers (151) in South Korea. The proposed hypotheses are tested through the structural equation modelling technique. The study finds that both types of sales-related capabilities (salesforce management capabilities and personal selling capabilities) have significant positive effects on the individual sales capabilities, respectively. Further, the individual sales capability of salespeople has a stronger impact on customer-oriented sales behavior than on selling-oriented sales behavior. Similarly, selling-oriented sales behavior has a negative effect on customer satisfaction while customer-oriented sales behavior has a positive effect. The study further finds that customer-oriented sales behavior has a positive effect, while selling-oriented sales behavior has no statistically significant effect on sales performance. The relationship length, the study finds, moderates the relationship between customer-oriented sales behavior and customer satisfaction. The study offers practical and theoretical insights into understanding the nuances of sales-related capabilities of sales organizations and how they affect the individual selling capabilities of salespeople, their selling behaviors and sales performance. The results also have crucial consequences for sales organizations, as they can help sales managers design strategies and develop a culture that focuses on building and enhancing the selling capabilities of the firm and the salesforce. The present study demonstrates how the selling capabilities of the personal selling organization can influence the individual selling capabilities of the salesperson and how these could engender positive selling behaviors and sales performance.
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1. Introduction


The cosmetics industry is a technology-intensive, multi-purpose, small-volume production system with a high participation of small and medium-sized enterprises and a market where sales and brand management are extremely crucial [1,2]. Above all, since it is an industry that manufactures products used for the human body as a field of fine chemistry, it is an industry where basic application technologies such as chemistry, biology, and pharmacy work in tandem. Second, it is an industry where small and medium-sized enterprises can easily enter. Cosmetics are suitable for small-scale production of different types due to short product replacement cycles and diverse consumer groups, and it is easy to enter the market with small capital without manufacturing facilities when using the outsourcing production such as ODM (original design manufacturer). In this sense, the cosmetics industry can be seen as an industry with high participation of small and medium-sized enterprises. In fact, about 89% of cosmetics manufacturers and retailers in South Korea are small and medium-sized enterprises, with sales accounting for 48% of the total cosmetics market [2].



Additionally, the marketing cost is very high because the branding is important as a key purchasing factor for consumers. According to Amore Pacific, the number one cosmetics company in South Korea, sales costs accounted for 27% of their total cost structure, while sales and management costs accounted for 61%. Looking at the factors that make up sales and management costs in detail, marketing costs such as distribution fees and advertising costs are very high, with distribution fees at around 26.2%, advertising fees at around 18%, payment fees at around 14.8%, and others at around 41% [3].



Ref. [3] announced the share of sales by the cosmetics sales channel and, per the result, online shopping malls (18.9%), door-to-door sales (15.2%), general retail stores (12.5%), duty-free shops (11.8%), and brand shops (11.0%) emerged in that order. In the case of door-to-door sales channels, there is little change in the share of sales per channel and it remains above 15.0%. It is therefore not an exaggeration to say that the distribution structure of the South Korean cosmetics market has been significantly affected. Due to the peculiar nature of the sale of cosmetic products, research on the sales capabilities of door-to-door sales organizations or door-to-door sales personnel can be seen as very important both practically and academically.



South Korea’s cosmetics market is the eighth largest in the world and its average annual growth rate from 2012 to 2016 was 16%, which is more than five times the average annual growth rate of the Korean economy of 3% over the same period [3]. Of course, the growth of the cosmetics industry has slowed slightly in recent years due to the Terminal High Altitude Area Defense (THAAD) conflict and the decline of Chinese tourists in 2017. However, South Korea’s export of cosmetics was valued at USD 5.32 billion, up from 4.92 billion dollars in 2018. Revenue on the South Korean beauty and personal care market amounted to US$11,500 million in 2020 [4]. Entry and growth are in full swing, and major brands are accelerating to Asian markets, including China, so it can be seen as an industry with very high growth potential.



However, despite the crucial role of salespeople in the cosmetics industry and how it generates sales behavior and results, this role has not been fairly represented by previous research, creating significant deficiencies in current literature. Previous researchers have asserted that, to date, only 4% of academic research related to sales in marketing research has been published, and among these studies, research focusing on the door-to-door sales channel is very low [5,6]. Further, previous research on salespeople have focused on issues such as adaptive selling behavior [7], self-efficacy beliefs and direct selling sales performance [5], salesforce effectiveness [6], among others. Research that examines how the organizational capabilities of sales organizations influence the personal capabilities of salespeople and how this further engenders sales behaviors and performance in the context of door-to-door selling is virtually non-existent, which further accentuates the need for fresh research aimed at filling these gaps.



To this end, this study focuses on both organizational and personal variables that affect the sales performance of door-to-door salespeople in cosmetics personal selling organizations. Organizational sales management focuses on the sales-related capabilities of sales organizations, which has received little attention by previous researchers. In effect, we demonstrate the impact of sales management capabilities and personal selling capabilities of sales organizations on salespeople’s sales behavior and sales performance through salespeople’s individual sales capabilities. In addition, because most of the existing studies relating to the capabilities and performance of salespeople have limitations of the self-reporting method of salespeople [5,8], this study uses the actual sales performance data of individual door-to-door salespeople, customer-reporting of the salespeople, as well as salespeople’s self-reporting responses. This differentiated approach to data collection and analysis is the methodological point of departure of this study.




2. Theoretical Background


2.1. Resource-Based View


Many marketing studies have adapted the resource-based theory to explain the relationship between the differentiated competitive advantage of companies and marketing performance [9,10]. The resource-based theory suggests that the performance of a company is determined by internal resources and capabilities, but not by external factors such as economics or attractiveness [10]. This theory has been used in the marketing sector since the 1990s [11,12]. The theory emphasizes the importance of resources to the organization. It suggests that the company’s resource adds positive value to the organization (valuable), is rare/unique (rare), and inimitable (inimitable) to the extent that potential competitors do not have access to it now and in the future. Emphasis is placed on securing resources or capabilities that have non-replaceable properties with other resources secured by competitors [10]. This is difficult to imitate because of the foregoing characteristics, which are distinguishable from resources that can be easily transferred and secured to other organizations. Scarcity prevents other organizations from easily acquiring the same resources, making it impossible to create a fully competitive situation.



Ref. [10] categorized resources into physical capital, human capital, and organizational capital on the basis of heterogeneity and immobility. These resources are not a temporary competitive advantage for a company, but a sustained competitive advantage. In particular, he highlights the importance of human capital among the three resources. Traditional resources, such as natural resources, technological resources, economies of scale, etc., have, in the past, made it possible for an organization to have a competitive advantage in the context of the resource-based theory, but these resources can easily be imitated by competitors and transferred to other resources. [10] averred that it is no longer a valuable resource because it could be replaced and that it is important to secure human resources in order for the organization to be competitive. In addition, human capital, a source of sustained competitive advantage, can be explained as an important factor in corporate performance [13]. Consequently, the delivery of human capital, an invisible and intangible resource through education, is a source of corporate competitiveness. The resource-based theory has been used in previous studies [14,15,16] and is accordingly applied to the current study.




2.2. Sales-Related Organizational Capabilities


Sales Management Capabilities in Organizations


Ref. [17] posited that the sales capability of the organization is influenced by the organizational situation of the company as a capability that refers to the heterogeneous resources of the company (sales personnel size, sales force replacement rate) and ability. In their study that focused on the strategic role of the sales organization aimed at senior management in the sales division of the company, ref. [18] found that the ability to acquire new customers and build customer trust were among the strategic roles of the sales organization. These were presented in the form of five capabilities: Responsiveness to demand; the development of customer relationships; the ability to acquire new customers; the building of customer trust; and customer retention. These five capabilities are a complex knowledge-based process with primary responsibility on the part of the sales organization. It utilizes and integrates the resources of the sales organization and the company and focuses on the customer-facing process and the desired outcomes of the customer [19]. Ref. [7] captured sales management capability in the following forms: First, sales force structuring capabilities in consideration of the strategic and long-term oriented areas of the sales force structure, including the size and organization of sales manpower, recruitment, and training of human resources; second, talent management in the management area; and third, customer targeting as a coordination area of sales activities for products and markets, and the impact of these sales management capabilities on corporate performance. The next session delves deeper into these forms.



First, the structuring capability of the salesforce is the process of assigning clear roles and responsibilities to the members, and the composition of the sales organization is mainly how many sales personnel should be secured, and which products should be assigned to the sales personnel and the company. It involves determining how many total salespeople should be acquired or whether to have full-line salespeople or salespeople who sell specific products [20]. When these salesforces are organized in the right size, salespeople will operate in regions with a balanced and acceptable workload and market potential [21] and will be able to do their jobs with sufficient time to regularly contact customers and discuss issues that need to be resolved [22]. This implies that if the sales force structure is properly defined, salespeople can maximize their individual capabilities in working with customers.



Second, talent management consists of three sub-elements: Hiring, training, and sales management [17]. In the resource-based theory, these core talents can be defined as those with capabilities and abilities that are difficult to imitate and are difficult to replace by other companies, which becomes the source of corporate value creation and sustained competitive advantage and has been described by [10] as human capital. Unlike the traditional industrial society, in a knowledge-based society, the ratio of key talents to contribute to corporate value creation and productivity improvement is considerably higher. Therefore, how to secure and maintain key talents is emerging as a major management issue for managers [23,24,25]. The management of these core resources is divided into securing and retaining key talents, and most of the research on the management of core talents in an organization is about securing, recruiting, nurturing, and retaining key talents [26]. Studies on the relationship between management of human resources within an organization and corporate performance emphasize the inevitability of active core talent management, arguing that companies that manage key talents outperform those that do not [26]. In hiring and managing salespeople in the organization, recruiting, training, and managing any talent will have a significant impact on the business and customer performance of the company. In particular, the importance of managing salespeople in the personal selling market that faces customers is emphasized, and the management of hiring, training, and motivation of salespeople in the personal sales organization is used as a key management indicator of the organization.



Finally, customer-targeting capability refers to the ability of a company to present customers to whom sales representatives can make proposals, segment customers by region and product, and select target customers in the right way that is appropriate for each customer [27]. It also represents the ability to select a sales model [17]. The selection of a clear target customer and a sales model tailored to each customer act as an important variable in sales performance in the creation of new products or new customers. Customer segmentation refers to the process of dividing all customers with different needs into homogeneous customer groups according to certain criteria [28]. Customer segmentation enables customer groups to be segmented according to their value trends and characteristics, and to develop an appropriate marketing strategy based on the differences in value trends and characteristics of each segment [29].



In effect, the sales management capability of such an organization will have an impact on the sales capabilities of salespeople, and this will have an impact on the performance of the company. This study therefore focuses on analyzing the relationship between the sales management capability of the organization and the individual sales capability of the salesperson in relation to sales performance.





2.3. Personal Selling Capability in Organizations


Ref. [17] viewed the process function of sales as a customer-centric process primarily performed by salespeople. These sales process functions integrate sales and company resources and have a direct impact on performance. This function is an important sales process with a high level of organizational capability related to customer relationship management by combining sales, service, and relationship management. In the case of salespeople performing sales activities, the human sales capability of the organization provides direction to salespeople and provides the basis for sales performance. Ref. [30] argued that selling skills and interpersonal skills are the two basic elements of interpersonal sales capability. Ref. [7] surmised that personal sales are no longer a single activity managed by individual salespeople. Similarly, ref. [31] posited that the sales field is moving away from the sales function and operational attitude, which is the sole activity of salespeople, to the process, which is an integrated activity.



While selling, salespeople develop individual sales capabilities by interacting with the company and customers, communicating with customers, and delivering results. It has been proposed that such personal sales capabilities be divided into sales technology and customer management [7,32]. In terms of human sales capability, salesmanship is the cross-selling and up-selling task, which is a method of inducing more sales to customers, delivering accurate sales messages, and closing sales. It is explained as a branch, and that customer management (account management) consists of two aspects: Building customer relationships and maintaining customer relationships.



Ref. [33] presented sales skills-related capabilities (communication skills, sales visit preparation skills, expertise, etc.) as skills and capabilities to be developed in the training course for sales personnel. The sales organization continuously promotes efforts to improve sales-related techniques as well as professional knowledge of products through training. Through this, salespeople improve their sales skills and performance.




2.4. Sales-Related Individual Capability & Sales Behaviours


2.4.1. Salesperson’s Individual Sales Capability


A salesperson refers to a person in charge of personal sales who, in order to induce the purchase of goods or services, contacts, provides, persuades, and arouses demand from customers or prospective customers [34,35]. These salespeople play a boundary-spanning role that connects buyers with corporate activities essential for the success of corporate marketing activities between companies and buyers and performs various innovative and creative activities for this [36,37]. Hence, since all sales are made through a salesperson, the salesperson plays an important role as a facilitator who directly contacts and persuades prospective customers to purchase a product or service.



Since salespeople in such a personal sales context oversee direct contact with customers, provide information, and persuade customers in selling products or services, they must have a great deal of knowledge about the products they sell and be aware of their customers [38]. A formidable salesforce plays a vital role in developing positive customer value through nurturing sustainable relationships with customers. These behaviors of salespeople contribute to creating sustainable benefits for customers and the firm as a whole. In addition, because the company image is first formed by salespeople who are in direct contact with customers, the role of salespeople in human sales is very important. This implies that salespeople must not only sell products to consumers, but must also play a role in making customers partners who contribute to the creation of corporate profits [39,40]. A systematic study of the capabilities of sales staff began in the 1990s when the general capability model began to be seriously studied. Ref. [41] are representative scholars who have presented the capabilities of sales personnel and are most frequently cited in the study of salesperson capabilities. Ref. [41] classified individual capabilities by job type in the capability model into three types: Technical/professional, sales, and interpersonal service, and compared the capabilities and behaviors of excellent performers and average performers by grouping them into individual employees and managers. Their study found that the competence of excellent salespeople varies depending on the length of the business cycle, complexity, regional characteristics of the company, products, and types of customers. The competences that salespeople must have are influenced by control, achievement orientation, initiative, and inter-personal skills [42]. They also found understanding, customer orientation, confidence, relationship formation, analytical thinking, conceptual thinking, information establishment, organizational awareness, and technical expertise as key capabilities for salespeople. This sales capability contributes decisively to performance generation and improvement among numerous capabilities. It is the most faithful and appropriate capability for the purpose of the organization at the organizational level, and the capability most suitable for individual roles or responsibilities at the individual level [43].



Relative to the constituent factors of the sales capability of individual salespeople, various detailed factors have been proffered by previous researchers. For instance, ref. [44] proposed the ability of sales representatives to understand customers for strategic sales activities, the ability to prepare strategically and systematically, the ability to propose for various communications with customers, and to improve sales productivity. Insisting that information gathering capability is a detailed factor of sales competency, ref. [45] maintained that partnership with customers, relationship formation, communication, customer and quality orientation, learning motivation, achievement orientation, interpersonal skills, internal resources and network utilization, and technical capabilities such as management ability and problem-solving ability are all key constituent parts of sales capability. Sales capability is an individual’s or organization’s own capacity that plays a decisive role in achieving performance or creates a competitive advantage [46]. This is not something anyone can easily imitate because it is a unique and innate ability. Moreover, it is more difficult to imitate because it exists in the form of core knowhow, knowledge, and technology, and it is not just an individual or an organization, but an inherent characteristic. We can therefore argue in the case of sales organizations that it is very important to ensure that salespeople have a high level of sales capability. Existing sales studies have indicated that effective sales strategy activities can promote sales performance and ultimately improve management performance [47,48].




2.4.2. SOCO (Sales-Oriented and Customer-Oriented) Behaviors


Ref. [49] classified the two ways in which salespeople interact with customers into sales orientation (SO) and customer orientation (CO) and designed the SOCO scale for measuring same. They noted that customer orientation is the degree to which salespeople strive to help customers make satisfactory purchase decisions, thereby practicing the marketing concept, and that sales orientation is a selling approach that aims at selling to customers as much as possible. Customer-oriented salespeople are therefore interested in learning how to understand customers by paying attention to consumer needs, and on that basis, are interested in providing the best solutions to consumer problems, not just simple sales. On the other hand, sales-oriented salespeople tend to rapidly maximize their short-term profits [49,50]. However, it is important to understand these two concepts to the effect that a high level of customer orientation does not necessarily accompany a low level of sales orientation. People are driven by motives such as concern for others, including the motives for pursuing their own interests and altruistic tendencies [51]. In this regard, it can be said that customer orientation and sales orientation are not mutually exclusive.



Early research on the preceding customer orientation factors focused mainly on the personal characteristics of salespeople [47]. Similarly, a study on the impact of characteristics on customer orientation was conducted and, as a result of a series of studies, it was found that the type of leadership, sales control, or monitoring method, etc., influence customer orientation [52].



Sales orientation is a business approach that aims to sell to customers as much as possible, and it focuses on closing a transaction with a customer in real time. Regarding customer orientation, it is emphasized that in contrast to the forced, short-term intensive sales method, the aim is to avoid behavior that hinders customer satisfaction and profits in order to increase immediate sales by focusing on long-term customer relationships. The concept of sales orientation has been considered to be non-customer-oriented.



However, [49] clearly set out the situation in which customer orientation is effective in the same study and reckoned that this concept is valid at anytime, anywhere, and does not position it as a concept that replaces all sales activities. The customer-oriented selling approach is inevitably costly. It can only shed light on situations where the utility exceeds the cost [49]. In other words, it can be judged that the sales-oriented approach will continue to work in the rest of the situations.



Ref. [53] argued that customers have both short-term and long-term preferences such that, to maximize performance, companies can achieve sales by satisfying the expressed needs of customers in the short term as well as by capturing and satisfying potential needs. In addition, ref. [54] applied a meta-analysis approach to analyze the determinants of the performance of salespeople in a sales research over a 75-year period. They noted that talent is a personal trait, and it was recognized as the most important determinant demonstrating that the execution of capabilities such as selling skills are important factors in enhancing performance in addition to consumer relationship development, attitude, and needs identification. Recently, ref. [7] also argued that the combination of salesperson’s adaptive selling and selling orientation can have a positive effect on the customer’s trust in the salesperson. Their research found that the relationship period between salespeople and the importance of the purchased product can have a moderate effect.



This study departs from previous sales research that appears biased around customer-oriented and allied concepts and analyzes the selling behavior of sales personnel in both customer-oriented and sales-oriented directions and scrutinizes the effect of these selling behaviors on sales and customer performance.






3. Hypotheses and Research Model


The resource-based theory [10] is relevant and applies to the present research in that the organization’s sales management capability and personal selling capability are recognized as unique capabilities that other companies cannot easily imitate and acquire. In particular, salespeople with excellent personal selling capabilities formed by these organizational capabilities can be a source of competitive advantage as a key resource in resource-based theory to secure the company’s competitive advantage and deliver results. This puts this theory perfectly within the scope of the current study and has been adopted as the theoretical lens for same.



3.1. Sales-Related Capabilities of Sales Organizations and Individual Sales Capability


As described above, the sales management capability of the organization consists of the structuring of the salesforce, customer targeting, and talent management [7]. Salesforce structuring capability is an organizational capability that determines the size of a sales organization [20]. When the salesforce within the organization is well-organized, they will operate in an area with a balanced and acceptable workload and market potential [21]. These salespeople will be able to do their jobs with sufficient time to contact customers on a regular basis and discuss issues that need to be resolved [22]. This implies that if the salesforce structure is properly defined, salespeople can maximize their individual capabilities in working with customers.



Talent management consists of the recruitment, training, and management of human resources. Knowledge is the core resource of an organization from the resource-based theory perspective [10]. More specifically, it suggests that the ability of a company to apply integrated knowledge to business processes from a competency-based perspective improves efficiency and effectiveness [55], a position that [56] clearly highlight in their research on core talent management. Top talent is difficult to imitate by other companies and has characteristics that give them a sustainable competitive advantage. Acquisition, development, and retention of human resources in a sales organization have positive effects on organizational performance [52]. This is the composition of a sales organization of an appropriate size to maximize the individual capabilities of salespeople, with an eventual positive impact on corporate performance. Ref. [57] asserted that when human resource management is carried out in line with strategic choices, the flexibility of the commitment and capacity of the members increases, affects the attitudes of the members and, ultimately, increases the financial and non-financial performance of the organization.



Customer targeting highlights a company’s ability to segment customers, select target customers, and select a sales model suitable for customers [7]. In terms of the efficiency and effectiveness of resource allocation, firms spend more time and effort on their customers, use various methods of understanding customer needs, and increase the likelihood of generating a lot of sales when salespeople develop customer value propositions and meet customer needs. The likelihood of success in coordinating customer care processes increases [58]. Customers react differently to the same marketing strategy provided by companies, depending on individual characteristics and psychological factors. Hence, in order to establish an effective marketing strategy, companies need to understand the characteristics of various customers and present strategies that match the characteristics of customers. Customer segmentation provides different marketing activities to customers in different groups, aimed at increasing customer satisfaction. In other words, customer segmentation is widely used by companies to provide more suitable marketing strategies for different customers by enabling them to understand dissimilar customers more accurately and to develop and execute marketing strategies efficiently and effectively [59]. Customer segmentation is useful for selecting target customers to offer promotions and to sell products or services. Selecting target customers through such customer segmentation and proposing customized sales models is more effective and efficient in creating corporate performance. In other words, customer targeting capabilities have a positive effect on customer satisfaction and corporate performance. The organization’s sales management capability will affect the salesforce’s ability relative to sales activities and, through this, it is believed that it will have a positive effect on customer satisfaction and corporate performance.



Personal selling capabilities consist of account management and sales management [7]. Customer management capability consists of building and maintaining customer relationships. Sales technology consists of cross-selling and up-selling, delivering accurate sales messages and closing sales. Customer management activities are meant to maintain a continuous relationship between the company and the consumer, in order to increase the performance of the company. To do so, the relationship benefits that can be achieved while the relationship continues should be pursued. These relationship benefits are the fundamental benefits of the core services that companies provide to consumers in order to develop and maintain relationships with consumers, as well as all kinds of benefits provided to consumers [60,61]. In line with the foregoing, ref. [62] emphasized that the efficiency of consumer decision-making is increased through a sustained relationship with a company. If consumers maintain a relationship with a company, transaction costs, psychological costs, and time costs will not only decrease but it has been suggested that purchase risk reduction, socialization benefits, and individualization benefits will be achieved in the long term [63,64].



Marketing and sales performance models emphasize that a company’s actions have a sequential effect on the performance indicators of different organizations. Ref. [65] claimed that marketing activities have a sequential effect on customer impact, market impact, and financial impact. Similarly, ref. [6] found that the sales process is influenced by organizational drivers such as structuring, technology development, and customer prioritization, which affect customer performance and give priority to company performance, such as market share and revenue. On the basis of these theoretical foundations, it can be argued that the sales management capability and individual sales capability of the organization will directly or indirectly affect the performance of the organization. The sales management capability and individual sales capability of an organization will have a direct impact on the customer and market-based performance. However, the capabilities and performance of these organizations are achieved through salespeople. In particular, customer management and the personal selling capability will improve the sales capability of salespeople, which will lead to market performance. Accordingly, the following set of hypotheses is proffered.



Hypothesis 1 (H1).

The salesforce management capabilities of the cosmetic door-to-door sales organization will have a positive (+) effect on the selling capability of the individual salesforce of door-to-door sales organizations.





Hypothesis 2 (H2).

The personal selling capability of the cosmetic door-to-door sales organization will have a positive (+) effect on the selling capabilities of the individual salesforce of door-to-door sales organizations.






3.2. Individual Sales Capability of Door-to-Door Salesperson and SOCO


Ref. [41] contended that capability is an indicator of the behaviour and mentality that employees must consistently demonstrate in order to achieve performance in a variety of job-related situations. It is defined as a collection of technical attitudes or indicators that can be improved and measured through continuous development and performance in important areas, and capability is said to be centred on the specific behavioral characteristics of individuals in the work process [43]. In order to become a good capability, it is argued that specific actions in the process of performing work are required, along with the professional knowledge, skills, personality and mentality of the individual that are necessary for high performers [66]. Individual capabilities, such as knowledge and skills, influence individual behavior in the production of good products and services and enhance organizational performance [67]. In keeping with these previous studies, we argue that the capability of individuals in the organization influences performance through individual actions. We note that in the sales organization, the individual sales capability of the salesforce is revealed by their selling behavior.



Concerning sales-related capabilities, ref. [41] provided a systematic standard for job capability required to achieve organizational goals and revealed that the most important capabilities in the sales job are achievement orientation and influence. Ref. [44] reckoned that providing training for sales staff who need to carry out long-term sales activities based on factors such as an understanding of the changing environment, customer management capability, relationship formation ability, ability to prepare for business visits, communication skills, ability to establish long-term customer relationships, and information gathering ability were extremely vital. Looking at the aspect of individual sales capability, it can be seen that customer management, customer relationship formation, and long-term relationship aspects are mentioned more than the factors for achieving short-term sales performance. On the corporate side, rather than focusing on short-term sales performance, it focuses on organizational capabilities to strengthen relationships with existing customers. Salespeople with high sales capabilities value short-term sales as well but will achieve higher performance through long-term relationships with customers that the organization values. In particular, long-term awareness of long-term relationships is important to salespeople in the personal sales market, which values relationships with customers, and sales organizations that reflect indicators of relationships with customers as performance reinforce salespeople’s customer-oriented sales behavior. Based on the foregoing, the following hypothesis is set:



Hypothesis 3 (H3).

Cosmetic door-to-door salespersons’ individual sales capabilities will have a stronger positive effect on customer-oriented sales behaviour than on sales-oriented sales behaviour.






3.3. SOCO, Customer Satisfaction, and Sales Performance


Customer orientation, which refers to a company’s management policy and philosophy that creates a competitive advantage by focusing on and fulfilling customer needs, is represented through mutual work with customers and satisfaction of customers’ needs in the purchase decision-making [68]. It can be viewed as a behavior related to customer service provided by customer contact employees for that purpose. Ref. [69] stressed that customer orientation has a positive relationship with the rate of change in relative market share, new product success, and overall performance. Until now, most studies on personal selling and sales management have suggested that customer orientation has a positive effect on sales performance [48,70,71].



Ref. [49] suggested that the customer-oriented-sales-oriented concept is relatively effective for improving performance, especially in situations where the sales orientation is effective, purchasing is not repetitive, the salespeople’s expertise is relatively low, and the task is low. In addition, ref. [53] argued that customer preferences are divided into short-term and long-term forms. Sales-oriented sales behavior is rather effective in satisfying customers’ short-term preferences, and salespeople do not change various conditions and circumstances in the short-term. Instead, they argued that it could contribute to the organization’s performance via reducing sales by persuading customers only with currently available conditions. In fact, sales-oriented salespeople tend to be driven by external compensation, so if there is an adequate evaluation and compensation system in place, they will work hard to earn compensation and recognition and strive to improve performance during the period [72,73], which will eventually lead to an increase in corporate performance.



Although the sales orientation of salespeople has a positive effect on performance, the long-term and short-term performance may have different effects. In particular, since sales orientation is seen as a sales approach that maximizes corporate profits by focusing on short-term preferences of consumers [53], it is expected that the effect of sales orientation on short-term performance is greater than that of long-term performance. Salespeople with customer orientation work hard and smart to satisfy customer [71]. However, since these actions are aimed at building relationships with customers from a long-term perspective, they inevitably entail a lot of time and money [49], and they can deliver customer satisfaction and profits even if immediate sales results do not occur [58,74]. In the door-to-door sales market, where customer satisfaction and sales performance are achieved through direct visits to customers and relationships with customers, intimate relationships with customers play a major role in achieving performance. Consequently, based on the preceding discussions, we argue that the influence of salespeople’s customer-oriented sales behavior and the performance of sales-oriented sales behavior could be different and, hence, the following set of hypotheses is advanced:



Hypothesis 4 (H4).

Customer-oriented sales behavior of salespeople at cosmetic door-to-door sales organizations will have a stronger positive (+) effect on customer satisfaction than sales-oriented behavior.





Hypothesis 5 (H5).

Sales-oriented sales behavior of salespersons at cosmetic door-to-door sales organizations will have a stronger positive (+) effect on short-term sales performance than customer-oriented sales behavior.






3.4. Moderating Effect of Relationship Length on the Relationship between SOCO and Customer Satisfaction


Previous studies related to the relationship length have indicated that mutual benefits, social benefits, satisfaction, and loyalty increased according to the length of relationship [7]. The social benefits perceived by long-term customers are higher than those of short-term customers [75]. Similarly, employee satisfaction, word of mouth, and loyalty to the company are found to be high within the context where the length of relationship is higher [75]. Interactions that occur repeatedly between customers and service providers induce human relationships, which strengthen the ties between customers and service providers, affecting perception of service quality and the possibility of conversion to service providers [76]. Prior studies related to relationship marketing have also underscored that the influence of relationship-linking factors for relationship formation can be influenced by the duration of the relationship [77,78]. Ref. [79] surmised that in the case of satisfied customers, as the relationship period increases, the relationship benefits increase, and the customer retention rate also increases. Ref. [80] opined that customer trust develops into loyalty through the process of a relationship over time.



Companies want to retain customers over the long term [63]. Therefore, they make attempts to actively preserve them. From the point of view of the consumer, they consider the relationship to be beneficial due to the rise in relationship benefits and the reduction in information search costs, etc. The differentiation of door-to-door cosmetic sales in the current distribution channel is that sales representatives meet customers directly and provide customized services such as product consultation, skin care, and make-up. This advantage will have a greater impact as the length of the relationship with the customer increases. Therefore, customer-oriented sales behavior based on the customer-oriented way of thinking will be moderated by the relationship length, relative to customer satisfaction and sales performance.



Customers’ preferences are divided into short-term and long-term; and sales-oriented sales behavior is rather effective in satisfying customers’ short-term preferences [53]. Sales-oriented behavior will affect customer performance and sales by satisfying these customers’ short-term preferences. However, if the relationship period continues, the performance due to short-term preferences is expected to decrease due to long-term relationships with customers. Accordingly, sales-oriented behavior of salespeople will have a negative moderating effect on customer satisfaction and sales performance if the relationship period continues. Consequently, the following hypothesis was derived.



Hypothesis 6 (H6).

The effect of individual customer-oriented and sales-oriented sales behavior of salespeople on customer satisfaction will be both positively (H6a) and negatively (H6b) moderated by the relationship length at the cosmetic door-to-door sales organization.






3.5. Research Model


The present research aims at investigating the effects of sales-related organizational capability (in the forms of salesforce management capabilities and personal selling capabilities) on the salesperson’s individual sales capabilities and how that influences both the sales- and customer-oriented selling behaviors of the salesperson as well as how these two (SOCO) affect both customer satisfaction and sales performance while evaluating the moderating role played by relationship length. This is presented in Figure 1.





4. Empirical Test and Hypotheses Analysis


4.1. Sampling and Data Collection


To verify the hypotheses set out in this study, a questionnaire was administered to 151 door-to-door salespeople belonging to two different cosmetics companies that operate door-to-door sales channels, ranked first and second in the South Korean cosmetics market. In this study, data from door-to-door salespeople, customers of the door-to-door salespeople, and sales performance according to the measurement items were based on actual sales data of the relevant door-to-door salespeople. Data collection took place between August to December 2020, and it was face-to-face. Respondents decided to take part in the research after the research objectives had been explained vividly to them. The characteristics of door-to-door salespeople and customers who responded to the questionnaire are as shown in Table 1 below.




4.2. Measures


The variables and measurement items used in this study are all variables that have reliability and validity because they have been used in previous studies. However, there are items that are used for the first time in domestic studies and are partially modified to suit the characteristics of the relevant industry for application to the cosmetics industry. The measurement items are as shown in Table 2.



Test for Non-Response Bias


We tested for non-response bias by comparing early and late respondents on work experience, work position, education, and company name. Second, we looked for differences between the variables of the two groups used in this study. In either case, no significant (p < 0.05) differences were found.





4.3. Reliability and Validity Test


In the present study, Cronbach’s Alpha coefficient was used to verify the reliability of the measurement items through internal consistency, and a confirmatory factor analysis (CFA) was performed to ensure its validity. Among the measurement variables, the salesforce management capabilities, personal selling capabilities, and individual sales capabilities were measured by second-order variables and provided by the door-to-door salespeople, the salespeople’s customers, and the organization to which the salesperson belonged relative to the characteristics of the variables. This is shown in Table 3.



Since all the measured variables have Cronbach’s alpha values of at least 0.8, internal consistency was established. The analysis results of the confirmatory factor analysis (CFA) to verify the single dimensionality of the measurement items are χ2 = 1003.534, d.f. = 644, χ2/d.f. = 1.558, RMR = 0.032, GFI = 0.830, IFI = 0.942, TLI = 0.933, CFI = 0.941. The chi-square value shows the change according to the increment or decrement in the degree of freedom and should be less than 3 in order to satisfy the overall degree of fit. RMR is less than 0.05, while IFI, TLI, and CFI are all more than 0.90. It could therefore be confirmed that the overall fit of the theoretical model to the factors set out in this study was good [81]. The standardized loading value linking the measurement item and the corresponding factor, as well as the AVE, which measures the amount of variance explained by the research unit, were also more than 0.5, emphasizing centralized validity.



In order to ensure discriminant validity, we examined whether the square value of the correlation coefficient between constituent concepts was less than the AVE value. The squared values of all correlation coefficients were found to satisfy this criterion, confirming that overall discriminant validity was guaranteed. In addition, a correlation analysis between all variables used in this study was conducted to determine the direction of the hypothesis through the correlation of all variables. As a result of the analysis, the variables set out in the hypothesis were generally significantly correlated, and their direction was generally significant as well [82].




4.4. Hypotheses Test


The structural equation modelling technique was used to test the hypotheses set in the current study. Relative to the results of the analysis, a model with Δ2 = 1167.76, d.f. = 686, Δ2/d.f. = 1.702, RMR = 0.037, GFI = 0.0 = 809, IFI = 0.923, TLI = 0.911, CFI = 0.9222 was derived. This model can be described as appropriate because it is considered to be at an appropriate level when compared with the general evaluation indicators of the structural analysis of covariance. Table 4 shows the results of the path coefficient set in this study and the verification results of the research hypotheses.



Since we hypothesized that the relationship length will have a moderating effect on the relationship between both sales-oriented sales behavior (SO) and customer-oriented sales behavior (CO) and customer satisfaction, the moderation effect was verified. In the relationship between selling-oriented sales behavior and customer satisfaction, the relationship length did not show a moderating effect (H6a), but it was found that the relationship length showed a moderating effect on the relationship between customer-oriented sales behavior and customer satisfaction (H6b). This is shown in Table 5. Also below is Figure 2 which represents the final structural model.





5. Conclusions


5.1. Research Summary and Implications


This study commenced with the principal aim to examine the causal relationship between the organization’s sales-related variables, individual sales capabilities, sales-related behaviors (SOCO), and sales performance based on the resource-based theory. First, the effect of sales-related capability of the cosmetic door-to-door sales organization on the sales capability of door-to-door salespeople was examined. The discriminatory effect on satisfaction and sales performance was verified and, finally, the moderating effect of the relationship length on the relationship between SOCO and customer satisfaction was examined. The hypotheses test results for each research objective are as follows: First, in this study, business-related variables of the cosmetic door-to-door sales organization were divided into sales management capability and personal selling capability, and the effect of each organizational capability on the sales capability of the door-to-door salespeople was evaluated.



The result of the hypotheses test showed that both types of sales-related capabilities (salesforce management capabilities and personal selling capabilities) have significant positive effects on the individual sales capabilities (H1 and H2 are both supported). These findings lend credence to previous research [21], which posit that when the salesforce within the organization is well-organized, the salesforce will operate in an area with a balanced and acceptable workload and market potential, which enhances their selling capabilities. Similarly, these outcomes reinforce [22]’s position that the sales-related management capabilities of the organization enhance the ability of salespeople to do their job in real time, and handle customer issues capably.



Second, it was hypothesized that the individual sales capability of door-to-door salespeople would have a greater impact on customer-oriented sales behavior than on selling-oriented sales behavior, and this was also supported (H3 is supported). This outcome echoes [44]’s position that salespeople’s selling capabilities go a long way in influencing their selling behavior, especially those related to customers. The next hypothesis was that customer-oriented sales behavior will have a stronger positive (+) effect on customer satisfaction than selling-oriented sales behavior of door-to-door salespeople. Concerning this, the results showed that selling-oriented sales behavior has a negative (−) effect on customer satisfaction while customer-oriented sales behavior was partially supported as it was found to have a positive (+) effect (H4 is partially supported). Fourth, the hypothesis that customer-oriented sales behavior will have a stronger positive (+) effect on sales performance than selling-oriented behavior of door-to-door salespersons was supported (customer-oriented sales behavior has a positive effect on sales performance). However, selling-oriented sales behavior was partially supported as it was found to have no statistically significant effect (H5 is partially supported). This outcome lends support to [53], who contend that the effect of sales orientation on short-term performance is greater than that of long-term performance. Finally, as the relationship length increased, the causal relationship between customer-oriented sales behavior and customer satisfaction increased (H6b is supported). However, there was a direction between sales-oriented sales behavior and customer satisfaction, but there was no statistically significant negative (−) effect (H6a is not supported).




5.2. Theoretical & Academic Implications


This research advances theory by applying the resource-based theory to important marketing concepts—organizational and individual sales capabilities. The research modestly adds to established knowledge by presenting empirical proof from a salesforce capabilities point of view for this key theory with a research framework that demonstrates strong explanatory capacity. In addition, the existing sales literature reveals a lack of research that incorporates and analyzes the relationships between the concepts used in this analysis. In previous studies, the relationship between these constructs has been tested either in isolation or in different formats [43,83], which has led to the need for further empirical evaluation, validation, and theoretical advancement. This study further contributes to knowledge by presenting findings that assess several linkages between the constructs used, as well as using data from door-to-door cosmetics personal selling salespeople and customers.



The academic implications of this study are as follows: First, this is a study in the field of sales management that has not yet been studied in the field of marketing research. While the existing sales-related studies have focused on the individual capability of the salesperson, this study is focused on the sales capability of the organization and explains that these capabilities can be transferred. This result can trigger various follow-up studies on the connection between organization-level variables and individual variables in the field of personal selling or sales management. Second, while the existing sales management studies have verified the hypotheses based on the results of surveying salespeople, this study goes a step further and examines the results of door-to-door salespeople and customers of door-to-door salespeople, while applying quantitative performance data of door-to-door salespeople. Through this diversified approach, the possibility of generalization is increased, and a research methodology with high reliability and validity is proposed. This research methodology could engender new research with more sophisticated methodologies in the field of business management going forward.




5.3. Practical Implications


The results of this empirical analysis suggest the following practical implications: First of all, the fact that the organization’s sales-related capability affects the individual sales capability of door-to-door salespeople shows that the efforts of the organization to improve the capability of salespeople can eventually be transferred to individual capability. This suggests that there is a need for culture building or support within the organization. Second, the sales capability of door-to-door salespeople has a discriminatory effect on SOCO, and in particular, it has a greater impact on customer-oriented sales behavior than on sales-oriented behavior. This suggests that there is a need for activities to improve the understanding of the organization and its strategies. Thirdly, the fact that customer-oriented sales behavior has a positive effect on customer satisfaction and individual sales performance implies that customer-oriented sales behavior is higher than sales-oriented sales behavior of door-to-door salespersons. Furthermore, because it is profitable, it is necessary to induce sales from a customer perspective rather than a short-term sales maximization perspective. Further, sustainable behaviors have been described as a set of actions meant to protect natural, social, and human resources, and especially in the sales domain, the selling capability of both the company and the salespeople lead to engendering potentials in the latter, which are vital in creating and building sustainable business relationships with customers and other stakeholders. Lastly, the fact that the relationship length has a moderating effect on the relationship between customer-oriented sales behavior and customer satisfaction suggests that the longer the duration of the relationship with the customer in the cosmetic door-to-door sales channel, the greater the sales and satisfaction, underscoring the need to build and maintain long-term relationships with customers.




5.4. Limitation and Future Research


Despite these theoretical, academic, and practical implications, this study has the following limitations: First, because the cosmetics companies used in this study target door-to-door salespeople working in South Korea, the regional and cultural context can affect the organization’s sales capabilities, and this may limit generalization. Therefore, future research would need to increase the possibility of generalization by diversifying the companies used nationwide. Additionally, the authors used a sample of 151 respondents for this research, which is relatively small and, therefore, further research is needed to increase the possibility of generalization of the study results by increasing the sample size. Further, in order to measure customer performance, that is, customer satisfaction, a survey was conducted for only one customer per salesperson. However, there is a limit to explaining overall customer satisfaction through one customer. To examine this, we measured the customer satisfaction of one customer; but in future studies it is necessary to measure the overall satisfaction of the door-to-door salesperson. Lastly, in keeping with the research of [7], this study divided the organization’s sales-related capability into salesforce management capability and personal selling capability, but more diverse organizations can affect the sales capability of door-to-door salespeople. It is believed that there may be diverse capability and the organization’s sales-related capability may be classified in a wider variety. Therefore, it would be necessary to study more diverse organizational capabilities that affect sales capabilities at the individual level.
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Figure 1. Research model. 
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Figure 2. Final structural model. ** p < 0.01. 
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Table 1. Description of respondents.
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	Classification
	N
	Classification
	N





	<Door-to-door Salesperson>
	
	<Customer>
	



	Salesperson’s Age
	
	The Reason for the Transaction with the Salesperson
	



	30 to 39 years old
	6
	Corporate image
	



	40 to 49 years old
	28
	Acquaintance recommendation
	



	50 to 59 years old
	89
	Excellent product
	



	Above 60
	28
	
	



	Working Experience (Current Workplace)
	
	Transaction Period with the Salesperson
	



	1 year to less than 3 years
	6
	Less than 1 year
	9



	3 years to less than 5 years
	32
	1 year to less than 2 years
	12



	5 years to less than 7 years
	85
	2 years to less than 3 years
	14



	Above 7 years
	28
	3 years to less than 4 years
	18



	Working Position (Rank)
	
	4 years to less than 5 years
	7



	Junior/Senior
	39
	5 years to less than 6 years
	7



	Master
	81
	6 years to less than 7 years
	12



	Chief Master
	31
	7 years or more
	72



	Education
	
	
	



	High school
	26
	
	



	University
	38
	
	



	Graduate School
	39
	
	










 





Table 2. Measurement items.
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Construct (Researchers)

	
Measurement Items

	
Survey Target






	
Salesforce Management Capabilities

(Paolo et al., 2016; Homburg & Jensen, 2007)

	
Customer Targeting

	
Salesperson




	
   Segmenting customers




	
   Targeting customers in the right way.




	
   Selecting the appropriate selling model for each customer.




	
Talent Management




	
   Attracting the best sales talent.




	
   Quickly turning new recruits into effective salespersons.




	
   Keeping the best salespeople.




	
Salesforce Structuring




	
   Determining the right size of the salesforce.




	
   Organizing the sales force




	
Personal Selling Capabilities

(Paolo et al., 2016)

	
Account Management

	
Salesperson




	
   Building customer relationships.




	
   Maintaining customer relationships.




	
Salesmanship




	
   Cross/up-selling customers




	
   Delivering the right sales message.




	
   Closing sales.




	
Individual Sales Capability

(Spencer & Spencer, 1993)

	
Expertise

	
Salesperson




	
   Overall knowledge related to sales.




	
   Expert knowledge about cosmetics.




	
Relationship Building




	
   Maintaining close relationships with business-related people.




	
   Forming and utilize human networks.




	
Analytic Thinking




	
   Active interest in the customer’s needs




	
   Capability to accurately ask and answer customers.




	
Learning




	
   Regular feedback from customers, colleagues, and managers




	
   Continuing learning about work results to compensate for deficiency.




	
Problem Solving




	
   Discovering customer’s hidden needs and satisfied.




	
   Customer follow-up management.




	
Organizational Recognization




	
   Grasping the strategy and direction of the sales organization.




	
   Understanding the financial principles of the sales organization




	
Selling-Oriented Behaviour

(Saxe & Weitz, 1982)

	
   This salesperson induces me to buy it even if I am not sure if it is the right product for me.

	
Customer




	
   He/she tries to sell as much as possible rather than satisfying me.




	
   He/she sometimes pretends to agree to satisfy my mood.




	
   He/she sometimes exaggerates when introducing products.




	
   He/she explains the product first before he/she understands my




	
   Requirement.




	
   He/she recommends products that can persuade customers rather than products that can satisfy customers in the long run.




	
Customer-Oriented Behaviour

(Saxe & Weitz, 1982)

	
   This salesperson strives to deliver the actual and accurate benefits of the product.

	
Customer




	
   He/she tries to make an impact through information delivery rather




	
   than persuading customers




	
   He/she tries to provide suitable products for customers.




	
   He/she accurately answers customer’s questions about the product.




	
   He/she always tries to suggest the best product for customer problems.




	
   He/she strives to identify the customer’s greatest interests.




	
   He/she agrees with customers so they can make better decisions.




	
Customer Satisfaction

(Cronin et al., 2000)

	
   I like the service provided by the salesperson.

	
Customer




	
   I value him/her positively.




	
   I prefer to purchase the products he/she introduces.




	
   I am satisfied with the products and services he/she provides.




	
   I will continue to purchase the products and services provided by the salesperson next time




	
Sales Performance

(Schuster et al., 1997)

	
   Average of sales performance for the last three months of individual salespersons (computerized data)

	
Sales Organization




	
Relationship Length

	
   Transaction period with the salesperson

	
Customer











 





Table 3. Results of confirmatory factor analysis and Cronbach’s alpha test.
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Item

	
Construct

	
St. Estimate

	
S.E.

	
C.R.

	
AVE

	
CR

	
Cronbach’s α






	
2nd Order

	
Sales Force Structuring

	
Sales Force Management Capability

	
0.909

	

	

	
0.677

	
0.929

	
0.841




	
Customer Targeting

	
0.887

	
0.106

	
10.062




	
Talent Management

	
0.648

	
0.1

	
7.665




	
Salesmanship

	
Personal Selling Capability

	
1.014

	

	

	
0.880

	
0.968

	
0.921




	
Account Management

	
0.856

	
0.078

	
11.509




	
Expertise

	
Individual Sales Capabilities

	
0.587

	

	

	
0.659

	
0.973

	
0.903




	
Relationship Building

	
0.878

	
0.146

	
7.933




	
Analytic Thinking

	
0.734

	
0.162

	
6.884




	
Learning

	
0.947

	
0.192

	
7.431




	
Problem Solving

	
0.835

	
0.16

	
6.716




	
Organizational Recognization

	
0.841

	
0.181

	
7.464




	
SFS1

	
Sales Force Structuring

	
0.792

	

	

	
0.672

	
0.868

	
0.744




	
SFS2

	
0.847

	
0.081

	
12.373




	
CT1

	
Customer Targeting

	
0.88

	

	

	
0.711

	
0.921

	
0.834




	
CT2

	
0.864

	
0.056

	
17.075




	
CT3

	
0.783

	
0.061

	
14.598




	
TM1

	
Talent Management

	
0.829

	

	

	
0.720

	
0.929

	
0.826




	
TM2

	
0.893

	
0.062

	
15.459




	
TM3

	
0.823

	
0.06

	
14.254




	
Salesmanship1

	
Salesmanship

	
0.898

	

	

	
0.753

	
0.943

	
0.913




	
Salesmanship2

	
0.912

	
0.05

	
19.502




	
Salesmanship3

	
0.788

	
0.06

	
15.599




	
AM1

	
Account Management

	
0.885

	

	

	
0.763

	
0.917

	
0.884




	
AM2

	
0.863

	
0.06

	
15.642




	
SO1

	
SO

	
0.797

	

	

	
0.698

	
0.953

	
0.898




	
SO2

	
0.802

	
0.055

	
17.212




	
SO3

	
0.879

	
0.063

	
14.919




	
SO4

	
0.861

	
0.07

	
14.58




	
SO5

	
0.836

	
0.074

	
14.09




	
CS1

	
Customer Satisfaction

	
0.474

	

	

	
0.565

	
0.888

	
0.815




	
CS2

	
0.711

	
0.244

	
6.838




	
CS3

	
0.905

	
0.304

	
7.363




	
CS4

	
0.844

	
0.275

	
7.235




	
CO1

	
CO

	
0.811

	

	

	
0.679

	
0.952

	
0.915




	
CO2

	
0.85

	
0.061

	
14.588




	
CO3

	
0.825

	
0.064

	
14.588




	
CO4

	
0.837

	
0.066

	
14.615




	
CO5

	
0.797

	
0.071

	
13.496




	
EX1

	
Expertise

	
0.913

	

	

	
0.755

	
0.930

	
0.859




	
EX2

	
0.823

	
0.082

	
11.066




	
RB1

	
Relationship Building

	
0.688

	

	

	
0.505

	
0.812

	
0.753




	
RB2

	
0.732

	
0.109

	
9.421




	
AT1

	
Analytic Thinking

	
0.818

	

	

	
0.695

	
0.908

	
0.823




	
AT2

	
0.849

	
0.082

	
12.829




	
LC1

	
Learning

	
0.740

	

	

	
0.520

	
0.807

	
0.766




	
LC2

	
0.701

	
0.090

	
9.932




	
PS1

	
Problem Solving

	
0.691

	

	

	
0.563

	
0.843

	
0.782




	
PS2

	
0.805

	
0.121

	
10.065




	
OR1

	
Organizational Recognization

	
0.824

	

	

	
0.633

	
0.874

	
0.771




	
OR2

	
0.766

	
0.076

	
12.072











 





Table 4. Result of hypotheses test.
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H

	
Path

	
St. Estimate

	
S.E.

	
z-Value

	
Δ χ2

	
Results






	
H1

	
Sales Force Management Capabilities

→Individual sales capabilities

	
0.293 **

	
0.060

	
3.141

	
-

	
Supported




	
H2

	
Personal Selling Capabilities

→Individual sales capabilities

	
0.419 **

	
0.053

	
4.424

	
-

	
Supported




	
H3

	
Individual Sales Capabilities

→Selling-oriented Behaviour

	
0.492 **

	
0.154

	
5.543

	
9.080

	
Supported




	
Individual Sales Capabilities

→Customer-oriented Behaviour

	
0.775 **

	
0.193

	
7.020




	
H4

	
Selling-oriented Behaviour

→Customer Satisfaction

	
−0.045

	
0.037

	
−0.655

	
26.596

	
Partially Supported




	
Customer-oriented Behaviour

→Customer Satisfaction

	
0.569 **

	
0.058

	
5.179




	
H5

	
Customer-oriented Behaviour

→Sales Performance

	
0.234 **

	
0.071

	
3.212

	
0.041

	
Partially Supported




	
Selling-oriented Behaviour

→Sales Performance

	
0.256 **

	
0.073

	
3.469








Model fit: x * = 1167.76, df = 686, x */df = 1.702, RMR = 0.037, GFI = 0.809, IFI = 0.923, TLI = 0.911. CFI = 0.922; ** p < 0.01; * p < 0.05.













 





Table 5. Results of moderating effect.
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H

	
Path

	
Low Group

	
High Group

	
△χ2 Difference

	
Result




	
st. Estimate

	
t-Value

	
st. Estimate

	
t-Value






	
H6a

	
Selling-oriented Behaviour

→Customer Satisfaction

	
0.449

	
3.954

	
0.128

	
1.332

	
1.641

	
Not Supported




	
H6b

	
Customer-oriented Behaviour

→Customer Satisfaction

	
−0.160

	
−1.525

	
0.317

	
3.249

	
10.291

	
Supported
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