Journal of Channel and Retailing
Volume 26, Number 1(January), pp. 47-72, 2021.

Korea Distribution Association(http://'www.kodia.or.kr)
ISSN: 1226-9263, http://dx.doi.org/10.17657/jcr.2021.01.31.3

BIBYYUARO| CINE 2o}

ARAEYAY O FE:

ot CXEEUTIE x2S Z0|
sHETro ZEE =}
e

2 e
lo
b e

5
e w
T oof am wol

_?L
o = M nd orr
o
ot
=
)
Hir
rlo
>
fN L
lo
o o
By
i)

T

o
ol

e O 3L
)

rO
el
i)

ol o
ofo
olN
N
u
Tn

O

o 0N
re
-
rr
jos]
[\®)
o]
o
1A
>
s
1o

i)
)
i)
Md
ol
)
)

o ¥@

G
o oN
Bl
1%
filo
>,
>
_?L
32
T

oft 1w rlr w

o ofx
ko

ol ox
<)

N
2
g_l,_r‘

ol
=)
IS
i)

o o
>,
i)
oft
2
]_r]
oo
L g

o, oo mx

>
A,
gl
%
Mo
N
e '
ol BN o

0,

=)
W S

oM.

il

rr

EY

fo

>

N og

2 o
M Lo

rr o

BN

o M o

N
N
N
N
olt
ol
>

wr 0D b 10 g R
R
T

ol N Woo
ik
oo

m 19

e o
38 o
il

-
a2
>
>,
2

ols
el

FHof - CIX|E 23S, CIX[2SR7|=, B2BEY,

ful
R}
nt
of
iR
N
4
ot
oo
=
-l

5!
ek
w
[\S)
w
o
jind
>
e
lo
)
i)
o

2o N

HAE 7leddel felel B2BY A& Aol gA27]a o] 7Rket §Ar+-2] lo] g =aL 9l
% Hote 6% 714&8E )l ool B2BY A HAIE 71&S olsfstal & of g
A

EX

e o

Mo
=O=ll,‘

SHET 7Ig A esE,

i
R
2
3
)

oo %
fo Tl
o

o

filo

ol

:oé

X

o

[>

|m

=

)

£

ju]

==
=

of o =

1%

1o

colelg

141

3 HAE 7ol s 28 of w=t
Zrzo0lok & 1

Z] o] o_q%]:gi

FH AL Aol &= o] 7 o]

8902 Agettt wetd gad gArie] &80l &
£ 7Fs/do] TAR. shAIRE 154t

2 A4 ehrhe FolA B2BY AAUEL Y 9

of
ol
filo

N
rr
RS
]
uE
ol

Ir

oo T

2
|o
fru
Sl
o

& oy
w
[N}
w
o of
L > H oo o> o i

W o

AL
o rlr o
=)
[E]

o,
>
o
MU ot
X o

2o
b =

Jo 4o

9

3o

m & 2
w2
& o

)

=
N
N

r H

Lo [
‘lN' ¥R o

&

N

i)
)

[> fol
ojN N,
i)

A
o
TN

oO[-[lI] BN
i
e

T
il

oo 3%

oo
N

o

S
o

s
BLrl
re
-
rr
os}
e
oe}
of
FE. iR
2,

ot
=2,
r.!
»ore
o S
3 4
i
ol
Rl
W
[\)
o~}
o
2
I g

ik

P

AEA 0% BBAYS FANA ANIH A
o olsh A4urt AAEE R aEe]l gt
(Anaza, Inyang and Saavedra 2018). ool T &Y
A7) (digital sales technologies)®] 58442 A
TR Y SHAEE 22e] 7]e 22 B2BY

ol o] HFAlS 37| vlFto] =9ttt Es], 2R

=

B2B ¢ H4te] tjz]d §4](digital transformation) ©]
L oKt} 7153} = S=Ath(Min and Jang, 2020).
AE7HE2 G A2 (sales journey) H I+ 2152},
VALE W A A A 224l
& TEooF & HAEIA =
2lth(Gavin 2020). B2BE 4ol t]#]
LYot 7|E &5 Akt B0l

=]
A 71 3] (sales lead) S B, B=5f A7t

=
f
=
[>
of r]
E‘)_II‘

* AT LH| A djo]EJ Ao AA R, 7 &8} BEAK(changmo.jung@mobis.co.kr)
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= 33t 4~ QUtR(Travis, Gomez and Buckley
2020, Jung, Won, Lee and Kim 2019). ©]=| B2B T] #]
99A71eL AFAE 9 vlold B4 ARt
B2BEIAHS] 178 WA ShAsha gl 4%
o|th(Cook, 2018). T4
Q52 7|ut TERO

H4+3] 9 (group video conferencing),
A &5 M (workstream collaboration
solution) 59 @UE++= =&, d5A 7=l H

E5 9 UA53K(sales force automation) =2} H]
i JHSES A Yots A2 Y H-57H(digital
sales rooms) 5= 3 95kl AFHEE| 17 QJTH(Hilbert
2019; Ziiadic 2019).

o] gt H3tE B2BY A E HAE
g olafjstal Ao 9HA &8ole THS AE A
< Q31 QI ok (Baumgartner, Hatami and Valdivieso
2016; Giovannetti, Cardinali and Sharma 2020).

APAFAEL HAE 71a, HolHet 4EE
olafistrl &8 4= Sl 7N TH I 4% & Y
A9 252 (digital literacy) 22 7Hds} sHATH
(Ribble and Shaaban 2011). 549 L1} Aj<Ho] 7 9]

= Gl gAIE 7]&o] A-8= o] ke HollA
g Fallg2 7iQle] Foll A& FEA o=
Ty5t7] fIoiA 420 g ZE5ojofst= AFL
2 Q1AHF QITHUNESCO 2018).

B2BY A2 tHE 2okl Hlsl HAE 7l&< &8
AR Ao thA A=A o] 2 th(Giovannetti, Cardinali
and Sharma 2020). SFA|TF 2| 292 1S H|
i 4o S7t= A<l FAL TS S v A
d 71&9 5842 9435 57 }3}‘3&‘3} olof, B2B
BAALE Y] Ao FF= F=°
7Hs o JFEY a0k oo
217 o|th(Bharadwaj and Shipley 202 0). @@r% 2+
Stell A B2BY A2 ATPEES flo dFA
oyt £3:49] 55 88T ofyet 79, H]
o]E] #2](data synthesis and manipulation)®} 7=
Aote O2E ol E 7le7tA] 2E S e

2l

ol

A

TH(Leopold, Ratcheva and Zahidi 2018). o]n] &
NYQTES ARG Aol BB
A0 A, 45 2 AT 1A 75 S

12
o

384 Y= T AHS A tH(Romén and
Rodriguez 2015). -2 W20 4| Mantrala and Albers
(2012)} &2 AFAE2 A3 FJARD 7 HH

=

A Agol A 7e=
2 Zyetert,

Qe gAY
52 Ao 9143 B2BY Y
£ S7HZ SlRlo] EAE 1’/]'(Roman Rodr1guez
and Faramillo, 2018; Sleep, Dixon, DeCarlo and Lam
2020). FAe} 2L UALAY7] %] SHrEARt
W YRS S U olA 1 A At 24
o Fi HAH GFE F74g A0 AHch ot
2h4 B2B AYATL] A Eajeat A ]
7% B ol ARAEH L] ojug GG 1]

re z

B Qsi}. 54|
% 3

t2A A=A =

i

GEHokoA B2B G UAMES] HAg &
P AEIA7E Sedd Had AP
St A7 o] th(Kim, Choi, and Han 2020). ©]
o B A7 B2B g AAIYI Q] t A" BafEo] Z
o Az o 7 urs| 1.2 51
FEAFE L T2

= X}ﬂﬁ%ﬁ(digiml sales

r
N

technology self-efficacy)E "H7/H=Z 2 FAEH A0
oA Ao g ALY L HAse Tt 181
WE2 o2 BB FAAFL S HrE ARt £ = Q1A H of
2+ S L (Churchill, Ford and Hartley 1985; Greenberg
and Ambile 1996; Mayer and Greenberg 2006), 17| <

583 A5fjsl= @910 & 4] 2 (Faraji-Rad, Melumad
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and Johar 2017) 5 A& (desire-for-control) & =4
s Sl TS B3l IS B
B2B §H4E-5olA A E 7|& &89 FaFoll Bt
1 3 2ol 4 B2B o AR o] 2

oS4 o] et AAR S AlEstarz)t g

L. C[X|2 =it CIX|2IE7 =

O]Eﬂ}?l(sales plpelme) Jr_’rE] 7]- Al o] tH(Ohiomah,
Andreev, Bunyoucef and Hood 2019). o= 9 ¢
upo]mefQl Aol 7+ dAlof| A HA D g A&l F
H5HA E-8 53 it o] 2 Qs B2BY A 9
tAd 7] oldfjet &8 A2 dFANE Aok
Fa3%t 947 BASIth(Giovannetti, Cardinali
and Sharma 2020; Tanner and Shipp 2005). UNESCO
(2018)= HAE ol g o] FHHANA 275 &= 7]
291 7] & (gate skill) 2 AA EHA 1-E7H5AS
ol 2935t 942 2ottty gt
A A= HAE Aol 7iQlo] “HAE Ve
QA oA AFERA ol 52 TAE 2o
© 2 A oJ5} ¥ tH(Ribbla and Bailey 2007; UNESCO
2016). o] A2 HAE e oA BHe} 7|es &§
Sh= Z4Aloln HH 2l 52 ou|etthe ol
45 ool Tt 7]e A A olut A=
Elth(Heitin 2016). olfl, AE o8& 4
7h xR, A s ol HAE 71eAd
e Z9HA ¢l Q12 A 7]|ed S8 o 2 o5

1%

|

[‘h‘

i

(]
=

o] g5tk (Lankshear and Knobel 2008; Markauskaite
2007). List(2019)= FH A FAXALS T35l v A
g Bgjglo] 7]&2] Hdl(set of skills), AHS]-E3}H4]

o

—_—

L oo of r-lu:

]

ol

3Y5(sociocultural behaviors), T] 2| & 7| & ¢l
7hQ12] 2453k Hh-3-7H (digital natives’ automatic
process) 52| ThFet o2 pAgH Tk Aot
A}, FAFSHEEo]| A Tordache, Marien and Baelden
(2017)& HAE Zoffglo] Al 7]&olLt HA
A P2 E =2 A HA Y kot AT E]]
o] & olslistal ARg-oh= A5, ‘A 7|&& &8
Slo] W Q3 JHE 2k,
‘Ozd wAZE 14, ne, 7F55k=(encoding
and decoding) J%”, ‘HAE 7|&aa -85 o4
¢ 28-S WEojlle 9 5= 2EIHL A

5} tt. Calvani, Fini, Ranieri(2007)= H X &€ &3]
o] 7|42 g alot A48 7|l oz TR}

al %SXJ%}ML Manzo (2009)= <o]gla} F A1 <A
AL, L?-E} Z*EX%E]’ v oA AbT, B4 5
29 gAEA 5 =1

Q1o 2 2}-83trk(Gualtieri, Phillips, Rosenbluth and
Synoracki 2018; Hasan and Ahmed 2010; Mac Callum,
Jeffrey and Kinshuk 2014). 2| & Zol| 5 7} 5-AFSH
MEo =z oxg 34 (digital fluency)©] ATt &
A AEE XY HAE ZollE AR7s 9F
(ICT competency)Ht HA|E AFAH 7] o|of
Skl &-goh= o] 23lo] ek W fxd
AL ol S HolA ‘HAE TeS &
aff 2] A3 78 % %*41—1 © g2 AFdska MEA %
=5t A 22 TotcH(Wang, Myers and
Sundaram 2013). Sparrow(2018)+= T A& F3}|2 11}
QA §342] Aol 9ol sho] v
A9 Balgjo] |FolE AT, BT, 4 4

oletdl t Y §AAS 9Tl 2R A e

=

obo Jo

o
i?ﬂ
")
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%
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o)aba A sheth. Wang 5(2013)
(digital natives) 2] 9= 713 i]-
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E =

ful
N,
um
of
2
ﬂH
ﬂI
0
fols
1)
=
O, i)
R}

N
N

2 o]
UH—ErO]E} g2 7]e2 e, A
T AEA 2] §old T AT &
Q15 obd =1 7)ol Bl AREAFNA T
Z9] gAY 84S H otk (Pagain
and Pardo 2017). o]of] A2 F <~

=ti2tst7] YA+ B2BE A

H oX > of o
FIO o L o rr
=
oo

ol yAd 2892 24E 28t k. ST B2B
G HAE EoEe v A= S
Aot

AdAdTEs A7 Ies dddTe
2874 Al B A E 2] (customer intelligence)
FFe ALY 7HssH ste HAIE AREA
7]

&2 A O|otal st tH(Tanner and Shipp 2005).
A 9 AL dABYERE JANE
S}H(SFA: sales force automation)tt 21244 ¥H2](CRM:
customer relationship management) &-F41 59|
T}H(Agnihotri, Trainor, Itani and Rodriguez 2017). |
oll= 2ot A ZA8A B2 (mCRM), 145 A
B Q3 A]5 dolg 4 &FH(Al-enabled data
intelligence solution) % TIAE I H-57H(digital
sales room) 5 2&2 A9} IHo] = Sk
(Agnihotri, Trainor, Itani and Rodriguez 2017; Hansen,
Hilbert and Linden 2020; Rodriguez and Boyer 2020;
Travis, Gomez, and Buckley 2020; Ziijadic 2018).

ol YA E I 7= 2] &80l B2BY A

o]
S

At A el Gk rXthE AFd2 o8 o
£ 53l 45 # th(Baskaran, Lay, Ming and Mahadi
2020; Giovannetti, Cardinali and Sharma 2020; Tanner
and Shipp 2005; Wei et al. 2020). 7] 915 B2B ¥ ¥
Ao Aaaae BHo 2 dAEdrlE £
2 %370 2 shejol sih. S BB YA
o fAE Faffglo] W& 7%, 7L A= 7dlef
112 745 o] it ATkt A H Y& Aol
05]% ARAEGAS ZAN7 T TS AoNE
S@rtA] ZAf,

A AR AYIFTES FY] A
A A~EI(IS: information system) A8 2 213] H &
She A RAEYAE EH| I L AE | A(technostress)’ &
7] ©]5}4] th(Tarafdar, Cooper and Stich 2017). Baskaran,
Lay, Ming, Mahadi(2020)= 2] 4 2] A17]& =<
T ARRO] FA YA A2 A4 6] sk 25t
7] gjZo] 2EHAE st 8 4= AgRtrial
Ao} a1, Sleep, Dixon, DeCarlo, Lam (2020)%
OAYR71ee] FEOT Qg AR ool
T EYAE JIAALE A A ARAEYAE

—

QT H 3t

2. CIX|EEA7|= 7|2 sZo| o7y g

AP ESTE Ad0] BT FAoIH 4RE L
ST % P 5L AT Qe VL, AN
© 2 HolErk(Albert 1982). APATE 7]&EH A
ofl A 7iQle] QIXst= A7 B5d<= 7= A7 8%

ZHTSE: technology self-efficacy) 22 7 °]stAth
(McDonald and Siegall 1992). 7]& A7| 25402
e o R Holet 2 MER S 4L
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. =
o] HASLEHA 7]& 7| asol I LA F
= 9FE S5 AM|tH(Cicala and Zhang 2020

Delpechitre, Black and Farrish 2019).

B2B YoM = dFado] E85He HAEYd
5 %} (digital sales technology self-efficacy)
|7 &4 FFS =, Krishna(2002)-2
% A7 a5 £esE YRE o
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(Aharony and Gazit 2019; Prior, Mazanov, Heaslip
and Hanson 2016; Nam and Park 2016; Saienko,
Layvrysh and Lukianenko 2020). A3 7252 t
A9 ga2 o] AR A At 2] 74 A7)
Z7MN Itk A48 51 th(Brinkerhoff
2006; Torkzadeh and Dyke 2002). ZH-2 meto] 4] o
PALE A0 2 F AT E 7% A AL 7%
P asHE =olv 27 YEFYTHWang and
Netemeyer 2002). TahA] G AARE o] T 21 2ol E
2 OAEGYTe A as el Aol FHL E
Ao 7 oAe 4= Qi
&8 A asdS AT

Haeg QlAdtol gtk (McDonald a

= 1 o
sas4a=

AEHAE BFE Fa
nd S

A

o2

iegall

1992; Schwarzer and Hallum 2008). A3 A1 2}5
PEgFoN A AHot= ol2]gof thAst= ZP*H
X

el Tt W] AEHAE g

M

o

N
o 2 v T
e

=
=
T
A

ol
-

ol N o
2 ore kg

4 o
=

M ory 4o
o
Jo
|
|m
i)
[>
i
|r
N
)
i
™,
=
[
=
2
To
ku
o
e n)

(Herman, Hickmon-Rosa and Reinke
FFE BBIYAANAE 55}
7| YEPA T}, Carballo-Penela®}t Varela(2018)= 192
o
o

HO] B2B JAAME S o= g AFATollA 2
71Es ol HAA AR EEI1 FA A Y-S
s F2ARFAEY A g0 JFE o= A
= 9

ZL olf=E 7|& AV asHE ARAEYHAE
gx= Hde)gelog 283ttt Durndall and Haag

(2002)4+ Russell and Bradley(1997) 52 4=
= F49 HRH7E Ar|msol A7l A
Sk A
85Tt Delpechitre, Black, Farrish(2019)

FH &8 S (computer anxiety)=
Ao =
=22 O
= QeApelo] 72 bge] T T sHechnology

F

overload)E 717 ¥|W ARZE ke AmAEd]
~ 47t 2715 218 W)

Fgshd YAl O Bl ALy
A7lE AV ass MR A RAE Aol JF
= & A0 A dHn THL] A asdyt A
FAEYA I A ZA AR A= A=A,
A, NA-FF A, A7 A 5o ARFAE
gl gglo] A7l a5te] MiAE oA AFAE
2o JFS T AMdS Y th(Lavermann
and Konig 2016; Liu, Siu and Shi 2009; Peng and
Mao 2014; Saragih 2009). o]of] &2 7= T2 €
o] OAEIA % A7 a5 WiAE Sl
AR A ro] B()o) JFL FE A0 ML

93steet,
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7hd 1. B2BYRALRIS| CIXE B3j2L CixEYY
s Aolaszel ke SN Neae
B 20 200 Y F Holct

3. M8+ =2zt

A &H(desire-for-control)i= /g2 SA|5H
Qoh AaE 24 s e A8 STt
(Leotti 2010). ©] 22 Q17O OJARA A 3} 3-5-of
SFe n 2| Y d 5] Qelo 2 sfold e 1 F
o] th=r}(Faraji-Rad, Melumad and Johar 2017;
Maclntyre and MacKay 2019).
oleiE BAGTE FANYA 2PEE vl
2lgt EA 2 9l A & o] gt} Mayer®} Greenberg(2006)
o 95T JUNUY 54 F PIRA BAT
(need to conquer)’t =TH= A2 T AEE4&
3%10] Bl 2 4371 oz 49E 43
o5 EAste] Aokt ATE U o] Fal Ao}
AN ST F 94T GAALS 4
Z= At A3E Wes A9 A
° P UTh B2BY GAHE S
A 28, B

2012; Lee 2017, Locander, Locander and Weinberg

2020). o121 ThaFe S AT A0 BAS ¢

She 23e ot A8 TE B2BYYAU

AJ3te}t 214 Hth(Locander et al. 2020; Rajabi and

Brashear-Alejandro and Chelariu 2018).

ZE—;;HO]: SF 142 57\1]—9—?7]- AE E]/\H- 1].5:_@
Aele] AleAteo] ke = Maacloz

O
3ttt = Aot Awo]E(hopelessness theory)
A

o

o) o AEdASl 385 F4o] ek
1! A8 3ok (Abramson, Metalsky and Alloy 1989;
Bjerkloef et al. 2018). Tobin¥} Raymundo(2010) &=

off F& 0] AR H FA2 A2 (self- worth)—
54877 5o
Ao Tistele Aol
EPATH(Faraji-Rad et al. 2017).

o|e} 2 olfr= FAIGAE= AV E 82 T
Fofjagloz Ity Qltk(Bakke and Henry
2015; Faraji-Rad et al. 2017). A17]&2 Q1x]H FA
o] Wol A 8-+-2] F-=o] o1F 7] wiZ o]t} Deci
9} Ryan(2000) Q1% 7}0]E(cognitive evaluation
theory) ¥ ol A 4171 9] AR-g-o] A& F712] o
8219 A FAHE FH 47]& 785 3
SHA| RhEthal Asiith. JAIAE 8ol et
ALof| A Rijsdijkd} Hultink(2003)= A4 &7} =

SE QAAE Bofl o E2 0] IAH

1l

AfE =71 2 23 Fieide o 27 4R

o rlo

It oi-m

o= A2 353 Faraji-Rad 5(2017)% 417]
<o) Z|Q19] IAH FAGS A5t o|= <lsf
ALt T AAE 8-S At A
= Bt Sdo6tH, A7]e2 xE sAdE #
F7] fzel =2 TAETE TS 7eT8e
A BRF o}, A7]& &8 Aol Ae FE A
4 w2 AEHAE A ske Aot
78R WA FAEF7 4A7]E
&= Adol= olfFE AEE & Ak AHAES
Z145642] 2 Al 71zl gk ARg-golda WA QI
A15}7] W& ofl(Chien et al. 2019) AHAlo] Y5}H= 4=
M) 71Ee SAY 4 fithal Ao FAE
7t E2 S ol A Blust 11 A3 417]
& 89452 A3lHH(Robinson, Marshall and

Stamps 2005; Faraji-Rad et al. 2017).

B2BY Y Wt A A7]E ARGl whE TAIH
As7t A7E 8= AsfiRtee Aol U
(Rangarajan, Brashear-Alejandro and Chelariu 2018;
Romén, Rodriguez and Faramillo 2018). A2
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7hd 3. B2BYYALAS SHSTE CIXIY 2ef20)
fesswrol 0N RS FUE

0|tk
sHg7
LA E A7l
247|252
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89 7lE AN EEE SRS 2 A7l 2
AR 275t ARSI AR AE A S-S 9
S)41= Stanton 5(2001)] A7} A1 7|4 T ¢lof wh
T YA ARAE L] B3 Roman &
(2018)2] AT A AHEH 47 FEES =I5
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o hAjete 2 SHAE S BA ST Tl Ao
A g2 AF8-5]+= Burger and Cooper(1979)2] “&7]
2] A& (chronic desire-for-control)’ 2] 47 &5
= AHEO SASHAThH<EF 2> %) & A= F
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e LE A7 0] 0.7 Hol HHLTA 7=
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BLOATH(<3E 2> %), ol Z Ao AHBH BRES
AgEo] A2 we} et S E 913 Ejlat
AT

CR | AVE

887 | 922 | .747

Cixje | TSEL| 781 [ 1824

o{oi7]1& | TSE2 | 834 |2.033

Sl 818 | 880 | .647
A7 TSE3 | .826 |2.018

FLot

BSY | 1sp4 | 775 | 1744

iR ' 886 | .886 | .745

SMET 907 | 921 | .781
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<E 2> BEEIY 23
H 1 2 3 4
GRS 25 .864+
2;'71'5:“7'% 584" | 804+
3RBAEYA -330"" | -.478" | 863t
4.SHEH -352"7| =279 | 5507 | .884+

+: AVE A&, *** p<.001

T3 o]k mizE 27 SA Aol oA =
Au= 249 Wil aaE ghlsto] a4 2 2b=
Hayes(2018)2] Process macro model 85 2-85}0]
7HaS AZFATH95% CI, n=1,000).

41. CIX|2HY7|& X}7| & SZ(Digital Sales

Technology Self-Efficacy) |7} &1} AS

4. 713485
97 BB YA A 7Y BElo] BAYY
AJE A7 =78 ull 7 Ao AEH A A
IS Aol Bopeaelel g e O T IROER VIS AT S G
mre & 327 sRlsh] 919l A4 R4 L ANjs)
ol ALY ANasAL Ba) ARaE o S
<¥ 3> X H
a0l ABFS ZL a9 0]8h] Frolshal }\:E}(B}aml;and Kennyl%f L Oﬂoj e ;i
Zro| Z [ k=3 = EAIA O 7 =
oo NaT S e AR span G0 )RR RTEARSS RARLD AEE
e sobE Ao} o) 4 B ek gl 2]
ExEWY £ AASATHOS% CLn=1,000. 10T -
= 0,
7 Aol Qe BAESE EI5 TR 2.0% HER
<B 3> S BIEME B8 CIAYTUIIS AIIBE 2L A 2D
DV: RIZAEZ|A bv: ill_éllz%;%;ﬂ% DV: 2I2AEZ A
b SE t SE t b SE t
k=) .010 .042 242 -.054 .035 -1.554 -.014 .040 -.350
Ptz -.151 118 -1.280 134 .096 1.398 -.091 110 -.826
O Y 2o -.310 .052 -5.962*** 528 .042 12.518%** -.071 .059 -1.203
CIAEEY7 = -
27| &S 2t -.455 .065 -6.982
R? (Adjusted) 110 (.101) 348 (341) 230 (.220)
F 12.673** 54.670%*** 22.814%**
% p< 01, **% P<,001
2017 BN DAY BARe ARA oA e A0R Uehttko—-071, p>05). o]
Eelag foobl WA A0R Yeht AEET  BBAYAAS] OAY Bolee dAgadl
7 918E SIS b=-310, p<00). TRL T AT EEA] S BN ARiEd Lol G
A2 BeEe 9PN E AN EEROIE B & Foh Aol AZHo] A1 A5 Yck T,
& =9 BB FFE FATHb=528, p<.001).  FARGR] AP AP EL FrolshA] AT (<; 3>
OAg e 0AYAYslE AlEERE B D)
F nee el 290l A%, dA9A I A7) AR SFede dlmse) 2719 54
AU ARAEAAE ROl wRGow  el4E AFebl ot Pk ek olol A
(b=-.455, p<.001) A& Flg 9] 21 -4 a7= 79 + Hayes(2018)©] PROCESS macro 23 45 5%t



REAEHY w7 a3t BA4-& A A5 TH95% Cl, S At 2). 291 AL Y
n=1,000). 2427} fz4d ZEsjgo] A FAEHA Eofgo] ARAEYAE UFE= AHaRn: 2
of FFE F=HHAH} A2 95% A=k okt SR FRISHATHIH 3).
W(lower limit)2 -.321, A (upper limit)= HA B2BY AAHE Sl tixE 2Ealig 3 SAET
-1630.3 A2 77 gho] 02 TSR] Qrob w4 AsArEo] tAEGYYE A ase] Fe
27} gol5lm 1 37]% - 2389 (<E 4> FX). Bl F g A2 &2 LELH(b=-215, p<.001) =
B ERTE L 4 AU
42. SN =Eaet =HE D751} o2 fAg Eofgo] A RFAEH Ao
(Moderated-Mediation) &4 A{aI= A5 A, AP a9 = {2 5H UrE’r
W TH(b=-.313, p<.001). Z1&j} R EF A 7= A7)
o2 fgAg Eofigo] e ddrlE 27| =74 Ogz"g 28y EA &9 A S A-a 5SS
582 oA AFAEY A FFS = 1l FEQdet oA e ol o] AR AEH A
27t FAEA oo 2EEl= 249 vfrf et
<H 4> CIR|HHAU7|s AP | 252 O7iEe| FEAERY &M
95% Al2| 717t
b SE t = .
[=] el S 1 A
Fdgup=anl;
) ) -238 040  -5.950™"  -321 -.163
CIZE Boffed - CIREAY7 |2 A |26 — ARAEA
= Fuk=mnl
C)A| " 2512 — 2IPAER A -071 057 -1.245 -.186 048
EX=inl
C|A Y 2ofjd - 2AZRAEY A -.310 .060 -5.167 -421 -.187
% p<.001
<E 5> AT 0ER 240
DV: C|R|EHYE7|& 2p7| 852 DV: 2|ZAEHA
Variables
b SE t b SE t
ol -043 516 -1.293 .004 035 143
S| .097 033 1.048 -.013 096 133
CR e Zsf~ 1.108 130 8.536%** -.033 150 =222
Exepn 691 158 4.373%%% 289 169 1.708
C|Z & 2513 X E427 =215 043 -4.95] *%x .031 047 660
CIREER7|2 27|26 -389 .059 -6.593"
R2 (Adjusted) 402 (.392) 417 (.406)

AL 07 E 0 24 (Moderated Mediation Index)
A" ZallE — CAE &

2T

32 X SHST - YRAE A

b =-.189, 95% Bootstrap CI = [LLCI: -.255, ULCI: -.131]

w5 pe 001
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7]-& 7124 (simple slope analysis)= =335t
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Effect of Digital Literacy and Digital Sales Technology
Self-Efficacy on B2B Salespersons’ Job Stress:
Moderated-Moderation Analysis

Chang Mo Jung*

ABSTRACT

Traditionally, it has been recognized that B2B sales are determined by the individual capabilities of
salespeople. And the importance of digital sales technologies has not received much attention. However, recent
technological advances have greatly changed the way B2B business operates. In particular, with COVID-19
pandemic, digital transformation in the overall B2B sales trend is accelerating more than ever. Experts point to
digital sales technology trends to watch out for, such as task automation by sales journey, process integration, and
expansion of online channel use in customer communication and contract signing. By introducing digital
technology to B2B sales, you can not only automate existing activities, but also explore and discover new sales
leads to maximize performance. B2B digital sales technology is already rapidly replacing the work of B2B
salespeople by combining artificial intelligence and data analysis. Collaboration tools such as group video
conferencing and workstream collaboration solutions, as well as sales force automation tools combined with
artificial intelligence technology and digital support for non-face-to-face sales activities such as digital sales
rooms etc. have been also widely used. With this change, B2B salespeople are also required to understand the
essence of digital technologies and have the ability to use it for their purposes. The researchers conceptualized
‘digital technology, personal capability and literacy to understand and utilize digital technology, data and
information' as digital literacy. Digital literacy is recognized as an essential competency in order to take the lead
in a given role as digital technology is applied to almost all areas of today's work and life. However, B2B sales
were somewhat more passive in business innovation through digital technology than in other fields. However,
due to the recent increase in non-face-to-face sales due to COVID-19 pandemic, the importance of digital
technology for effective sales activities has rapidly increased. Accordingly, questions are being raised about the
effectiveness of stable and predictable competencies that affect the competitiveness of B2B salespeople.

As the use of digital sales technology increases rapidly, there is a risk of job stress for B2B salespeople who are

familiar with traditional methods. If the current trend of digital sales technology spreads, the level of job stress is

* Hyundai Mobis, Data Science Team (PhD)



68 | RE0T 267 13

expected to increase further and the negative impact on individuals and organizations is expected to increase.
Therefore, it is urgently necessary to understand how the digital literacy skills of B2B salespeople and the ability
to use digital sales technology affect job stress. At the same time, it is necessary to verify whether the
characteristics of B2B salespersons, which were recognized as desirable in traditional sales activities, still have a
positive effect even in the context of using digital sales technology.

However, previous research related to the digital literacy skills of B2B salespeople and the ability to utilize
digital sales technology is insufficient. Therefore, this study tried to empirically reveal the effect of digital literacy
skills of B2B salespeople on job stress. Based on the results of previous studies, the research model was set as the
digital literacy skills of B2B salespersons influenced job stress through digital sales technology self-efficacy. In
addition, although it has traditionally been recognized as a desirable characteristic of B2B salespeople, the effect
was verified by introducing the desire-for-control as a moderator, which was found to be a factor that hinders the
acceptance of new technology. Through this, this study aimed to broaden the understanding of the impact of the
use of digital technology in B2B sales activities and to provide implications for the characteristics that B2B
salespeople should have in a changed environment.

To this end, based on previous research, a mediating model was established in which digital literacy is able to
reduce work stress through digital sales technology self-efficacy. And, although it has been recognized as a
desirable characteristic for B2B salespeople, it was also confirmed that the need for control, known as an
impediment to acceptance of new technology, regulates the mediating effect of self-efficacy of new technology.

(see <Figure 1>).

Desire-for-
Control
Digital Sales Tech.
Self-efficacy
Digital
. g Job Stress
Literacy

Control Variable

Age, Gender

<Figure 1> Research Model

For the empirical analysis, this study conducted a survey on B2B salespeople of Korean energy, chemical,

distribution, and construction companies. A total of 341 people responded to the questionnaire, and 312 were
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used for the analysis, excluding the unfaithful response. As a result of the analysis, it was confirmed that digital
literacy has a complete mediating effect that lowers job stress only through the mediation of digital sales
technology self-efficacy. Digital literacy is the ability to understand and use digital technologies used in everyday
life. However, digital technology used for business performance, such as digital sales technology, is highly
complex and requires a considerable level of education and training, and experience. For this reason, digital
literacy cannot directly lower job stress, but it is interpreted as lowering work stress by increasing digital sales

technology self-efficacy. (see <Table 1>).

<Table 1> Mediation Analysis

U DV: Job Stress bv: Dslegl}t_aelffsiiecsyTech. DV: Job Stress
b SE t b SE t b SE t
Age .010 .042 242 -.054 .035 -1.554 -.014 .040 -.350
Gender -.151 118 -1.280 134 .096 1.398 -.091 110 -.826
Digital Literacy -.310 .052 -5.962%** 528 .042 12.518%** -.071 .059 -1.203
Digital Sales Tech.
gSel efficacy -455 065 -6.982%
R2 (Adjusted) 110 (.101) 348 (341) 230 (.220)
F 12.673** 54.670%** 22.814%**

**p<.01, *** P<.001

<Table 2> Moderation Analysis

—— DV: TSE DV: Job Stress
b SE t b SE t
Age -.043 516 -1.293 .004 .035 .143
Gender .097 .033 1.048 -013 .096 -.133
Digital Literacy (DL) 1.108 130 8.536%** -.033 .150 -222
Desire for Control (DFC) .691 A58 4.373%%* 289 .169 1.708
DL X DFC -215 043 -4.95]%** 031 .047 .660
Digital Sales Tech. Self-efficacy (TSE) -.389 059  -6.593***
R*(Adjusted) 402 (.392) 417 (406)

Moderated Mediation Index:
Digital Literacy — Digital Literacy X Desire for Control — Job Stress :
b =-.189, 95% Bootstrap CI = [LLCI: -.255, ULCI: -.131]

% P<.001

Next, it was confirmed how the desire for control of B2B salespersons affects work stress under recent
situations where the use of digital technology becomes essential. Results showed that desire for control moderates
the mediating effect of digital literacy lowering job stress through digital sales technology self-efficacy of B2B

salespeople (see <Table 2>). In other words, the high level of desire for control offsets the positive effect of
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lowering job stress as digital literacy leads to digital sales technology self-efficacy. As a result, it is inferred that
B2B salespeople with a high desire for control feel that they cannot successfully control the situation when using
digital sales technology, and are subject to greater job stress.

This study has a theoretical contribution to demonstrating the effect of digital literacy in the context of B2B
salespeople for the first when digital literacy is emphasized as the basic qualities of employees. The results
provided a theoretical basis for how the expansion of the introduction of digital sales technology would affect the
mental health of B2B sales employees and work performance. The ability of salespeople to use digital technology
has not received much attention, but as its importance is being emphasized more than ever, it is meaningful in
enhancing theoretical understanding through this study. In addition, prior studies have revealed that digital
literacy is a prerequisite factor for enhancing work performance, but explanations on the mechanism of its
influence were insufficient. This study proved that digital literacy lowers job stress only through improvement of
digital sales technology self-efficacy which directly related to work performance. By proving this mediation
effect, the theoretical explanation of the effects of digital literacy on B2B salespersons was strengthened. In
addition, it proved that the personal traits that were perceived as enhancing the business performance of B2B
salespeople, such as the desire for control, could act as a negative factor in the introduction and use of digital sales
technology. This provided the theoretical basis for follow-up research to redefine the characteristics of B2B
salespeople required in a work environment where technology use is common. In a situation where the adoption
of B2B digital sales technology is greatly increased, this study provided practical implications for the hiring and
fostering of B2B sales personnel. In the case of hiring, institutional efforts are needed to introduce digital literacy
measurements into the recruitment process and to hire people with high digital literacy. From the perspective of
fostering B2B salespeople, sufficient education and training on new digital sales technologies is essential. At the
same time, it is also important to clearly present the expected effects of using digital sales technology. Through
this, B2B salespeople must use appropriate digital sales technology in the right place at each stage of the entire

sales journey, as well as manage the expected level of desire for control.

Keywords: Digital Literacy, Digital Sales Technology, B2B Sales, Desire-for-Control, Technology Self-Efficacy,

Salespersons’ Job Stress
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