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Abstract

Purpose - Previous research has shown that a very high level and a very low level of job scope can both be more stressful
than intermediate levels of job scope. This study investigates the potential positive and negative effects of the number of
accounts handled by sales personnel. The primary objective of this paper is to examine how the number of accounts
salespeople handle affects their stress and performance.

Research design, data, and methodology - This research conducted the data collection using a survey of salespeople in the
pharmaceutical industry. | sent the survey to 420 salespeople, and received 318 usable responses. To assess measurement
reliability and validity, | ran an exploratory and confirmatory factor analysis. | also employed structural equation modeling
(SEM) to test all hypothesized effects in AMOS and also measured the interaction variable using Ping’s (1996) approach.
Results - These results show that there are linear and non-linear effects of the number of accounts handled by the
salesperson on both role ambiguity and role conflict. First, the number of accounts handled by a salesperson is positively
related to role ambiguity and role conflict. Second, the effect of the number of accounts handled on role ambiguity and role
conflict decreases as the number of accounts handled by the salesperson increases. Third, as accounts increase from a low
level, role stress increases; when the number of accounts reaches an optimal level, role stress decreases; and when the
number of accounts increases to a high level, it can be detrimental to the salesperson's role stress. Fourth, while product
complexity is positively related to role ambiguity, brand strength is negatively related to both role ambiguity and role conflict.
Fifth, the greater the brand strength, the weaker the relationship will be between the number of accounts handled and
salesperson role ambiguity. Finally, role ambiguity is positively related to salesperson performance.

Conclusion - Too much and too little accounts increase the role ambiguity and role conflict of salespersons. Managers
should identify the complex effect of the number of accounts handled by salespeople. Also, when products are complex,
managers should provide training to eliminate any complex processes and complex information. These results suggest ways
to decrease salespersons’ role stress by ensuring an optimal level of the number of accounts and brand strength.
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1. M 2 gk O|& ZOo|CHPalmatier, 2008). z2{L| BCHO| o|AE
CHE AT EX UCL HF HRQl 72 Qldl| ERIo)| Cish

Z2X] AR Helof Cst CHst AFS0| O|FO{XMLCH 0| 7S %7 LHFrench & Caplan, 1973), HAIH-AL2|H Q7
M X2 HQJ} Z=Usto| et 2XEQ £MHE CHE o 7t B850 =01X|7| 20 (Schaubroeck & Ganster, 1993)
£ ohEH, X8 Helot AEYAE BHE MABAE 74K O|2 Qle AtEIE2 AEYAE Ao} K5 Efelat Chefst
M(Jackson & Schuler, 1985), ZtA| L{H|o| Z7tot Zto| Z& H2AEOR Qlgl QIZtHA SE-d(people complexity)0| F7t
HRA7t =2 +=F0M= SAHRE0| 0o Chst 2 7tsot SHHM AIME2 AEYAE dEg == Ch 0l LE0 X2
HEIF HOiX|D o @2 T 7(3|of M2 Ctst xtels & Heet AEYH AL HIMHE TAHE HAlsH AFEE UCt
Hsh 2= 97| 20| YUMIE QEIN|F|= Q01=0 2HA (French, Caplan, & Van Harison, 1982; Johnson & Sohi,

2014). %29 ATE AHmEMH, Johnson and Sohi (2014)=

YYALREO0| HESHs HMBatele (et Yol Hldd
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2tele] =& NAIStD QUCH

2 %7 HUADAFEM 0 YRS HFHZ
M OS0| HE|SHE MMl HHIE A0St UACE FHARR
=0| O B2 AHHME #2lsts 40| =7 AHANM So| E
X =2 Ho| FX|of Cfst E=4dol EXYS7| HEo =&
KON RSO CHet M-S Hej™ =9 A-E2 N
A7t ssfiof g M2 HORUCE [HatA HEfK el L{H|of
2 YAH HLSOEN 98 AEYHAE FMAlStD 10 M2
dgdate| AutE HoF0X; otk

2 g7l 2X2 FYUAR0 sl 22|El= Hehx 2l HH|
7b 259 98 AER|AL FAMDto] ofHDt IS O|EX|
O 25t =ARSH=O| QUCE 2 ST= AH2iNel HH|IZ7E 23
H =22 BEE E 7INCEFEEX[0f Cfs =ALSEH| f/5t0]
IUARE0| HE[Sts M e A59| Idg AER A
of MY I HIMYHAHE ZAlSHE DX} SHCE EDE 023
g AER AT dYdato] FEE = = UCEE AT AE
glAot M| AL n2{siE X} SiCt

2 g3= C3nt 22 U0 7|ostn QAo AW, =2
A= d& 0|20 7|x3sl0(Kahn, Wolfe, Quinn, Snoek, &
Rosenthal, 1964) ZAIRISC| 9 DMt 9t 450
g2 O/X|l= HEEM 72Nl HHIE Astn Uk O &
oF dStAER A FY¥E O/X|= HE2 CHISHA Holxl
O12tX|2H HfFSHEolMel HafA HH(e| 2t2[of CHt =
24 9 ASIAEZ AL HAE CIE ATs AIHEIX| AU
Ch =W, & A7 AKNel HHIE M 71X +=F22 L%
0f, 9dgt AEZ ALl HIMYE AHE ZARMCH=Ol 2|7t 7t
ZICE O A& Helet 28X "tg I Mt 7hof F&2l UK}
d HIMHZAO| CHsl =2lx[of $EH =zt 0| E(Champoux,
1980, 1992; Gardner, 1986)2 CiA|lE X SHSICI= SHHO|
M O|2H 29| HE = UL =t FYALRAO| EE[St= A
Mol qH|| =Fof M2t dgt AEYHAE Ayt =7t
ASIE|ALE ZSHEICEMN O] Aol TH2 =AY ZHO|A
HEH gotof] 38X AlHX| Zat2 &2-8F Zi0|Ch Opx|gt
o=, 7|F Aol FYUALRIS] o) CHet o] dAgt 7|
0ol g2 O/Xls Q242K NES Ex&dat 2ME AW
Olgtes MEo| EME HA|SHYRtCHJohnson & Sohi, 2014;
Homburg, Muller, & Klarmann, 2011). 0|0f Ct2f HzHXA LHH|
ol ME gt AEZ A9l RN HEFQ| STHL EHE
Aol ozt dgtE & = AEX|0| Cisi EAE O|FY
ZICHs "ojM A7l 7|0 E HE &= ULk

2 gd79| 2 O3t ZL0h M2FoAME I-dato =
ot MATEN dAEYH A O3t 2HES HLEDT X3
oM AF2Ynt J0 ME o7 M-S MAISOX}; ShC
[4Z0ME ATHHE dYstd W AEld 3 EMEY
=80 7td A4Fe| Z1tE EOo{Faxt St OX|YHe 2 H| 5
HOME 2 Sl 29, AAE, d2|1 3HAE W = o
TS =25t nX} B}

[o)

Lo A

=

Churchill, and Ford(1977)2| ¥t MIAHQQOIREHS A|XZ
&}04, Churchill, Ford, Steven, and Walker(1985)= &1}
o FakllS CH32| 67HX|2 2/5I0] HEtEM S =35I
Cf Amf, a0 g2 0K golez Adgt X|Zto| U
O o3t X|22 2 DL of$t ofE3t J|CiLt R 7E X
2t5l= ZHdo 2 Ho|=ICWalker et al., 1977). Singh, Goolsby,
and Rhoads(1994)= <t X|Zt2 IA Y 2N, dsh 2z
S, JB|1 95k nHEskel M| JHX| AHASE LEF0] EQoMH,
Maslach, Schaufeli, and Leiter(2001) AZXS JAEH A
of sfLfe] KSR AL 7|Z0| B2 GPS0| o 2
TE, 9 45, 9 npEsL dzjn ATE FYMa) 2ol
RUE 7INCEEE BHeE AJ|stn QICHBehrman & Perreault,
1984; Brown & Peterson, 1993; Singh et al., 1994).

=N, LHoto FEE 0K KL= EHEE HAISHY
Ct. McAdams(1995)= EHE= S MHTFA 7|, JH019] &AAL O
21 HYMHdeoz 223, Vinchur, Schippmann, Switzer,
and Roth(1998)2 OIX|X Ef== IEHA|F{ 47K XFSI0jA EX
=5 Fosioict. 4YN SM2 BHEIS, YN,
HIMOZ RHE FX| %2 QI7to] JZAQAL| CHst 7|EH
SHoR Holsct JOlo| BALE AZH B, EE JHelo]
fot ZHEX|O(A Ofsligt o= RUCE = LRHIEA J2l
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Im, FPMute FEE2 0Kl 2102 AZ =F2 H|
AISHRICE Churchillet 10| S2E5(1985)2 AZ! =& A
OJAIR fHof AZap AHAE fof AZ2 2JsHRCh O[AIA
EHOj AZ2 CHQIEHA A, iz, MEX X|Aoz FEE|
= HtE, AHAE fof AZ2 AYARRIS| AZkut zHEE 19|
X|Alo| I4H|et Zolo] =FE ECh 3 Rentz, Shepherd,
Tashchian, Dabholkar, and Ladd(2002)2 7|Z2| O|A|™-7{A|
A mofjAZol| Cist otel HFE MEA doSiRich 152
Me Hifss & JgAte M3 £2FS X3 =2
AJ45H0, MEnH MH|A0 CHet MEX XAl DHZXsHE
of BAE HOjREX|AMZ 2P D2{5to] mojAZo| ™
FE AIWSIRICE

dimy, e e OjXl= 2SR F7|20E XAl
SIQICE S7[820= SYALRHO| RHilo| 2ot BAEN 0|
L} &5 Ho|10XSt= A0 ME 3ol YL E TS}
(Walker et al., 1977). £7|0| Kanfer(1990)2 &7|820& ZQ
-S|k, QIX|E MEe, Xtob7H| AH|QIX|(metacognition)2
HZESI5I A K| B, Verbeke, Dietz, and Verwaal(2011)= YA}
HE0| 7|t nAMS AZGSte FEH JHQALEM QlAlg]
7| 2o SrX|gES Zatsto{of siCtn FHSIAC
JE€ Kanfer(1990)2] REIOM ZR-F7|-7tK|= EfZL0l0]
EotD|l, A7|Eet FYdael HAE CHE J|1EUTES
HEE 2HE ot0] ER-S7|-7HK|QF Xtotrx| AL QIX| CHAI
of PE=YS =St ot HFES AJ4SHo{oF sictn A
FStRUCH

CHm, Fdntol Feke OKl= Qo= JHeIN EME =
2= QICL Walker et al.(1977)= E{fE, A, 7|&& o|0] CIE |
0| £517| WE0f QTS HEN £, 4™, o 7IFAE, 20|
IAERQ BHAEE M7 |E HEERM 1A Ede HHSIYICE
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AN QOl2 R|A|SIYCE Jaworski(1988)2 OFA|El & 0j|Af
R 2ol CHof HAIR 2t 285 o, d2|0 e
gtdoz JHELSIRCE AAE SE2 ARlH, FAH, Y
H, 4N, d2|n 7|eXel Ao, REE 42 7|t
AFHoR Afsts SSYALL n20[0, LHEHN tEe ¢

T 2gE 75tk =YY EYs0 7RE MY A S

=0| 7|ge X =tAED ofLj2t WEH ZHHe| 58S
LS| LCHChurchill et al., 1985).

2.2. 9%t 0|21} dat AEY A

= —

A20|E(role theory)2 I oF ZALOIM X[QIE 7
TE JEYU0| Y Aoz JliiEle WEEOIL BEES
CHESH= AYARRC| %9t BHHAEICE Of O|20] E2H Y
A2 B2 K bounday-spanner) 2A] AHI0] &3t Z (0]
olsff Agt AEAE FYIICtn JHEStL RUCKBehrman &
Perreault, 1984; Singh, 1993, 1998). JYAIRIQ| St HMEL
= HEL HE = WEHo 7ISAE 7K A= L AL
a4 ag(n HYSE} 22 ARl Y- HAXEAM, I
YARO| g2 AYARAOA TEE 2S9| HEIELQ|
7|CHLt QFt, SEFS SollA ™Ho| E=ICHWalker et al., 1977).
JdafM ogt oES2| 7|ttt 270 st YAMEES| X|
22 PAOMe] SHALRIO Riilel ol CHof FHolstALt
ZRE A= Ao AEo| ATk I X[Ze| M| JHX|
TdE2E 31t ZCKSingh, 1998). AW, 9 22 &
HTPGR0| Ao HRE FSt= IFFOIA RAO|AH FOT
O|RL} Mol msIsIA QIAISHK| &8t (Walker, Churchill, &
Ford, 1975), SR E UM = 57| 2ot ExXel HE
b B =24 o gdsts Aol it 2E"deR
HO|EICKRizzo, House, & Lirtxman, 1970). =X MLl Xt
ol ZZof| aet EfRIo| JICi7t EACIX| 2HESD
HE sFAI717] gt 00| HHg HESHAH X R5HAL
XpAIO| =EStNASH Fatt daprt 23ee I 9
0| 2HHSICHBehrman & Perreault, 1984). W, g4 s2
A RAX; 2to| UX|=|ALE AEE = Sl= dgeTL 2e
=l dsty|Chof M2 ASIAAZE Ho|=EICHRizzo et al., 1970;
Walker et al., 1975). O|&HQl dgt NIEL{E0| @75t= &
9| Efe ZYTHASOA SEY = Sl SHE QAL
O REFYRE dHUSS B = AULL Am, =FFH
0| Xpplel REE £3Sl7| 2ot S7|L SO HB =%
O] A=A Q6= MAUO|L} HRTF DHSSHLtn QIANE [
At otrt LBICKSingh, 1998). Agutsts LIEH-Q
20l AR stAD AHE QA4S0 Qs JEye2 e £k
Q!X|3HJones, Chonko, Rangarajan, & Roberts, 2007), &2l
HAA FOZ! ALt 2S0| ntEE e WS | St
(Olive & Anderson, 1994). 7|&0| 2 =2 Aoy,
oSS, AHTRESF FAUET At 2o YL O/X
o 23Moz ZJtE OFOTE WMAIZICHD HOIFQICH
(Behrman & Perreault, 1984; Brown & Peterson, 1993; Singh,
Verbeke, & Rhoads, 1996; Jones et al., 2007).
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23. &yt o]

25t &g JHRICD 7H"stn QICHLindsley, 1951). O] O]
20, M@ X3H7} 400 YH BESFES Hof
Yo} +ES WHAIZ goic X3 Py
A2 NBAEYAS | WEO, Ol2f3 A=~ Qol
o ¥ # U= MY F7 EUZ FHSHK| YRS fof 3
S ZEN WEHMe Ml Jjdse OE
St 5 Qi OZ0[Ch 1 B NP AEAE 20|
20| H8Y 4 Yt Ao, FHI0|ZAN D AsYA
O| 471X| 8 HEE Ct21} ZCHBeehr & Newman, 1978;
Newman & Beehr, 1979; Schuler, 1981). XW|, Z&2 AEZ|
Az Jfele] LE+FOIM SojLt o|O| Ase M3t =F
2 FYUStE XFHE Qs HdsiCh =X, HEYE2 -
Hol gl dEA asdES daA7|n, S&E B7HAZICL
MR, CHYTEES 4019 YE+FEON HMat =Fo=2 F
TEFE ofist JY¥E2 2-GHe= WSESOIL ZEE B
THol AFBE[ALE, Z2 HRAEYH A RUE 2etA|7|l= ©
2FEOICt YR, HFAEAE L= JHelof mE DIZMol
Xlolz 7Hele| S=of Cipt Tlztdol Koot #A|7F QUCk
7|&L H2 TS0 AE H"Ht AEFA Zto| F T
UXtd ZAE =ASH7| 3 2d30|2E HEAIALC
(French, Caplan, & Van Harrison, 1982; Gardner, 1986). 1
So| Gi0| W2B, ZYPYUSS NPHTL HEYSEO|
g MELH WLL S2 &2 $F0| 92 B 2 X2}
XILEXIA S&SHHLE XILEK|A| 7HEE 420 o 2 AEf A
£ 45t Elctn sjMsta QUL

Hon

3.1. g%
= g7= YAl HESte AN of HHAEY A,
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Figure 1: Research Model
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3.2. HelN £=2F 9 AEHA

Hejste 7Heix 7t BorE~2 nZMo| 7|tz 4ol B
QIX| HetstA 7| ©ELE nNAMEOICH {sk= HE, 7H4,
S{EH0| Ct Ct27| MEO FUARES LT T HefXof
mzh o| XY =eHof| QICE AHE{X7t HH[Z7F HoM FY 7|3
Al CIOFSH XIS shEEt 2 QIX|2HPalmatier, 2008),
St MATEgo=z QI8 JHIHQI0AH YT IHKIE STt
o CHst eIt BF510], DZ0|A HES 2 K|
A=X[of CHe =HAE o= QICt EE3+ mof Moz
SHQI Aok MHAAZICtD EX|2te CHE oA O H
O LA HEEX| RS =& QUCt [2kA He2iK| 2=
2 +Z0ME 9E 25 M0| dhdE 5= QUL
olet Eal, H2l™ =7t MY =FoM= 3¢ & =Y
HXtet Ants e X0Otch CHEX|SH O S0to| &1t ZH2
ENZ XA 7|CcHEl Sgto] HR Ll XpAS] 0T {X|of
M Zaest §EE metgt 4= QUCHEpple, Argote, & Devadas,
1991). 3 CHATH 7|E AHHIE Sof g 7|HE ofidis
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X 7t MY =F0ME 9 2540| E0E = UCL
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(Anderson & Dekker, 2005). 10f 2t AN =7t S7t5HH
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J1E2 M-S 4= U2 Zo|CHPalmatier, 2008). YHAFRIO|
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no| JIHE SHEAZ = e FHQ| #otg =MLY of
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g J|CHof et HF=3O| ojH HF0| OF7|E £ ULt O
2ot SSEEES AAAF|7] QT L-He=EMN, JUAMRAE
DHSH HESHOILE MBS =& HdFES I &I
gEe = Ue At 3ol st MEAQ XA E
£HMoz Zt3E0{0f SHCHMcQuiston, 1989).

HEQl s8de o moMut At Z30]| Chst A2y
+o| BIE RHFSle e & A2E odstct HEO|
ST I SYMASS ME0| CHer 2t ofshet THofAH =
O] @7&X|2 HefAe| =7 F7I5tH nefsiorsts EMA
ol 2XE = B7fet7| R0 MEQ Efde 9 2%
dab gt 23S0 ohigt AHehA =2 Fol gitE FUMAE A
oz HQCH.

H: FZo| 234e gEmsNo Mol ¥%e 0jE %o|

HE okEg HAAF|7] Qet Q| =32 AT
=0 B3 olgistHA= 7|21E 7HRCEMN A|ZHEICHGapp
& Merrilees, 2006). HZHE ZAMWH2 IO ZHS HK|E
TEASOA QAMAIZ|, =ES Al Z[Cie| =35 7S
o £ Qe OIX|E ZtA SHCHDukerich, Golden, & Shortell,
2002). 12 Qlsff EHE AM0| 4o 42, =F FHH2
Xpplol o|f, @b JzZ|a Mo CHs FERohA olalgr =
AL, HFE =AHo| AN XMOA Z|CHSl= Ao FACIXKIE
eS| oefgt 4= QAL

o JYUARSO| Oieh 1249] 7|th= HME Z-HO|
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(Jaramillo, Mulki, & Solomon, 2006; Rizzo et al., 1970; Singh
et al., 1996). #0t ofL|2}, AgEAXIe| A7|CHo| =S3IX|
o AYALRS0| gerHARLe| 7IHHE BFAIZ17]
ot HHHO| Citt EHN8E TIHZCEN dEds2 9
DSME ZIMA|Z|2(Behrman & Perreault, 1984; Hartline &
Ferreell, 1996; Miao & Evans, 2007) O|= Z= F&1to|
g2 O|XICH= AFLS0| RIS T|O{ZCHSingh, 1998). X3
THASOA 27t 7|C7F RHlQ| 7HK(QF YUX|SHK] 24A
Lt 259l ofLt ®Mo| S M, =% A4AS2 St
FE n HuE gdsty| st F=ItEQl =HE S0X|
Qt=CHBettencourt & Brown, 2003).
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z317| QI8ll, ofzfe| Table 1.1 ZHO|
HefH 2, AERsd, APUS,
=X

4S, MEQ SEd, e FHY
8, J2|n IPMue| ZFHIES MHATLOA XH83H0] At
SoIFCE A, Hefd = FYALNOl o B He #e|stn
e HefH(¢=) =2 ™O|slH, Johnson and Sohi(2014)2|
HEEEEZ X851y I HEHACR ZHFSIRACL =M,
A AEAE Y Znd, 9 4S9 F 7HK| A=
oI5, Rizzo et al.(1970)°] MEETS X230 = 107
o g 5/ =R EHIIRLE BE SHYE2 2AHE
TH NME2 ZPL|QCH1=T3 O™X| QCt 7=01< ELO)H.
AR, M2l ST/ McQuiston(1989)2| dEE&2 AHES|
o 2HE 78 M2 ZPLIQJACHI=T5 K| UL}, 7=04
L O=™Ch. Yimy, 230 H™M 22 Homburg et al. (2011)0f A
A8 dEEE0| 7|XSty F 3He dFeE ZHEUCL

SE 3FYSL 2AE 7R HER ZYHACKI=HY 1%

X| QT 7=04 J1ZCH. O(X|2o2, YAt Sohi, Smith,
and Ford(1996)0| ME2et2 A3l 2|7{E 78 M2 32
a2 SHSIUCHI=RS] 1| Glrt, 7=042 JECH,

Table 1: Measurement items

Constructs Measure items References

® The number of customers
Number of accounts  (accounts) a salesperson calls Johnson &
P Sohi (2014)

on

Our products and services are
high in need of explanation.
Our products and services are
hard to evaluate without expertise.
® Our products and services
require a high amount of
expertise.

Our products and services
require the participation of
further experts in the buying
decision.

Product
complexity

McQuiston
(1989)

How do you evaluate the
strength of your product and
service brands compared to
competition

® with regard to awareness

® with regard to emotionality

® with regard to quality signals

Brand
strength

Homburg et
al. (2011)

® | am certain about how much
authority | have in my selling
position. (R)

I know what my
responsibilities are. (R)

m | know exactly what is
expected of me. (R)

My goals and objectives have
been clearly defined. (R)

® | am certain how frequently |

Role should call on my customers. (R)
stressor

Rizzo et al,
(1970)

Role
ambiguity

I work under incompatible
policies and guidelines.

| receive incompatible requests

from two or more people.
Role ® | have to work under vague |Rizzo et al,

conflict directives and orders. (1970)

| have to do things that

should be done differently.
| have to work on
unnecessary things.

During the last year, how did you
perform relative to your

Salesperson objectives on the following? Srﬁﬁ:" &
performance m Sales Ford (1’996)
m Profitability
® Market share
43. ol M|y 9 EfgY HE
2 gl JHEE ZES| fleiM HFRAS HAISIICE
7HEEB0| §XM, SPSSt AMOSE &&310] 2 H==0f L3t
FEEE0| MEY W Bt dES HAISHUCEH D ofzf2
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= TN ARBElE BS9| dJEEAZ

Ml Bt A5 4= O3 2ok}, SEEES
Aot Az QA HEEIEX 2Rl5t7| {510 Cronbach’s
O|83ICt. 1 ZAuf, Table 2.01A HMAlSt= B2t
= H£=9| Cronbach’s alpha Zf0| 0.7 O|A&tS A58t
O=Z LIEfEO ZM(Nunnally, 1978) £ HJ0|A ALESH
MEEO| 7|ES BFSHL e ARE 2 = ULt
SolM QQI2AM ZAntof| 7|Xste ZFE= HBENA,
THHEIEHE 2M&S AAISHSICE Fornell and Larcker(1981)2|
SI0f 2k, AVEZLO| 0.50|4, 23t AMZ|E 0| 0.7 O|A0|
H TSEMYMO| Ut WEHEICE 2 g7l HSEEE 24
Zof, of2iel Table 3.2t &0| Zt EtEdel 7|Fo| w2t Es
EEtMO| ===E 0I5t S+ Fornell and Larcker
(1981)Q] A= ZE FXfHs0| AVEZIO| AZHEA AH$=9|
Nad 2420 2 39 TEErEMO| AT MAISHICE o2t
M ofz{e| Table 3.0M HA|SH= HIQF 20| EE AVEZLO|
CHE BS0fo| S3aA AHl==o| Nad at=Ch 3A LtER:
ooz mHEEIEY0| BFEE € £+ ULk

Ox|2ro=z MERNQI =HoIX QOoINete 1), Mates Yot
2oz TEH=EICK2? (df)=309.6(171), incremental fit index(IFl)=
946, Tucker-Lewis index(TLI)=.933, and Comparative fit
index(CF1)=.945).

Table 2: Correlations and descriptive statistics

NUACC| PRC | BRS | RA RC | PERF
NUACC -
PRC -.165* -
BRS -016 |.365"| -
RA -050 | .104 | -.056 -
RC .025 |-.274**|-.343**| -.018 -
PERF -.186** | .086 | .109 | .136* |-.157*| -
# of items 1 4 3 5 5 3
Mean 83.07 | 497 | 515 | 460 | 2.58 | 4.85
Standard deviation | 32.81 | 1.20 | 1.25 | 113 | 95 | 1.51
Coefficient alpha - .857 | .845 | .835 | .828 | 934

Note: N NUACC Number of accounts; PRC Product complexity;
BRS Brand strength; RA Role ambiguity; RC Role conflict;
PERF Salesperson performance
*p<0.05, **p<0.01

Table 3: Convergent validity and discriminant validity

4.4, 7tE8H

2 A10| H1EH HIMEX|Q| AS2 AMOS 1229l 4
Z2A==0f CHet 2MS 0830 O|RO{FLL 2 7= AMOS
ZEEM0M ZfR: FYYES MBS0 7t H3B0| o|F
OfMct & Ao Faat 7hdol| st 22 Mt X|+=E &
Qlsile A, REo| Myzs= Lot Zi(+”(df)=354.17(203),
normed fit index (NFI)= .928, incremental fit index (IFl)=
.968, Tucker-Lewis index (TLI)= .960, and comparative fit
index(CFl)= .968)2 2 &CE|ACHBrowne & Cudeck, 1992).

7td 4% Zit= or2fe| Table 4.9+ ZCh XA, H12 &
YALRIO| EE5h= HelM = dEgzzdo] Hol JdeE 0|
A Aoz oFSALE. 24 A H1(y=3.62, p< .01)2 X|X|
CIACE =W, H2= SYALRIOl 2[5k AN =7t 37t
+2 AHISM0| Cfeh Ml o Zike ZAT o=
OI=SHACE M A H2(y=-6.51, p< .05)2 A|X|ERACt. A
W, H3Z FYUALRIO| &2|St= AN = AEZEH Fo
qBFS O/ ZOE 0|ZBIUCh B4 ZIL H3(y=5.03, p<
012 XIXISIQCH SR, HA= AAARRI0| B2sH= HahH
F7t S7tEE AL2S0l| oot Al o rils dag
A2 OF35IACE =4 Zuf, HA(y=-9.01, p< .01)2 X|X|g]
RACH CHAR, H52t HE2 HMZ2| =Td0| dedZzd E=
ggt 230 Fo| g2 0|E ALz (=AM, Ho= y=
0.17, p< .05)2 X|X|ZIRAX|2, HEES XIX|=|X| BIRACE O 43,
H8et H92 HUME AWE0| Jetdsy ke I ZS0| 2o
Yk 0| ZoZ 0o|=stU M, HE(y=-0.17, p< .05)1F HI(y
=0.23, p< .01)2 25 X[X|Z[RUCE OFX|2te =z, H11aQt H11b
= dgRzd E£= A9y 280 Mol £o| s 0jE
202 O|Z3IUOM, Hilas XIXEX| UAX[DL HITb(y
=-0.14, p< .05) X|X|Z|RUC}.

Table 4: Standardized structural model path coefficients (main
effect)

Role Role [Salesperson
ambiguity | conflict |performance
Independent variable
Number qf accounts(NUACC) 3.627* 5036
(linear effect)
NUACC *NUACC 6514* | -9.013*

(Non-linear quadratic effect)
NUACC *NUACC *NUACC
(Non-linear cubic effect)
Moderator direct effects

2.979* 4.082*

RC .0006 | .0750 | .1176 | .0003 -

PERF | .0345 | .0073 .0118 .0184 .0246 -
AVE - .615 .647 519 .531 .830
CR - .755 727 .716 770 .851

Note: NUACC Number of accounts; PRC Product complexity; BRS
Brand strength; RA Role ambiguity; RC Role conflict; PERF
Salesperson performance
*p<0.05, **p<0.01

NUACC| PRC | BRS | RA RC | PERF Product complexity (PRC) 7T -148
NUACC - Brand strength (BRS) -173* -.237*
PRC .0272 - Endogenous variables
BRS .0002 | .1332 - Role ambiguity .109
RA 0025 0108 0031 - Role conflict -.146*

Note: *p<0.05, **p<0.01
o AP ot oE A

HAUS FHO| NOX
0|83 261 HIYS S

& AN HE =Gt
A g HSSH7| /510 Ping

(1998)2] F=Hg4 2y = &3

Ct. Ping(1998)01lA HMSE S40f 7|=3t0], & A= =24

X A, Xt2ie 8o =

Fob = 40| O|ROMLE & 7ol d==uh 7Hof thet
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2 Mtz X+ golsie Za 2 Mutme(a(df)=
541.2(223), incremental fit index (IFI)=.902, Comparative fit
index (CFl1)=.900) ¥%3st Aoz TChz|QCt 7Hd AT Zut
= Of2flo| Table 5.2 ZCl XM, H7al H7b= H 9| =25
40| BoresE dgRsd 52 9 #80 ot ME =
ol 27t B7re Aoj2t OESHAX|RE, H7alb H7b=
D5 XX|E|X| LUCE =W, H10al H10b= E=HE A7
0] Z7/EtE dStg s AT} WS ZHE0|| St Hae 74xu31
o miuts Hag AolZtn 01|—| SIRAXIZE  2Z] H10a(y=
-0.16, p< .05)2+ X|X|&|RUCt.

Table 5: Standardized structural model path coefficients (interaction
effect)

Role Role [Salesperson
ambiguity | conflict| performance

Independent variable

Number of accounts(NUACC)
(linear effect)

NUACC *NUACC
(Non-linear quadratic effect)

NUACC *NUACC *NUACC
(Non-linear cubic effect)

Moderator direct effects
Product complexity (PRC) 159 -.072
Brand strength (BRS) -.195** |-.310**
Moderator interaction effect

-.031 -.190

-438* |- 775"

271 .801**

NUACC * PRC -.141 -.081

NUACC * BRC -.167* .100
Endogenous variables

Role ambiguity 123
Role conflict -.128*

Z) *p<0.05, **p<0.01

FMHeR, 7t HEEo| Myl HIMYARY, 3KEY)
o S mE Zib= Of2{of FA|E Figure 29t 7*'3} SYAr
0| #efot= AN =7t H2 #’._‘Oﬂﬁt dRsyat 9
2Z50| 2ol HEHE WLt FYPARRO| *FEIOP‘ 72l
o 7t Y+EMAM= °”'°*22“F'-f Ag#S0| FHEE UAt
YEE U= A= LIEHEL

o[t LfE0 FYARES| EHelots HeliH 7t HALL &2
TEUME AR dit JES0| FUD SK HEHE U=
A= LIEfRLE 2N 7t =2 sE0Ms SH8E AlZ,
7t8e 4= U= RO HIs) XILIX[AH Q&= Chefst 2
1 Yoz YRS *3”0P7| flet SEE 29| 7HX|1
A @O =2 4= Ch FYAR2 PRo 2U=RIE "*9*
ol.j-” O|)\IO|.x| Eol.():l O‘-Iol- EEA-Iol EA 'o;I- _J'\_ 9I|:|. I:I:o|. 7.|
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Figure 2: a-b account' s effects on role ambiguity and role conflict
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5. GITET EE U AIARY
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