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ABSTRACT
AN INTERACTION OF BUYER-SELLER INTERACTION:

THE ROLE OF RELATIONAL CONTROL
IN A MODEL OF FACE-TO-FACE COMMUNICATION BEHAVIOR

By
Jay Logan Laughlin

Although significant academic attention has been given
to personal selling, little has been directed to the face-
to-face communication process. Contributing to limited
study of sales communication behavior has been the absence
of suitable measures. Responding to this need, this
research develops theory in the area of face-to-face buyer-
seller communication, proposes and tests the acceptability
of a measure of communication behavior, and employs the
measure in an experimental setting.

Previous personal selling research suggests that
failure to differentiate performance (behavior) from
effectiveness (outcome) has prevented researchers from
measuring the contribution of communication behaviors to
sales outcomes. Instead, researchers have focused on
personal attributes, indirect skill measures, strategy, and
situational variables as predictors of sales success. This
research combines a dyadic exchange approach with theory
from relational communication to develop a behavioral model
of face-to-face sales interaction.

Using previous relational communication measures, a

category scheme is developed to measure the messages of dyad



Jay Logan Laughlin

participants. Unlike previous measures, reliability and
validity are carefully examined. Also included in the
research is an investigation of the nature of relationship
in sales interaction. This investigation measures and
validates the control component of buyer-seller
relationships. The research includes the other dimensions
of relationship consistent with communication theory,
specifically trust, intimacy, and familiarity.

An experiment is presented for testing the theoretical
model. A sales interaction simulated by 46 dyads of
personal selling students is coded using the relational
control coding scheme. Hypotheses are examined regarding
the contribution of relational control to sales outcomes.
Modest relationships between relational control patterns and
incidence of sale and seller profit are observed.

Managerial implications from the research center on
selection, evaluation, and training. It is suggested that
the relational control coding scheme be used to objectively
evaluate personal interviews for making hiring decisions,
and to develop evaluation and training programs for
improving performance. Additional development of the
measure and extension to additional experimental and field

settings are suggested as future research directions.



Copyright by
JAY LOGAN LAUGHLIN

1991



For Diane



ACKNOWLEDGEMENTS

This research is the product of contributions and
encouragement provided by numerous important people over an
extended period. Expression of appreciation here must be
limited to only a few.

I am grateful to Dr. William Donohue for encouraging
the development of relational communication theory in the
area of personal selling. His expertise in the field of
study contributed heavily to the development of measures
employed in the research. I am also grateful to Dr. Lloyd
Rinehart, whose expertise in the area of negotiation and
whose insistence upon careful definition and
reliability/validity assessment contributed significantly to
the value of the product.

Dr. David Closs served as chairperson for the
dissertation advisory committee. His foresight in project
planning, guidance, encouragement, and technical support in
the areas of methodology and statistical analysis were
instrumental to the successful completion of this
dissertation. Each member of the dissertation advisory
committee contributed meaningfully to the product. I am
thankful for their sacrifices an& for the congenial,

professional and personal relationships that were developed

vi



with the project.

I was supported during the research project by
organizations, friends, and most especially family. The
support of the faculties at Michigan State University, the
University of Eastern Michigan, and Kansas State University
is gratefully acknowledged. Communications with Dr. Rosann
Spiro and Dr. Joe Alexander were also very helpful.

Very deep appreciation is directed to my parents, Bruce
and Elaine Laughlin, who have extended long-standing family
values for both education and hard work. As importantly,
they backed those values with support and love which cannot
be fully reciprocated except through succeeding generations.
My children Kristin, Sarah, Andrew, and Mark demonstrated
love and patience during the project. Being older, Kristin
and Sarah shouldered additional responsibility. I am very
proud of them all.

The deepest measure of appreciation goes to Diane, my
wife. She did not simply stand beside me, but worked
diligently beside me throughout the project. Though
sometimes apart, we shared the long hours, exhaustion,
frustration, and joy that the project produced. Her effort
and expertise have generated numerous drafts and the final
manuscript. Her support and love will always be

appreciated.

vii



LIST OF TABLES
LIST OF FIGURE
CHAPTER

I. INTRODUCTION o« o o

Busine
The Re

Research Questions

Scope
Potent

Research Limitations .

Organi

Endnotes e o o o

TABLE OF CONTENTS

s [ . [ ° . ° [ L] . . . [ °

ss Problem . .
search Purpose

Question 1 . .
Question 2 . .
Question 3 . .
of the Research .
ial Contributions

zation . . . . .

. . L] L[] . L[] . L[] [} L] L] .
e e o o o o o ¢ e o o o
L[] L[] L] L] . L[] L[] L[] L] L] L] L]
L] . L] [ L] L[] . L[] (] L] L] L]
L[] L] . L] L[] . [} L[] L] L] L] L[]
L] (] o L] L] L] L[] L[] L] L] L] L[]
L) . L] L) L] L] L] L] . L] L] L]
e o o o o & o o o o o o

II. LITERATURE REVIEW . . ¢ ¢ ¢ ¢ o o o o o &
Review of Related Literature and
Development of a Model of the Sales
Microenvironment . . e o o

Foundations for the study of
Behavior in Dyads . . . . .
Traditional Research in Personal
Selling . . . . . © o o o o @
The Dyadic Interaction
Perspective in Personal Selling
Review of the Communication
Literature . . . . « ¢« « « « &
Theories of Language . . . . . .
Theories of Meaning . . . . . . .
Theories of Information . . . . .
Relational Communication . . . .
Review of the Compliance Gaining/
Negotiation Literature . . .
Summary of the Contribution of
Compliance Gaining/Negotiation
Research . . ¢« ¢ ¢ ¢ ¢ ¢ o o o

viii

Page
xiii

xvi

19
19
22
24
27
29
30
32
34

37

43



CHAPTER Page

Synthesis of Theory and
Presentation of a Dyadic

Interaction Model . . . . . . . 44

Review of Literature in Research
Methodology . « ¢ « ¢ o o o o o o o & 48
Introduction . . . . « « ¢ .+ . . 48
Units of Analysis . . . 50
Review of Measurement Instruments 51

Synthesis of the Literature
Review Toward Development of a

Coding Instrument . . . . . . . 59
Rationale for Control as the
Relevant Dimension . . . . . . 61
Trust and Intimacy . . . . . . . 63
Review of Statistical Analysis
Techniques . . . . . . o o . 66
Summary of Research Methodology . 69
Review of Calls for Research in
Buyer-Seller Interaction . . . . . . 69
Endnotes e o o o o o & o o o o o o 71
III. METHODOLOGY e o o o o o o o o e o o 78
Model Definition e o c o e e o s 79
Interaction Analysis e e o o o @ 80
Choice of Variables . . .« s e s 81
Rationale for Model Relations hips 83
Construct Definition and Measures . . . 83
Personality . . . . . o o . 84
Anticipated Personality of the
Other Dyad Members . . . . . . 85
Anticipated Relationship . . . . 85
Outcome Variables . . . . . . . . 88
Strategy . . ¢ ¢ ¢ ¢ ¢ ¢ o o o & 88
Skill e e o s s s s e e o o o 89
Relational Control . . . . . . . 90
Development of Coding Scheme . . . . . 90
Theory-Based Coding . . . o o e o 94
Thought Units as Units of Analysis . e 96
Reliability and Validity Assessment . . 99
Introduction . . . . . . . « . . 99

Reliability and Validity
Assessment for COntent-Analytic
Measures . o« o e o 100
Reliability and Validity
Assessment for Likert Scale

MEASUreS . « ¢ ¢ o o o o o o 102

Hypotheses e o o o o s o o & o o o o 104
Research Design . . . . . . . . . . . 107
Overview of the Research Steps . 107
Business Problem, Research
Purposes, and the Research
Design . . . ¢« ¢ ¢« ¢ ¢ ¢« ¢ o . 108

ix



CHAPTER Page

The Sample . . . ¢ ¢ ¢« ¢ o « « & 110
Data Collection . . . . . . . . . 113
Analysis Approach . . . . .« o 117
Review of Analysis Techniques o . 117
Statistical Techniques for
Hypothesis Testing . . . . . . 122
Conclusion e o s o o o o o s s s o s 123
Endnotes e o o o 5 o o o o s & o s 124
IV. ANALYSIS OF THE DATA . . . . . o o o o 128
Reliability and validity for the
Interaction Coding Scheme . . . . . . . 128
Unitizing Reliability . . . . . . 129
Intercoder Reliability . . . . . 130
Validity Assessment for the
Interaction Coding Scheme . . . . 134
Reliability and Validity Assessment
for Personality Scale Data . . . . . 137
Validity of Questionnaire Scales . . . 139
Multitrait-Multimethod Matrix . . 140
Comparison of Interscale
Correlations Across Samples . . 143
Factor Analysis . . . . . 145
Reliability and Vvalidity Assessment-

ADAPTS e o o o o o e o o o o 146
Reliablllty e s s s s s e o s o @ 149
Validity . « « ¢ ¢ ¢ ¢ ¢ ¢ o o & 149

Reliability Assessment for the
Strategy Variable e s e o o o o o o 150
Validity of Strategy Scales . . . 152
Reliability and Validity for
Anticipated Relationship . . . . . . 160
Reliability and Validity for
Satisfaction . . . . . . . ¢ . . . . 164
Tests of Hypotheses . . . o o o 167

Personality and Anticipated

Personality Effects on

Anticipated Relationship . . . 167
Anticipated Relationship Effects

on Relational Control in

Interaction . . . . . . . 171
Participant Strategy Effects on
Relational Control . . . . . . 173
Participant Adaptive Skill
Effects on Relational Control . 183
Contribution of Relational
Control to Sales Outcomes . . . 187
Summary of Analysis . . . . . « . . . . 192
Endnotes e o o o o o o o o o o o o 194
V. CONCLUSIONS o . e o o o o o o 195
Business Problem and therature Review 195

X



CHAPTER

Research Design and Limitations .

Conclusions Drawn from Reliability and

Validity Assessment . . . . . .

Relational Control Interaction

COdlng [ . L] L) L] L] o [ °

Previously Developed Construct

Measures . . . « « « o« &
Newly Introduced Construct
MeasuresS . « « « ¢ o o o

Conclusions Drawn from Hypothesis Tests

Contributions of the Research . .

Managerial Implications of Research

Results . . e o o o
Employee Recruitment and Selection
Employee Evaluation and Control/
Training . . . « ¢ « ¢« ¢ ¢ o« &
Organization . . . . . . .
Strategy Development . . .
Implications for Future Research

Development of Relational Control

Measures . . .

Joint Contribution of cOntent and

Relational Communication

Elaboration of the Relationship

Construct . . « ¢« ¢« ¢ o o«
Enhancement of Measures of
Satisfaction . . . . . .

Development of Strategy Measures

Extension to Professional

Laboratory and Field Settings

Prediction of Adaptive Skill
Within Communication . .
Summary e e o o o o o o o o
Endnotes e o o o o o o o o @

APPENDIX

A.

Classification of Sales Related
micles [ ] L ] [ ] L ] L] L] [ ] [ ] L ] L ]

Seller Questionnaire . . . . . .
Buyer Questionnaire . .

Research Roleplays . . . « « « .

Seller Post-Questionnaire . . . .
Buyer Post-Questionnaire . . . .

Codebook for Revised Relational Control

Coding System . . . . . . . . .

xi

Page
197
199
199
200
201
202
207
209
210
211
211
212
212
213
213

214
215

215
215

216
218

Page

220

226
243

260
264
275

286



APPENDIX

F.

G.

Intercoder Reliability Analysis -

Grammatical Form . . . . . .

Intercoder Reliability Analysis -

Response Mode . . . . « « « &«

Chi Square Calculation -
Grammatical Form . . . . . .

Chi Square Calculation -
Response Mode . . . « « « « &

Detail for Reliability Analysis for
Personality Variables, ADAPTS, and

satisfaction . . . . . . . .

Detail for Reliability Analysis for

Strategy Variables . . . . .

Detail for Reliability Analysis for
Anticipated Relationship Variables

Relational Control Regressed on
Perceived Relationship . . .

xii

Page

297

307

316

317

318

470

507

529



4-7a

4-7b

4-9

4-10
4-11

4-12

LIST OF TABLES

Factor Analysis Results -
Anticipated Relationship Pretest . .

Reliability Coefficients for
Questionnaire Scales . . . . ¢« ¢ . .

Cohen's Kappa for Interaction Coding

Intercoder Agreement Matrix Across
5 Dyads L] L] L] L] L] L] L ] L] L] L L] L] L]

Multitrait-Multimethod Matrix for
Interaction Data . . ¢ ¢ ¢ ¢ ¢ o o o

Reliability Coefficients for
Personality Scales . . . « « « « o &

Multitrait-Multimethod Matrix for
Personality Characteristics . . . . .

Comparison of Interscale Correlations
from Current Study and from Spiro and
weitz (1990) L] L] L] L] L] L] L] L] L] L L] L]

Factor Analysis for Seller Personality
scales L] L ] L ] L] L] L] L] L] L] [ ] [ ] L] L] L] L]

Factor Analysis for Seller Personality
SCalesS . ¢ ¢ ¢ ¢ o o o o o o o o

Reliability for ADAPTS Scale . . . . .

Reliability for Previously Developed
Strategy Scales . « .« « ¢ ¢ ¢ ¢ o o o

Factor Analysis for Seller Strategy . .

Factor Analysis for Buyer Strategy .

Reliability for Factor Scales-Strategy

xiii

Page

87

103

131

133

135

138

141

144

147

148
149

151
153
154
155



TABLE
4-13

4-24a

4-24b

Comparison of Item to Scale
Correlations Using Spiro and Perrault
Strategy Scales . . . . ¢ ¢« ¢ ¢ o o o

Strategy Scale Correlations with
ADAPTS, Personality Scales, and
Outcomes e o ® s o o s ® o o o o o

Reliability Summary for Anticipated
Relationship Measures . . . . . . . .

Correlations of Anticipated
Relationship Control Scales with
Personality and Relational Control
Variables . . . ¢« ¢ ¢ ¢ ¢ o o o o o @

Varimax Rotated Factor Matrix for
Seller Satisfaction Scale . . . . . .

Varimax Rotated Factor Matrix for
Buyer Satisfaction Scale . . . . . .

Correlations of Satisfaction Scales . .

Seller Anticipated Relationship
Regressed on Personality . . . . . .

Buyer Anticipated Relationship
Regressed on Personality . . . . . .

General Relational Control Regressed
on Anticipated Relationship . . . . .

Relational Control Regressed on Seller
Anticipated Relationship . . . . . .

Relational Control Regressed on Buyer
Anticipated Relationship . . . . . .

General Relational Control Regressed
on Participant Strategy . . . . . . .

Relational Control Regressed on Seller
Strategy L] L] L] L] L] . . L] L] L ] L] L] L]

Relational Control Regressed on Seller
strategy L] L] L] L] L] L] L] L] L] L] L] L] .

4-25a Relational Control Regressed on Buyer

Strategy e o o o o o o o o o o o @

xiv

Page

156

158

160

163

165

165

166

169

170

174

175

176

178

179

180

181



TABLE

4-25b Relational

4-26

4-27

Page

Control Regressed on Buyer

strateqy L] L] L L] L] L] L] L] L] L] L] L] L] 182
Relational Control Regressed on Seller

Adapt ive Skill L] L] L[] L] L] o L] L] L] L] L] 18 4
Relational Control Regressed on Seller

Adaptive skil 1 L] L] L] L] L] L] L] L] L] L] L] 18 5
Relational Control Regressed on Buyer

Adaptive Skill . . . « ¢« ¢ ¢ o o o & 186
Chi Square Test - Relational Control

vs. Incidence of Sale . . . . . . . . 189

ANOVA Results - Outcomes by Relational
Control Cluster . . « . ¢ ¢« ¢ o o « & 190



FIGURE

1-1

2-1

2-2

LIST OF FIGURES

Revised Conceptual Model . . . . . .

Management Decisions Affecting Sales
Effectiveness . . . . . . . « . .

Classification of Sales Related
Marketing Articles May 1984 -
April 198 9 L] L] L] L] L] L ] L ] L J L] L] L ] L]

Taxonomy of Communication Theories .

Review of Theories of Meaning . . .

An Exchange Model of Buyer-Seller
Interaction . . . . . « ¢« ¢« ¢« . .

Review of Content Coding Schemes . .
Revised Model . . . . ¢« ¢ ¢« ¢« & & &

Numerical Relational Control Coding
system L] L] L] L] L] L] L] L] L] L] L L] L]

Relational Control Directions
According to Message Type . . . .

Revised Numerical Relational Control
Coding System . . . « « ¢ « o o &

Relational Control Ratings by Message
Type L] L] L] o L] L] L] L] L] L] L] L] L]

Goodtyre Sales Interview . . . . . .
Potential Dyad Communication Patterns

Relational Control Clusters . . . .

xvi

28

31

46
53

81

92

92

93

93
97
121

188



CHAPTER I

INTRODUCTION

Throughout the marketing literature, authors have noted
the importance of personal selling among'the promotional mix
variables. This importance is most commonly ascribed to the
relative size of personal selling in the promotional
budget:."2 Importance has also been concluded to be a result
of personal selling's prominence in generating revenue,’ its
impact on customer behavior,® and its contribution to

> cCombinations of these factors

ongoing interfirm relations.
magnify the importance of personal selling and a substantial
body of literature addressing effectiveness in personal
selling has resulted. Closer examination of the nature of
study in personal selling shows a bias away from the study
of interaction between the buyer and the seller. More
emphasis is placed on independent actions by the seller
which affect sales outcomes.

Although personal selling has received a good deal of
attention in the marketing literature, calls for research in
the area of buyer-seller face-to-face interaction have

¢ and Webster’ were early

largely been ignored. Evans
proponents of sales interaction research whose directives
were not heeded until Weitz's contingency framework was
introduced. Since the development of a contingency
framework which recognizes face-to-face interaction, most
research has centered on how sales people adapt strategies

8,9

to various buyers. Less attention has been given to

1



2
buyer/seller skills in the communication process. The
research reported here is an effort to help fill the void in
the area of personal selling communication behavior.

Most of the research over the past 80 years has been in
response to managerial concerns for improving salesforce
effectiveness generally rather than salesperson performance
specifically.'” Making a definitional distinction between
effectiveness and performance will serve to clarify this
point. Performance measures the adherence of a person (or
other unit of interest such as organism, mechanism, systen,
or organization) to a prescribed set of behaviors or
actions. Effectiveness instead measures the attainment of

' Because goals are frequently established

outcome goals.1
on performance-based outcome expectations, and good
performance is often closely correlated with effectiveness,
this distinction is often blurred. The terms are used
interchangeably in much of the sales literature, to the
detriment of understanding of personal selling processes.

In personal selling, the distinction between
performance and effectiveness is important for two reasons.
First, there is yet little understanding of what constitutes
good performance. The highly situational and dynamic nature
of the sales context makes prescription of sales behavior a
difficult task. Second, the linkage between performance and
effectiveness in selling is often low. Depending on the

good or service, and the economic, legal, social/cultural,

and competitive environments; the success-to-sales call



3
ratio of the most effective salespeople may be a very low
number. Given a weak relationship between performance and
effectiveness, it is important to establish performance, as
well as effectiveness measures for the purposes of
evaluation and training.

The research reported here is intended to increase the
level of understanding of individual personal selling
performance. More specifically, the interest is in
developing understanding of the portion of sales behavior
which Weitz'? describes as the microenvironment. By
microenvironment, he means the sales interaction process
between the buyer and the seller. This is the portion of
most sales jobs which obscures the linkage between
performance and effectiveness because the buyer affect on
the process introduces significant variability.
Microenvironment or communicative exchange processes in
selling can be contrasted with independent seller behaviors
such as prospecting or determining sales call frequency
which are measurable using standard approaches and are

characterized by Weitz as the selling macroenvironment. ™

BUSINESS PROBLEM
Before developing the research purpose more fully, it
is useful to examine the related business problem. Of
primary interest to management in the study of personal
selling is how the inputs to selling efforts can be
manipulated to improve outcomes. This overriding concern

with effectiveness was recognized earlier. There is reason,
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however, for also providing a behavior-based performance
measure. Using the conceptual model shown in Figure 1,
which is derived from the definitions provided earlier, the
rationale for this measure can be discussed. The model is
similar to that offered by Weitz,'" but it constrains

performance to be a behavior rather than an outcome measure.

MICROENVIRONMENTAL
INPUTS from Weitz
I
EFFORT |——>—— v
PERFORMANCE L
--A Measure ———>—- INTERACTION
PERSONAL of Behavior WITH BUYER
SELLING > r
SKILLS v
|
L——<—————-FEEDBACK < EFFECTIVENESS

Revised Conceptual Model

Figure 1-1

Review of standard texts in sales management“”‘ yields
the enumeration of management decisions which affect the
personal selling component of a firm's promotional mix shown
in Figure 1-1. Among the listed decision areas, the
recruitment and selection, employee training, and
compensation variables represent the major cost concerns for
sales management. Predictably, the variables which can be
measured easily and relate to the macroenvironment, have
gained the major share of the research to date.' For this

reason, the Churchill, Ford, Hartley, and Walker 1985 meta-
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analysis covering studies from 1918 to 1982, found predictor
variables such as personality, personal characteristics,
role, skill level, motivation, and organization/environment
to be the key factors identified in the literature. Even
where skill level has been used, it has typically been a
latent construct with little direct application to sales
interaction. The variables listed are useful for making
salesforce hiring and compensation decisions, but do not
provide the level of analysis required for evaluating sales

interaction at the individual level.

1) Employee recruitment and selection
2) Employee evaluation and control
3) Training
4) Compensation
5) Organization
Management Decisions Affecting Sales Effectiveness

Figure 1-2

Not only have research efforts centered on the macro-
environment of sales, but they have also tended to specify
management strategy and policy rather than evaluation or
training prescriptions relating to salesperson behaviors.
Figure 1-3 provides a classification matrix for the 49
articles from five marketing journals dated May 1984 to
April 1989. Review of these articles is not exhaustive, but
provides useful analysis of the emphasis within the
marketing discipline. The matrix provides classification
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based on the macro vs. micro selling environment, and
whether or not the article emphasizes evaluation and/or

training. Details of the analysis are given in Appendix A.

Evaluation and/or
Training Related

No Yes
Micro 2 5
Sales
Environment
Macro 36 6

Classification of Sales Related Marketing Articles
May 1984 - April 1989

Figure 1-3

Again, the assertion that academics have failed to
adequately examine the relationship between performance and
effectiveness is supported. A more thoroughly developed
construction of the performance - effectiveness relationship
would allow recommendation of evaluation and training
measures and would also help identify situations where
ineffectiveness is more related to environment or
competition than it is to skill level.

Training is used to reinforce or alter behavior. 1If
management recognizes a correlation between behavior and
effectiveness, then training will be used to pattern the
desired behavior. Despite the above-mentioned scarcity of

academic research in training, and the absence of a
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satisfactory theoretical model relating skills to
performance in personal selling, the use of training in
sales programs is extensive. Churchill, Ford and Walker
(1985) cite statistics generated annually by Sales and
Marketing Management that show average annual training costs
for industrial salespersons to have been $24,600 in 1983. A
more recent check of the same source reveals that the
average annual expenditure was $27,569 in 1987." Apparently
management recognizes some correlation between patterns of
salesperson behavior and sales outcomes. Analysis of
current training content will provide relevant hypotheses
for the relationship between performance and effectiveness.

In summary, the business situation is characterized by
a recognized, but poorly specified, relationship between
sales performance and sales effectiveness. A systematic
means of advancing theory in relevant selling skills is

warranted.

THE RESEARCH PURPOSE

The purpose of this dissertation is to increase
understanding of the relationship between participant
behavior in the sales microenvironment and sales outcomes.
Weitz has described the sales microenvironment as the
exchange process between the buyer and seller. Therefore,
meaningful behavior in the context is communication.
Improved understanding of the role of communication in
determining sales outcomes should lead to improved

evaluation and training techniques which have been presented
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as important concerns for sales management.

There are three components to the purpose stated above.
First, a conceptual model relating sales behavior to sales
outcome within the dyadic buyer-seller exchange context is
intended. To accomplish this purpose will require
investigation of current managerial sales training notions
and synthesis of theory developed in several disciplines.
Included among the field of interest are social psychology,
leadership, persuasion, negotiation, and communication. The
second purpose is to provide a measure of relevant selling
behavior so that adjustments to performance can be effected.
Determination of appropriate measures will proceed from the
theoretical model and will include appropriate measure
validation techniques. The third research purpose involves
application of the measurement instrument to a laboratory
experiment for testing hypothesized relationships between
personal selling behavior and sales outcomes.

There is precedent for application of communication and
social psychology theory to the study of sales
interaction.'? The purposeful extension provided by this
research is to create a theoretically based measurement
instrument which is practically oriented. An instrument is
intended which allows control manipulations. It must
therefore provide measurement of participant behaviors which
are ordinal. By providing ordinal or higher level data,

theory generated hypotheses can guide at least the direction
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of behavior modification and potentially provide some sense

for its magnitude.

RESEARCH QUESTIONS
Three categories of research questions parallel the

components of the research purpose. Question 1 deals with
the conceptualization of the personal selling
microenvironment. Question 2 is derived from question 1 and
pertains to the measurement of sales interaction. Question
3 establishes the relationship between communication
behavior in the sales interaction and outcomes of the

interaction.

Question 1

What is the nature of the personal selling microenvironment?

An explicit answer to this question involves the
determination of meaningful dimensions of the sales
microenvironment. Within the relationship and communication
processes that constitute the sales microenvironment, how do
the parties engage, influence one another, and thereby
effect various outcomes? Given the business problem which
is concerned with controlling sales behavior, it is
essential to identify the dimensions of behavior within the
sales microenvironment which generate variations in two
types of outcomes.

One outcome of interest is the economic outcome. Do
the parties agree to the transaction and if so, what is its

economic valuation? Price is frequently used as a
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substitute for utility in evaluating this measure. A second
outcome of interest is the attitude of the parties toward
the sales interaction. This outcome is multifaceted and
includes attitudes toward the other party, the economic
result, the relationship, and the members' perceptions of
their own performance.

Importance of the first outcome is apparent, and has
been the object of many studies in sales effectiveness.
Recently, more attention has been directed toward the long-
term relationships required for many business activities and
the need to increase emphasis on the second outcome is
warranted. To maintain the performance orientation desired
in this study, concentration will be on the relationship
between relevant sales behaviors and variability in these
two types of outcomes. Attempts at creating normative
guidelines by evaluating the relationship between outcomes

and effectiveness will be reserved for future studies.

Question 2

How should interaction in personal selling dyads be
measured?

This question logically follows the creation of a
conceptual model which elaborates the dimensions through
which dyad members influence sales outcomes. Answering the
question must go beyond the creation of the theoretical
model to include consideration of operationalization
requirements, validity assessment, reliability, and

practicality in establishing evaluation and training
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criteria. Review of the literature in sales and
communication suggests the use of interaction analysis as
the means through which this concept should be measured. A

coding scheme is developed and tested for this purpose.

Question 3

What is the relationship between discernible communication
patterns in the sales dyad and outcome measures?

Creation of a theoretical model and application of a
measurement tool for communication processes between buyer
and seller are the intended products of the first two
research questions. By using a valid measurement
instrument, differences among communication patterns will be
sought. Of interest at this point is the relationship
between these various patterns and the two types of outcomes
identified earlier. Hypotheses regarding these
relationships will be generated in the methodology chapter
of this dissertation followed by analysis and results in

subsequent chapters.

SCOPE OF THE RESEARCH

Although the business problem to which this research is
addressed is the evaluation of sales performance and
prescription of sales training, only the early stages of an
adequate solution can be developed here. Following the
development of a theoretical model of sales interaction and
the creation and validation of a research measurement tool,
the model was tested in a laboratory setting. The

laboratory setting consisted of a university classroom, an
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audio-videotape camera, and student subjects role playing
the parts of buyer and seller in a used car case study which
was used for the sake of familiarity. Student subjects were
members of a course in personal selling taught by the

researcher at a midwestern university.

POTENTIAL CONTRIBUTIONS

The major contributions of this research are the
synthesis of theory from a number of disciplines to the
personal selling context and the creation of an applied
measure of buyer-seller interaction. Clarification of the
distinction between performance and effectiveness has aided
the recognition of the need for meaningful measures of
performance as well as effectiveness.

Design of the measurement instrument itself has
significant implications regarding the identification of
important areas for training in sales interaction. Through
continued testing and refinement of the theoretical
concepts. A comprehensive training curriculum for personal
selling can be developed.

The laboratory experiment will support or suggest
modifications to the theory within the context of a
laboratory environment. It should provide useful guidance

for the training of undergraduate students.

RESEARCH LIMITATIONS
The laboratory setting and the inexperience of the

subjects provide limits to generalization of the results of
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this study. However, since the laboratory exercise and the
course that it is a part of are actual sales training
settings, evaluation of questions relating to the training
of novice salespeople is meaningful.

An additional limitation is the selection of one sales
environment rather than a cross-section of sales settings.
For this reason results cannot be generalized across
products or situations. There is also in this study a
significant negotiation component as is the case for several
types of sell%ng. It was determined that this would allow
for more detailed outcome measurement than a simple sale-no
sale classification. Results may differ significantly in
situations where the potential buyer does not have a
negotiation option.

The research addresses preliminary questions in the
nature of the sales interaction microenvironment. By
identifying the relationships from a number of perspectives
it suggests dimensions on which salesperson performance can
be evaluated and potentially enhanced through training. It
does not address the evaluation or training procedure
themselves.

Finally, the research does not include all possible
dimensions through which influences are exchanged between
the seller and the buyer. Such considerations as non-verbal
expressions, attraction, and stature are excluded from the
study in order to retain manageability. These areas may

provide enrichments in future research efforts.
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Although the research does have these limitations, it
does provide improvement of the critical conceptualization
of the sales interaction process as well as a practical
means for evaluating seller and buyer communication

behaviors.?

ORGANIZATION

The remainder of this dissertation is organized in five
chapters. Chapter II contains the literature review and
conceptual development of buyer-seller exchange or the
personal selling microenvironment. Review of literature in
several neighboring disciplines is required for this effort.
The most useful include social psychology, communications,
negotiation, leadership and persuasion. Selected additions
from such areas as linguistics, sociology, proxemics, and
kinesics are also potentially useful.

Chapter III discusses the research methodology. A
significant portion of the contribution of this research is
the development of a research measurement instrument for
evaluating the communicative exchange process in the sales
dyad. The specifics regarding the development of this
instrument and its validation are covered in this chapter.
Statements of specific hypotheses tested and the data
gathering process are also provided.

Chapter IV provides the statistical analysis of the
research results. It also provides conclusions regarding
the research effort.

Chapter V includes a review of the research hypotheses
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and results with the perspective of providing research
implications. Limitations of the research are more
thoroughly discussed and the indications for future research

efforts are examined.
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CHAPTER II

LITERATURE REVIEW

Chapter II provides a theoretical foundation for the
research by reviewing the literature which relates to the
three areas of research questions. Although a preliminary
theoretical framework is presented in a revised form of
Weitz's proposal in Chapter I, the effort here will be to
incorporate additional theory from social influence and
communication. These perspectives extend the relational
component of influence in the sales dyad. To accomplish
this objective, the literature review will be organized in
three sections.

Section one reviews the literature in social
psychology, communication, sales, and negotiation to
formalize a model of the personal selling microenvironment.
Rather than attempting to cover each of these fields
comprehensively, the purpose is to begin with an examination
of the buyer-seller dyad and then draw upon the most
relevant theories from each of these areas to improve
understanding of the sales exchange process.

Section two addresses the second major question of the
research. The question involves determination of
appropriate measures for sales interaction which are useful
for exchange manipulation in the sales microenvironment. It
is therefore dependent on the constructs provided in Section
one and a review of research methods from sales,
communication, and negotiation.

18
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Section three is a concise review of recent calls for
research in the sales interaction setting. Review of these
articles provides the basis for asking the more specific
research questions.

REVIEW OF RELATED LITERATURE AND DEVELOPMENT OF A MODEL
OF THE SALES MICROENVIRONMENT

Weitz's contingency framework includes recognition of
the buyer-seller exchange process as an important
contributor to sales outcomes. Here a closer examination of
the sales microenvironment will be presented. This effort
will include reviews of literature from related disciplines

and development of a revised model.

Foundations for the Study of Behavior in Dvads

The distinguished sociologist George Homans wrote in
1950 that "sociology has examined the characteristics and
problems of communities, cities, regions, big organizations
like factories, and even whole nations, but it has only
begun to study the smaller social units that make up these
giants."1 He suggests that this approach is a reversal of
experience since humans most commonly interact in small
groups. Homan's recognition of the importance of
interaction of small groups initiated a stream of research
which provides useful insights for personal selling since a
subset of small groups is the dyad. Whether we are studying
groups large or small, the basic questions of social
psychology remains the same. Why do people behave in groups
the way they do?
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Of course it would be simplistic to suggest that the
first concern about human behavior in small groups began
with Homans. As Homans points out, "the behavior of men,
usually in small numbers, has inspired the largest part of

2 We must therefore

human literature and eloquence.
distinguish recent investigations into small group behavior
from the historical perspective. Allport provided an
explanation for the development of thought in social
psychology. He stated that most earlier explanations of
social behavior would fall into theological or metaphysical
categories and that only recently would a positivist
approach be considered.® In this review, he states that
most social psychologists of the nineteenth century sought
univariate explanations for behavior. For this reason, such
explanations as hedonism (eg. Bentham, 1789), or egoism (eg.
Hobbes, 1651), were frequently pursued.

Emphasis expanded to the investigation of such concepts
as sympathy, imitation, and cognition. Allport paralleled
these three motivations with Plato's institutions of the
mind.*

"For Plato, the abdomen was the seat of emotions or

feeling; the breast the seat of striving or action; the

head the seat of reason or thought."
Just as theories of hedonism and egoism tended to be
univariate, early investigations by social psychologists in
the areas of sympathy, imitation, and cognition tended to

stress one motivational source at the expense of the others.

It should, however, be stated that emphasis on single
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explanandum in early investigations is a rule noted by

Allport, and is not absolute. As Allport states:
*Adam Smith, in his Wealth of Nations (1776), gave

marked impetus to hedonism and to laissez-faire. Yet

his total system of t?ought demanded an equal emphasis

upon human sympathy."

This historical perspective can be positioned with
respect to the recent focus on empirical theory development
using Homans' view. Homans describes three phases in the
development of the discipline of social psycholoqy.6 The
first stage, representing the work of what Homans calls the
first (Comte and Spencer) and second (Pareto, Durkheim, and
Max Weber) generations of social psychologists. Emphasis in
this stage, as just stated, primarily sought general
theoretical explanations often centered on one determinant.
The second stage, according to Homans occurred between World
War I and World War II. The emphasis at this stage was

»7  Homans

"detailed studies of particular social groups.
initiated a third stage which is a renewed synthesis using
the multitude of findings from the detailed studies. He did
not attempt a general theory of group behavior, but was
optimistic regarding the creation of an improved theory for
the small group.

It is important to recognize at this point, that
similarities exist between the development of theory in
social psychology, as defined by Homans, and the current
state of research in personal selling. Just as Homans

described early efforts in social psychology as seeking

univariate antecedents for human behavior, early efforts in
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personal selling have sought independent variable influence

on sales outcomes.” A new synthesis of these studies is

required.

Traditional Research in Personal Selling

Studies in personal selling have historically centered
on the identification of explanatory variables for the
prediction of sales outcomes.’ Churchill, Ford, Hartley,
and Walker's 1985 meta-analysis of 116 articles written from
1918 to 1982, confirm that the emphasis throughout the
literature in personal selling effectiveness is the
determination of independent variables which affect sales
performance. These variables were categorized in the
analysis as relating to aptitude, skill level, motivation,
role perceptions, personal (demographic), or organizational/
environmental factors. The striking outcome of this
analysis was that "none of the predictors by themselves
account for a great amount of variation in performance -
less than 10% on average..."10 While Churchill, et al.
recognized a limitation in the use of "static" rather than
interaction data, their explanation of low correlation
centered on the measurement of performance and the need to
recognize moderator variables such as type of customer or
type of product.

The Churchill et al. meta-analysis identified six
classes of variables studied in previous research. These
are aptitude, skill level, motivation, role perceptions,

personal variables and organizational/environmental factors.
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Comparing this classification system with the one provided
by Weitz underscores the absence of study of sales behaviors
in the marketing literature. Weitz'' identified three types
of studies - those dealing either with behaviors, behavior
predispositions, or capabilities. Since the Churchill study
is comprehensive (1918-1982), yet provides no examination of
sales behaviors themselves as predictors for sales outcomes,
it is evident that empirical studies of sales behavior are
extremely rare.

An exception is a 1979 study by Spiro and Perrault
which investigated the influence strategies employed during
sales calls. The study used Likert scale responses of 444
salespeople while recalling a recent sales call.
Combinations of five influence strategies were generated
from the analysis. The study found that influence strategy
mixes did vary with situational variables. Although the
study is based on self-report measures, it does provide what
the authors claim to be "the first major empirical
evaluation of industrial salesmen call behavior."'? The
study was restricted to identification of influence strategy
mixes and did not relate strategy selection to sales
outcomes.

Other studies of selling behavior include Olshavsky
(1973), Pennington (1968), Taylor and Woodside (1968), and
Willett and Pennington (1966). These studies are described
by Weitz'" as descriptive and not examining the

effectiveness of sales behaviors. The conclusion of this
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discussion is that very few sales studies have included
examination of selling behavior within the buyer-seller
microenvironment, and in those few instances where behavior
~ has been studied, it has not been linked to selling
effectiveness.

Recalling the analysis of recent sales literature
provided in Chapter I, it is not surprising that little
empirical investigation of the sales dyad is available. It
was found that the majority of research emphasis has been on
the sales macroenvironment. However, there has been a
recent increase in the level of research relating to the
sales microenvironment. For example, recent articles have
examined the importance of client entertainment' ' and the

6 These

use of humor in the industrial selling process.
studies have included explicit consideration of the effect
of these activities on the interactive relationship between
the buyer and the seller. The shift of emphasis is the
product of a stream of research which has been traced to the
work of Evans.'” Reviewing this stream of research will

provide direction for study of the personal selling

microenvironment.

The Dvadic Interaction Perspective in Personal Selling

Interest in examination of the customer-salesperson
dyad is said to have been sparked by Evans.'® He
hypothesized that sales were more likely in instances where
the salesperson was perceived to be similar to the customer.

Although similarity theory has not been durable, Evans did
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provide a precedent for the examination of customer-
salesperson relationships at more than a content level.
Interaction theory as an approach to personal selling

¥ He summarized

wvas more formally proposed by Webster.
three previous approaches as relating to 1) salesman's
traits, 2) salesman's actions or 3) need satisfaction and
confirmed that these are "important determinants...but
incomplete for explaining and predicting the outcome of the

sales interview."®

Even where the buyer's needs had been
considered, the buyer was still characterized as passive
using these approaches.

Webster's most important assertion in his oft-cited
paper was that "the outcome of the sales call depends on how
well the salesman and the prospect have communicated with
each other..." Despite this early recognition of the
importance of two-way, face-to-face communications in
personal selling, few efforts toward incorporation of
communication theory have followed. Soldow and Thomas went
80 far as to say that "most studies have ignored Webster's
admonition that researchers view personal selling as a
dynamic, interactive communication process. "'

Few researchers addressed dyadic interaction in
personal selling from the time of Webster's prescription
until the resurrection of the concept by Weitz.?
Grikscheidt investigated interactive communication skill,

specifically the ability on the part of the salesperson to

monitor feedback leading to further insight into the
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interpersonal communication process as it applies to
personal selling.a'z"zs For the most part however, dyadic
interaction investigations of interpersonal influence
processes had remained in the realm of social psychology.

Weitz's contingency framework has been referred to as
an early outgrowth of the marketing exchange paradigm which
recognizes the buyer-seller relationship as an important
variable.® From Weitz's framework, two important streams
of research have been developed, both of which must be
considered in the current study. The first stream involves
the implementation of persuasion strategy within the
confines of the sale dyad. Writings within this area
include those of Weitz (1981), Weitz, Sujan, and Sujan
(1986) , Szymanski (1988). Recognition of the dyad allows
for assessment of the adaptiveness of the salesperson in
developing persuasive strategy.

The second area of research following the contingency
framework is in the field of relational communication.
Soldow and Thomas (1984)”'recognized that Weitz's framework
stressed the content portion of the interaction between
buyers and sellers with a resultant emphasis on adaptive
strategy. They incorporated notions from communication in
the sales dyad and introduced relational communication as a
complementary consideration. Not only does successful
selling require strategic (content) adaptiveness, but it
also requires an ability to skillfully manipulate the

relationship defined in the communication process. These



27
ideas will be developed more thoroughly in the review of
communication contributions to the current study.

Another recent study which has focused on the
relationship component has been provided by Dwyer, Schurr
and Oh (1987). They also developed the buyer-seller
relationship by recognizing the distinction between content
and relational components of buyer-seller interaction.
Although these authors suggest that relational interaction
is a process and define stages that parallel courtship and
marriage, no means for measuring the relational interaction
is provided in their study.“ As will be seen in the
communication review, the components of relationship that
relate most strongly to the maintenance of long-term
relations are trust and intimacy. The present research
relates to a one-time buyer-seller contact and is therefore
restricted to the control component of communication. A
more complete development of the contribution of relational
communication is given in the next section. The
contribution of adaptive strategy is included in the review
of the negotiation literature which includes treatment of

theories of compliance gaining.

Review of the Communication Literature

Any study of human social behavior involves
communication. In fact, communication is central to the
interaction of individuals, groups, organizations, and
societies.? Because of the wide range of communication and

the numerous theoretical approaches, it is necessary to
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narrow the scope of this investigation to those theories
most useful to the personal selling context. Littlejohn
provides a useful taxonomy for this purpose. He uses a
4 X 4 classification of theoretical domains based on the
communication context and the theoretical theme.
Littlejohn's taxonomy is reproduced in Figure 2-1. Since
personal selling has been defined as an interpersonal
influence process,30 the present review of communication
theories will be restricted to those dealing with persuasion

in the context of the dyad.

Contextual Theories

Dyadic Group Organizational Mass

Language
Thematic Meaning
Theories

Information

Persuasion

(From Littlejohn)
Taxonomy of Communication Theories

Figure 2-1

Before focusing on persuasion, it is necessary to
develop understanding of the nature of general communication
processes in the dyad. This approach recognizes that the
higher order theory (persuasion) is dependent on the
underlying theories of language, meaning, and information.
These ideals will be developed only briefly here. For a

more thorough review of communication theories, the reader
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is referred to Littlejohn.

Theories of Language
Every theory of communication recognizes that

communication occurs through the use of symbols.3' These
symbols can take several forms including speech, writing,
art, and symbolic action. The present research is
constrained to an examination of the exchange of verbal
symbols in the sales dyad. The presence of non-verbal
expression has been well-recognized,n but it is not
included in this study to provide focus and manageability.

Communication involves the transfer of an idea from one
person to another. Examination of the root of the term
contributes to such similar terms as commune and communion.
The implication is that of a sharing in common of an idea.
Since we are interested in studying the specific subset of
dyadic persuasion, it is unnecessary to provide an inclusive
definition of communication, but to provide an accurate,
specific definition for the present context. Probably the
most useful contribution is that of Miller (1966)...

"In the main, communication has as its central interest

those behavioral situations in which a source transmits

a message to a receiver(s) with_conscious intent to

affect the latter's behaviors."

The contribution of language is that it is one vehicle
through which this process occurs. As was indicated in
Chapter I, other recognized communication channels such as

facial expression and body language will not be examined

here, but offer promise for future efforts. Where
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communication is two-way, as in the face-to-face selling
situation, the ability to develop shared understanding is
enhanced and the fullest development of interpersonal
influence can be realized. As will be examined more
thoroughly in the development of the research methods
review, the most observable evidence of shared understanding

is in the language of the dyad itself.

Theories of Meaning
Littlejohn states that meaning is "intimately

intertwined" with the previously discussed topic of
language.“ The use of language is necessarily an
abstraction of the idea it represents and the application of
meaning is the process within the individual to the
communication which fills in the discrepancies between the
language and the idea. The sender of a message begins with
meaning, converts to language which is received and then
converted to meaning within the comprehension of the
receiver. Several theories of meaning have been proposed.
These include Langer's theory of speech acts, and Cassirer's
philosophy of symbolic forms. A summary of these
theoretical approaches is presented in Figure 2-2.

Of the three theoretical approaches to meaning
presented in Figure 2-1, the most useful for the study of
communication processes in the sales dyad is ordinary
language theory. Although it has been criticized as being
narrow in scope, this is not a problem if the field of study
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Basic Concepts

Symbols or words
are used as
vehicles for the
conception of
objects.* Words
can therefore be
used to infer
meaning.

Language use more
important than word
reference. Defines
the concept of a
speech act.* The
four speech acts
(Searle) are:
--Utterance Act -
ex. voice exercise
--Propositional Act-
referential meaning
only

--Illocutionary Act-
seeks understanding
on part of the other
--Perlocutionary Act-
seeks a behavioral
response to others.
Leads to rule-based
approaches.

Identifies stages
of language
development.
--mimetic - one-to-
one relationship
with objects.
--analogic -
intermediate.
--symbolic - use

of grammar range of
conceptions broadened.

Reviev of Theories of Meaning

Figure 2-2

Criticism

Overly
simple.
May miss
meaning
beyond the
word level.

Narrow in
scope.
Categories
have been
criticized
as not
meaningful/

More language/
meaning
development

than analytical.
Inoperationed in
the present study.
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is narrowed to a specific buyer-seller setting. Instead of
providing broad categories of speech acts such as those
developed by Searle, the communication behaviors can be
categorized in situation-relevant categories which are
established on dimensions through which dyad participants
attempt to influence interaction outcomes. The ordinary
language approach is consistent with Miller's definition of
communication because it recognizes that the messages of
senders are "actions" designed to influence receivers'

behaviors.

Theories of Information

"The essential feature of all messages is information,
and people use the information in messages to reduce
uncertainty and thereby adapt to the environment."® This
introduction to theories of information by Littlejohn
suggests that people combine language and meaning to produce
information. For a message to qualify as containing
information, it must provide reduction of uncertainty to the
message receiver. The contribution of information theory to
the present study is extremely difficult to operationalize.
For this reason, the discussion of this topic will be brief
and will center on criticisms of information theory as it
relates to interpersonal communication.

The classic presentation of information theory is that
provided by Shannon and Weaver.¥® Their construction
includes such concepts as transmitter, signal, channel,

noise, and receiver. Through the encoding and decoding of
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the message, along with noise that can distort, mask, or
replace the message, the transmission of information is
effected. Distortions, which are created in the process of
encoding or decoding or are introduced by the presence of
noise, reduce the efficacy of information transfer.

Criticisms of information theory center on the fact
that it does not represent a study of information that is
most commonly associated with the term. Littlejohn provides
three problems associated with "stretching the concept to
alien domains."” He holds that information theory: 1) is
based on statistical techniques not transferrable to human
messages, 2) downplays the importance of meaning and, 3)
does not deal with contextual or personal factors. 1In
addition to Littlejohn's concerns, the theory defines
information as only that portion of a message which
contributes to uncertainty reduction in the receiver. Since
we do not yet have ready access to hearer's internal
uncertainty assessments, the theory is inoperational for the
study of human interaction.

A more practical” extension of information theory is
information processing theory. This study makes hypotheses
about the internal processes that transform messages
received into useful information. It includes concepts such
as sensory data, central processing, storage, and recall.
Much of this study in the area of communication is derived
from theories of social psychology which attempt to explain

the mental processes associated with behavior. Discussion
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of these theories will occur in the review of
negotiation/persuasion later in this chapter. The most
significant development from the information processing
theory approach is that "all cognitive processes are

w39 For members of the sales

governed by organizing themes.
dyad, being able to detect the organizing schemes of the
other dyad member is an important part of the communication
process which leads to adaptation of strategies and tactics.
The greatest contribution of communication theory to
the current study is in the area of methodology which will
be reviewed in Section 2 of this chapter and established for
this study in Chapter III. Com<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>