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Abstract

Purpose - Our research started out with an assumption that a further study about the competency of B2B and B2C
salespeople is needed, and has thus focused on enhancing their abilities throughout various fields. It seems that the ability of
sales representatives has a positive influence on the image and revenue of the company. Since businesses find it apparent
that the role of salespeople will become significant in the future, our research aims to provide a foundation for future research
on exploring the necessary competencies for salespeople by conducting an in-depth interview as well as survey.

Research design, data, and methodology - The methods of our research can be broken down into four steps - an interview
on salespeople, eliciting salespeople’s potential competency, surveys, and analysis. First, our research team conducted
interviews on forty subjects. Second, we strived to elicit potential competency of salespeople based on data gained from
previous studies and in-depth interviews. And Third, we came up with our own survey templates. Last but not least, our
research team analyzed the results from the surveys to elicit necessary capabilities for the salespeople.

Results - The results of our research show a clear distinction between B2B and B2C salespeople on all categories that we
measured such as the character fithess, competence of emotion and sales marketing. As for B2B salespeople, the results
indicated openness(M: 3.8265) in character fitness, and self-motivation(M: 4.1887), group cognition(M: 3.8735), teamwork(M:
3.9956) in competence of emotion, and previous research(M: 3.8735), proposal of values(M: 4.3873), cooperation with other
team(M: 4.0441) in competence of sales marketing. The difference in capability required between B2B salespeople and B2C
salespeople was very pronounced.

Conclusions - For future studies, enhanced pool of subjects with various backgrounds is needed in order for our research to
reach a wide range of population. The results from our research are advised to be used for eliciting the competency
required by salespeople and for a practical application to further enhance their competency. Companies need continuous
efforts to develop the skills of salespeople based on competence analysis and research of sales representatives.
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<Table 1> The characteristic difference between B2B Market and B2C Market

Classification B2B Market B2C Market
Product Being sold at the business and used/consumed for . !
. Individual or Family
concept production
Footfall Relatively little/small Unspecified mass population(consumer)
Limited to certain industries Mostly widespread
Procurement | Participation of a group with various interests (customer A purchase made by a user of the product or a staff/an
behavior service center) authorized individual (an individual or a family)
Customer - Forming a.stron.g relationship - Breaking down a group into different components
. - RSM(Relationship Management) ) . )
relation . - Strengthening a relationship based on the brand royalty
- Spec-In Marketing
- A derived demand led by demand from B2C based on . . .
Demand : ) . " Focus on major function such as an increase and
L economic status, -Currency, financial condition, ) ) -
variation . A . decrease in the income, trend, change in lifestyle.
innovation of technology, and structure of production
Product A development achieved by innovation of technology, Relying on functions and characteristics of psychological
expansion of service,and customer's need trait
Distribution Relatively simple/uncomplicated (Direct/Simple Indirect) Complicated structure, diversity
Tran_sactlon record I - Generally standardized price
. A price based on the negotiation . )
Price : ) . - Inducing sales promotion
A change in price due to production-based cost and o )
Lk : - Application of sales price
technological innovation
. ) Emp_h asis on perso_ngl sgllmg . - Emphasis on advertisement/sales promotion
Promotion - Application for providing information about the product . o .
] 4 - A use for product differentiation and creation of profits
rather than making profits
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<Table 2> A distinction of B2B salespeople's type

ol FHO| WE AZko| XO|7F JHE AA| LtEHACED X|H
St QUCH B2B FYALRCS| R <Table 2>2f ZCHe.g.,
Avlonities & Panagopoulos, 2006; Johnston & Marshall,
2011).

Salespeople type Salespeople's role

Industry

Trade seller
or wholesalers

A salesperson that mostly sells final product to retailers

A manufacturing company that makes processed foods, a
manufacturing company that produces daily supplies, etc.

Technical seller . )
materials to a manufacturing company

A salesperson that mostly sells components or raw

Component manufacturer, raw material manufacturer, etc.

Missionary seller

promote its use

A salesperson that successfully manages to provide
information about products of his/her company and

Pharmaceutical company, Drinks industry
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<Table 3> A distinction of B2C salespeople's type

FHzuo] YA 00| HESHY MFZO|Lt MH|AE
Yote NS CjNOZ YUVSES St FYMAUCE, 3
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Salespeople type Salespeople's role

Industry

In store

salespeople communication with a customer

An act of introducing and selling products through one-to-one | Car sales, Electronics sales, Brand road shop,

Department store, Supermarket etc.

Door to door
salespeople

service to the general public.

A door-to-door selling refers to a type of selling where a
person or persons walk from the door of one house to the
door of another, trying to sell, making contracts, providing a | etc.

Insurance / Financial product sales, Cosmetics sales

Of MIAIZ[O] 2tCt

Holdze Ex%Yol F8 PHRA0H, PHO| KA
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Cf. X%o| dge xxo| 28 Y42 9Ust0l 1R E4
Aes A =2 5o 0|, CiFet SRS Qs 74E
<Table 4> A distinction between capabilities of individual and group
Classification Individual Group Individual and Group
Orthography Competency Competence ggmggz::gg

Contents of
research

Summary of individual competency
and structural component

Summary of a cause of group’s
competency, characteristics, and
components

Strategic meaning imposed on
individual competency and its practical
application
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<Table 5> A model for salespeople’s capacity(Spencer et al., 1994)

Behavioral indicators
Build a trust

Set up a challenging and yet
achievable goal

Classification

1. Impact and Influence

2. Achievement
Orientation

3. Initiative

4. Interpersonal
Understanding

5. Customer Service
Orientation

Be resilient and never give up

Understand can catch nonverbal
expressions

Try your best to satisfy the
customer’s needs

. Self Confidence Believe in yourself

. Relationship Building
. Analytical Thinking
. Conceptual Thinking

Keep in touch with people from work

Expect and be prepared for an error

©O©| 0| N|O

Apply your rules

Obtain information from a variety of
sources

Understand how structure of
customer works

10. Information Seeking

11. Organizational
Awareness

ZAMEIALRl Manus and MOHR (1997)= of2{ Z|Atof CH
HEY ZHS HEoz YA 92 JIE, XA, &

2, 2 So M dgez Pt ZpZfof Cis 4~6712
o2k MA[SID USM(Manus & MOHR, 1997), 1 L4&L

ret
W
%
0
0

<Table 6> Manus & MOHR's model for salespeople’s competency

Be knowledgeable with the

12. Technical Expertise product-related technology

Classification competency
1. skl Basic business skill, Tactical selling techniques,
' Consulting skill, Problem-solving capability
Financial analysis, Market analysis, Plan of
2. Knowledge | operation, Consulting skill, Improve business
processes
- Psychological agility, Critical thinking,
3. Ability Numeracy, Diffuse thinking
Patience, Desire to accomplish, Self-reflection,
4. Personality | Friendly relationship, Firm resolution, Self
management
3. Qi
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<Table 7> A competency elicited through in-depth interview

12. 4B0ER 2t 24
MBOIER IHOIN et ST MR 54 47), >y
2 10, A2 YUY 6742 LIEtC<Table 7> LX),

Classification

Drew a competency

Personality trait (4)

Extroversion, Congeniality, Sincerity, Openness

Qualificatory
competencies

Competency for self-awareness (2)

Self-rating, Self Confidence

Emotional

Competency for self control (3)

Self-command, Achievement Orientation, Initiative

competencies

Competency for social-cognition (2)

Sympathy, Organizational Awareness

Competency for building a relationship
with other (3)

Promote others, Influence, Teamwork

Competency for sales promotion (6)

Careful selection of potential customers
(chance of sales promotion)

Detailed research beforehand

Coming up with customized plan to fulfill customer’s need

Suggesting creative value

Support for the company’s resources

Fostering a long-term relationship with the existing customers
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<Table 8> A competency elicited b B2B salespeople and B2C salespeople

Classification Drew a competency B2B B2C
Extroversion )
) ) Congeniality O (0]
Personality trait (4) - -
Sincerity (0]
Openness O
Competency for self-awareness Self-rating 0
(2 Confidence ¢}
Qualificatory Self-command (0]
competencies Competency for self control (3) Goal to accomplish O (6]
Emotional Independence (6] o}
competencies Competency for social-cognition Sympathy O 9
(2 Group cognitive (o]
o Promote others O (0]
elatonship wih other (3 Influence 0
Teamwork O
Careful selection of potential
customers(chance of sales promotion) o
Detailed research beforehand O
Coming up with customized plan to fulfill o o
Competency for sales promotion (6) customer's need
Suggesting creative value O (0]
Support for the company’s resources O
Fostering a qutherm relationship with the o
existing customers
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<Table 9> The format and source of a survey

Competency

Subtlety

Number

Count

The source

Personality trait

Extroversion

'
i

Congeniality

'
I

Sincerity

'
i

Openness

'
1§

20

Yoo & Kim
(1997)

Emotional
competencies

Initiative

l

Influence

'
1

Organizational Awareness

'
i

Sympathy

I|OQMMmMOIO|w|>

'
l§

Teamwork

]

Promote others

Self-rating

l

Self-command

'
l

Achievement Orientation

l

Self Confidence

'
l

43

Kang & Song
(2013)

Competency for
sales promotion

Careful selection of potential customers(chance of sales promotion)

'
l§

Detailed research beforehand

'
i

Coming up with customized plan to fulfill customer’'s need

'
I

Suggesting creative value

'
i

Support for the company’s resources

'
i

Fostering a long-term relationship with the existing customers
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Park et al.
(2013)

Total

97
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<Table 10> The results of analysis of the organization

MEAM, J2|0 Efet HAEZ Q8| Cronbach's a2 0|23t
M2l EXM(reliability analysis)2 AIA[SIRD, B2BADL
B2CAtY FRAY Ztztol He JZE ZFSI| ol ttest
£ 0|83t 242 HAISHAC

432 MEZ|E 2N

oIof ALgE 2 A0l ZHHBE0| Ml HES

— 1 o [=} = o
Setol Mzl= 243 MBI AlZ|(reliabilty) 242
SYUB 42 HIHOR EH NS SIS 0f LiEfts
SRSl SMojD, MRIY BHS St U % 28| 5
Y ZDH ABAS FRIER| Solspy| St SOk sk

.
OFZ ALS|1EH XtE2Ql AL Cronbach’s o A$=7} 0.6 0
M MEMO| Ye AOE 2L Qo= FEE =2 4
o2 MR, O ZAuk= <Table 10>0f KA|SIRICE A=
d AZE RISt Cronbach’'s aE AMESIYL, HHEAFEL
Cronbach’'s a Zf0|] 2% 062 E1 A0 =HZETHEO| Al

4 AFACtD BRACE

d

A construct Number of item Cronbach's a
Extroversion 5 .841
Congeniality 5 .622
Character competency - -
Sincerity 5 .666
Openness 5 .720
Initiative 3 .752
Influence 5 .718
Organizational Awareness 5 .801
Sympathy 5 .808
Teamwork 5 .694
Emotional competency
Promote others 3 791
Self-rating 5 761
Self-command 3 .894
Achievement Orientation 5 744
Self Confidence 4 .868
Careful selection of potential customers 5 .616
Detailed research beforehand 6 723
Competency for Coming up with customized plan to fulfill customer’'s need 6 .637
sales promotion Suggesting creative value 6 .863
Support for the company’s resources 5 .824
Fostering a long-term relationship with the existing customers 5 .660

4.33. B2BAHRI0t B2CAHIO| HYUALY JOf CHeH HjwA
SA1
B2BAH D} B2CAHQIO| ALY S2k0f| CHSH HRZAZSS
HABIACE AHEAY T A998 4492, A28 3YY
oz Lp=of Fgst IS Ao et Hjmsto] £
AstRict 1 Zate o2t 2ot

4331 B2BAFQIT} B2CAMRIO| XQIANRIO| MZOIZF H|m

B2BAt} B2CA ROl FYARCl JA(YS HluY Z
1, egoiME B2CAHYS| FYARRICl HZHM: 4.3851)0]
O ZQA| Tl HoZ LIEtRCE 2|0 RIsHE(M: 4.2045),
‘EE(M: 3.9910)0 M= B2CLH Ao SYUALRIC| S0l O &
ZEICh= Z0Pb LERLCE SHR|2F 7ibd2 B2BLIYHOl YA
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<Table 11> A result of analysis from comparing and contrasting B2B industry and B2C industry

Classification N Average Standard deviation | Average standard error p-value
B2B 136 3.5162 .54680 .04689 .000
Extroversion
B2C 134 4.3851 .21609 .01867 .000
o B2B 136 3.9500 .54037 .04634 .000
Congeniality
B2C 134 4.2045 .20145 .01740 .000
B2B 136 3.4088 51517 .04418 .000
Sincerity
B2C 134 3.9910 .24753 .02138 .000
B2B 136 3.8265 48918 .04195 .000
Openness
B2C 134 3.4925 57395 .04958 .000

4332 B2BAIT} B2CANQO| FeiAtelol 2 et Hm oINS FE(M: 3.2716), BZHM: 4.3910), EFISA(M:
3.9826), At7|H7KM: 3.9134), X}7|SX|(M: 4.1517), HF K&t
B2BAIRITF B2CAMRIO| QQIAlRIo] ZHMoiake Hjmst 2 A(M: 4.0045), XHAIZHM: 4.2257) SO ZRojZo| FasiCt
1}, B2BAYOIME =2 A(M: 4.1887), ZEIQIX|(M: 3.8735), = 422 gLk
EI2IF(M: 3.9956)7F EQA|L|l= QQIOZ LIEtLt, B2CAHY
<Table 12> A result of analysis from comparing the capacity of emotion between B2B industry and B2C industry
Classification N Average Standard deviation Average standard error p-value
o B2B 136 41887 .54085 .04638 .000
Initiative
B2C 134 4.1443 .37785 .03264 .000
B2B 136 3.2500 .36737 .03150 .000
Influence
B2C 134 3.2716 .34633 .02992 .000
Organizational B2B 136 3.8735 40355 .03460 .000
Awareness B2C 134 2.8746 41742 .03606 .000
B2B 136 3.6515 43342 .03717 .000
Sympathy
B2C 134 4.3910 46461 .04014 .000
B2B 136 3.9956 .54240 .04651 .000
Teamwork
B2C 134 3.3701 .39433 .03406 .000
B2B 136 3.5294 43408 .03722 .000
Promote others
B2C 134 3.9826 .37086 .03204 .000
) B2B 136 2.7956 42893 .03678 .000
Self-rating
B2C 134 3.9134 .20291 .01753 .000
B2B 136 2.3922 .52255 .04481 .000
Self-command
B2C 134 4.1517 .26684 .02305 .000
Achievement B2B 136 3.0074 42052 .03606 .000
Orientation B2C 134 4.0045 19844 01714 .000
) B2B 136 2.6893 44461 .03813 .000
Self Confidence
B2C 134 4.2257 .19837 .01714 .000
4333. BBUAD BICNYSl FUNES KB QS USID, B2oHYll SR oo DAHUTEM
2F ") 4.2104), 11 _,% (M: 4.4241), DZH22|(M: 4.2910)2 Lt

EH&iCH
B2BAIYIT} B2CAIRIO| FIAIRIS) RI2H FRBS
of Z1f, B2BAHYHO| FYUALRC| 2% A E AFMZ|MX]|
(M: 3.8738), 7HX|H|QHM: 4.3873), EFRAMEEM: 4.0441)2
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<Table 13> A comparison between the ability of sales marketing between B2B industry and B2C industry
Classification N Average Standard deviation Average standard error p-value
B2B 136 3.4985 .38103 .03267 .000
Customer selection
B2C 134 4.2104 17908 .01547 .000
B2B 136 3.8174 .35363 .03032 .000
Customer contact
B2C 134 4.4241 .26618 .02299 .000
Pre- B2B 136 3.8738 .34753 .02980 .000
investigation B2C 134 3.2114 .29910 .02584 .000
- B2B 136 4.3873 41568 .03564 .000
value proposition
B2C 134 3.2102 .29186 .02521 .000
Other departments B2B 136 4.0441 .38157 .03272 .000
cooperation B2C 134 2.9627 47631 .04115 .000
B2B 136 3.7941 .34421 .02952 .000
Management of customer
B2C 134 4.2910 .39288 .03394 .000
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