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Zfo] 7} Ay @ﬂ'% Rl
= Tl ] A7 o] Qle Tz o Ao ok
W7t 295 7] ool ujabe] ojEAde] &t
(Anderson & Weitz, 1992; Buchanan, 1992). o]
w71 g2 A7 240 BAE AEHH S
2 71AZ2  YLgtth(Anderson & Weitz, 1992;
Buchanan, 1992). Huj7| 42 159 Z171 Fuf7]
Aol Aol ofsl SAI = 7] wizoll A7 A
A A [R e A= E Fol A mREY
A5t Hth(Lambert et al., 1998; Palmatier et al.,
2006). wHebA] R S sl FHrRRe] A E of
olEg aHefl gl71oll FriAke] AR YA ol AEY
(communication style)= |l 2 Q7 Q1o 14
O] 71 A1 A BA T FAEE 4 U= I
of et 2|21 517 E 8 5t

B2B+= AtAA = Ay A 7HA o] Aol
217) whzo] ool A choret ol TR SOl
Zhojsto] gelAQl FulAA S Sheh oA ol
tj2t= o] Aol wE abel] glar, |t
O] Yol A FHjR= HHE 4= gle A 2ol Al

At che, B2B W71 ¢)
A

R

2F
=2

rU

[e3

ojty. whetA Wufjat= @22 At S
EAstY 2AT S JFAES ) 7| QA T}
£ ZE9l|oF th(Frazier & Sunners, 1984).

7198 B g olA F5 ot At
At 7] o] A Afolof Gl ARt
< 7]§to 2 o}7] wj-Zof(Dickinson & Ramaseshan,
2008), B2B+= ulj Akt ezt A o A i Rt2]
PSS - A o] T of| A A A ol
= (contingency theory) .2 Z< sfjoFgtct.
Hartman(2005)+= T eh of] mh& gaFd=te] QI
Al -85 ZARRE A7} o] o 2| 2] etk A
of] 2F¢tsto] Ftufjzpet M R}EO] Af 2 2R T o
A ZAFSFG T A RE Stufate} muf R Eo] A o]
A9 FFdE AY S tiF-& B2Co] 2ol A]
o]F o] % 1 (Hartman, 2005; Homburg et al., 2011;

Kohli & Jaworski, 1994), Ltot7} 71 144 3hof| m] 2] =
FEFE As] FgokA] LATH(McFarland et al,
2006; Plouffe et al., 2016).

U F47192 = HFA BAAA o
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g ok F7PHAE ZEcke tﬂﬁ%
FEA 0]
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> O ol

22} o]sto] AR A GA o Hit F&5do
SHHARIQTE, 2017). A2 3B 7}
WA FAa7] G o HF ol 7] dlZol 71948%
2 ol7] 918 HeA o] Wasih

w2l BBEANAS ToAe] AR
Yol Aetdxt wrufzio] whul o - =h(seller
influence strategy)©l] sl A= E 12} sl=d] F4|
A3l A=A o3 E
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1. B2B Azjjof| ket A
719 Al i e=® sh= B2B(business to

business)i= AlE= AJ4total AHe KR 5HEE &

o 2% Tl AFL AT G

B2BO] 8 EAJ O 72 A A =Eo] BAFA o] Lo}
7]1%2 9l Aol ™ Q5}7] wjRof Tzt e 7
A3t MEAdo] gt EQF wuAh= Fufjztele]
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A 752 9190 oAt ool A A2 7
o} 5012 BEF 5 U WS AN 4 glolo}

2HH(Crosby et al., 1990; Kotler & Pfoertsch, 2007).
A, AE2] gl AHd-§o & ARt A
o7 gt E4 AtEopl o] A tEY
= 2 AlolRt 17t AlEo] Az FeEA A2 A%
st 717 AHAZE FA T (Crosby et al.,
1990; Kotler & Pfoertsch, 2007). A&, FLofj o] 7]
]714_1,}1-10] 01-\1]7(-101 D:]Oﬂ/ﬂ 7*1—1H01 1751] IHQ,]
0] thefet ol sHA AN rl A A of] oistA H
of whef ozt go] A1 g so] WefAt Pl
ofo] W AT §Ao7] Ao AT 5 ol
S TH(Crosby et al., 1990; Kotler & Pfoertsch, 2007).
220008 ofl Sof F-2uzte] B2 71d50
B2B A1 9] 5845 A5HA =LAl o] = gk
© 2 B2B woFe] A7 Edi7h hE ol At g Aol
T2 wofate}t Lujabo] Ag|et 59 A, EARR}
71 PAR o]FolXl mHzto] = AHYe] 4,
25 AR A ol tigt A7 s
o] FAHTHAFEH, A%, 2009; stAIL, /3,
2008; AT, o]A T, 2011; THA, o] T E, 2022).
B2B+= 1A 3k0] A7 A Q1 AR EAZE F4E &
ol FLEF O] o] BL F 2% th(Homburg
& Furst, 2005; Webster, 1978). B2B 2] 714 2
SAle FolAe} wolAke] 4o gols] Age)
4542 1o AR 2% Folate] 520 o
St MEFA HZo] Q35 th(Hutt & Speh, 2021;
Kotler & Pfoertsch, 2007; Webster, 1978). ZL2{1} &
FAF T} TR 712 A= Q1o st A
Ttof| m] 2= FFQ ol FF = U1 (Homburg et al.,
2011; Kumar et al., 2006), &G GAA 7} 7] A4 7k e}o]
PAlo| et Ad= AHH = Hrh(Franke &
Park, 2006; Pousa & Mathieu, 2014). 1143} 7] A A}k
o|o] AANZ ] FAAFH O] TrfjeYF2 1T}
A A 2ol A thFo] A of st P AAME- T

e x ©

oFg TR} 117 8o AFHE WA 4
QoM WAWEY AnE AT 5 vt

(Jaramillo et al., 2007; Roman & Iacobucci, 2010).

2. T-OHXte} TOiX} ko] ¥2EE

o =

B2Bol| A FFufj ke mrufj A} 7Ho] A= T4
ol opd F71A ] Aol A A sh= oA 2
Hgo g AFE]7] Al25t9 tH( Anderson & Narus,
1990; Cannon & Perreault, 1999; Heide & John,
1990).

T At gl p ko] Ao Atg T2 A2 (buyer-
seller interaction process) T o] HE2H A% 7Ho]
FrARE 542 Mg W I IS viA
(Busch & Wilson, 1976; Evans, 1963), % 3AH
T g-E-S =0 tH(Taylor & Woodside, 1980) =
= < mujAe] s oznt A
Zio] ofy e} w2} Fufj R} BLO] |fFof o
AA k= Zlo|th(Sheth, 1976).

Sheth(1976)= 71&9] d+&°] A28 14
gt 7 o] ZEAola A asle] =&o

o g

A FEAE2

_L|.4

< rlr lwh

9,
|
2

7] got Aol AL AT THsAol EEL A
SIS, olelst AEArE TAL A So] 7
Zujo] B FRo| gon, Bujal AFske
£ AFoILt A7k TulAe] S 2 A5t
2] gpot whE el e A7} ol 2ol 2] 4 Fote Aol

o

85t tH(Sheth, 1976). =, FFu A}t THof =} 7o)
Fozbgof Tt A A gQlo 2 ARYA A &
EFd ot Y-8-2f I oA iR, 24, AlE 53 T
H oofe] a4 ofsf AAE = A o|tk(Sheth,
1976).
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TEo] ghedl, Hud Ao thEAQl skl
Bass(1990) 2|54 5ol B2 2|5 o] EA(tratis),
A2 H (political) A&, %414 (psychoanalytic) “d3F
5 MAH AR EIeE A3 E(situational

theories)@t 2] 9] & (role), A Y743k (support rein-
s Hd7t

forcement), =324 (goal-achievement)

Aol Sl A gS ekt

o|% ZlH o] e H= FFoll= ot =
o] EA|5t7] wfZoll A<l B2 2T 7}t &g
2H3 A Aol whet th=2th= HolA A ARl E
o] FA|E]7] A|Z5Fth(Bass, 1990; Fiedler, 1972;

Stogdill, 1948). “3%2]¢Fo]Z(contingency theory)
2 2E 7 Aug oA el g el w4
294 o] 43 == 2 e4H 2] 39 (leadership
style)@t 2t 4 4%
o] 99, sashof T Jrot Aol et FA,
Q¥ 7 T o] QI th(Fiedler, 1972).
o[ H FgAgtol 2ol B2Bo 5=
7 2R e 7hd P B2Be] A 4
oW, o1& Thufj o] EA A} Jrufzte} Wt 7He]

ol

¥ H(environmental situation)= 4F
= Hhedo B

il

il 2l

AF £/ (buyer-seller interdependence)©] A=
Zatel gie. PuiAbs Aol 991 AR 7%
2 AAA = —%Lai 5}od ﬂJrDHZPEH TG
= H
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ﬂﬂ'(Anderson & Weitz, 1992; Webstar & Wind,
1972). o2} J7gell A Fufateh= 017 22>
H}L7] o] § 7] ‘W—-—Oﬂ & Al el Al sk A &
s5t7] f1et M=ke 91-& Hre]oF gok(Child, 1977,
Montanari, 1978). THA] &sfl, B2BOl A Fmfj 22t 3
tjAFo] A2 Abg-2 eH - S Y] Ao R
A 5] ojof B}

Jrufj Rt mhof ) 7ho] Al ARg.e F]H ]| o)A
2B ol A XS]] whet AA
(Busch & Wilson, 1976; Evans, 1963; Sheth, 1976).
TuApet WEjRLe] FoAg ZERAAE FHIL
Sheth(1976)-> A FH Aol A8d-& FrfAtet #
o 2po] A2 ak-gol A AHElSH= @ Al(format), ©]4]
(ritual) T+= 1 2]F(mannerism) .2 H 31 <3 1>
I} o] Bass(1960)7F Aleret ¥ 2] (task-
oriented), A S 28 2|4 (interaction-oriented), A}

| 213 A (self-oriented) 214 ABFL ] 7Hd o] 7]
g 5ol

4. g0 2 B

IRETENER 2o

=

ol

|t

Child(1977)= 714ol A8 A= i - <lF &7
A FAUE0] 7180t 1ol ti-get o 2M A s =
k4 A o] E(strategic contingency theory)

<E 1> HELIF0M AEtYo| 23

4 A2}
SH AHo|0f 2 HAsict
YOS AR E Y + U 7MY ESHE S AP 20| M2 Bass(1960)
oY 2T AEY | A EHAQI A0 HEE L Sheth(1976)
25 A S sifEsty| 2ol fLalst |EE St2LE CHE AHZOI|A| RFEHE | Williams and Spiro(1985)
7t5t7| = Stk

JUgnel =48 Y S 270, 2| H2=2 02Ut} 2= JHst Bass(1960)

S AT AEIY | A0 SEEY 4 UL LT JHelH A E 55 |5t Sheth(1976)
ArEH0]| et MCHRMS 244 o 2 TS| & SHCt. Williams and Spiro(1985)

AF7| AHL10f CHEE & 2F20F 2H410] Z1A| = Si|E40f 2HA0] BEAL AT Yo Bass(1960)

A7| A1 AEHY | st 52 50| @O{2ICE 0]7| X2l A0 M S-S |85t = Sheth(1976)
A0 QJCt Williams and Spiro(1985)
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Pa
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oot
(e0)
\l

ML A2 g7
gt otaoi= AL uryd ]E&(Hanen etal., 1978), &<

H

7‘1%’5’% “ﬁr *}01 l 011116& A
sfier @ Q71 QJtK(Child, 1977;
Dickinson & Ramaseshan, 2008; Hartman, 2005). %
2Fo]l qlo] A A ot Aol w1 |
go] Gt ™ o] et At Aol ME-S Z ot
Al Fohe Zo]th(Madsen, 1989; Miller & Friesen,
1983).

Hartman(2005)~> ~-ufj 2ke} whufj 2} A o A 2F AL
o] o2 AFFoA 932 n|xE= ARRE HEH
(social power)¥} AF2]d H=-& &-8ot= JFd=r
(influence strategies)= % 2%t /@S2 A A5}k
oF. FrufRke} g p ghof| glof %%]3& Ak
gt pfj e of| A -5 5HA A A o]
Ct= Zlo|th(Hartmann & Rutherford, 2015). 4
ao] Arg}A Q olo] whak 347} DPEPG Z] E]-E

oA g LA,
0] _1; "|

0% 38

_rg
o?.i K
o M
¢o$4>ﬂ
L e

AyakA ﬂoli(contingency theory)TH ol 41 B2B
a2 7l I AAloln. el i
279 H(power)= 7HA AL Q17| wiZof wwf
= ?“HX}/] Adeof whet a7t et A
Za7)qe A =T
gtk 024 978 EASL =
1= odgkA ko] @ olS wfolsjof i}, o]
e B w7 4L AALe] A7 E

ShaL o] QoA 42018 & A Aok gk,

)14 E XA} Oﬂ/\ﬂ St =

=

chAl sl B2Bol A ket hufake] Bl A
wulato] A 872, Aok 4]
A 0.2 A Elofof gtk Zlo]t.

W ) B A B 40

m2A A2 H F oldisl7] SleiAE 3
Azto] ARUYA oMo FFe ] HE

olgfjsh= Zo] Fastth(McFarland et al., 2006;
McFarland & Dixon, 2019). McFarland et al.(2006)
© ol Jepaere BolRte] 28 242 S15) 7o
Ato] oApAA Tl FFEL & 4 ol My

o)A} 4ol A olat et

PRSI 712 ek L

v
choret 9 ] A thah Fliatel A of g
1%uﬁﬂ¢4~1ﬂm@%@aﬂt

r>4 rob el

Dixon, 2019; Plouffe et al., 2014; Plouffe et al., 2016;
Venkatesh et al., 1995). McFarland and
Dixon(2019)9] oq:rLoﬂ/qh 71—;(47(4 _Q_o] o] ﬂ/\l %
F7Fsto] Bl=Y 2 Ao E 7 o] th A B4
1 02 avE #lskad
2017), o] % S AollA
S Wero 2 THste] 4%

E_:—]
=0

+=d|(Cropanzano et al.,
749HA et v
Ao 7o) 8

Y FIF
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T 2o o
7 Here
So} o] A5 A

1995).

o H]  Dixon, 2019). WtA] B Q7= mhujzpe} JLufzto]
= AF S 28 ol A Sheth(1976)7F AAIRE FHulj #}2]

AeFS o3t (Frazier & ARYAold ALl 587} McFarland et al.
Summers, 1986; McFarland et al., 2006; McFarland & (2006)3 Plouffe et al.(2016)°] A AT+ HufJFA
Dixon, 2019; Plouffe et al., 2016; Venkatesh et al., 2F 710l IHA|E =elste] B2Bof| 48T & Q=

Tl
[e]
T

B¢ A P97 vrokstaa gk,

=2 93 Az Y =,

1
1__0 1
o) Qapele e
L
=]

oro wj B0l AT 6. 7| ¥ at

z#feh= |92 A 2|t Plouffe et al.(2016)2] A
£ v e 2 g Fero] A4S <3 2>9f ol 71474 = B (effectiveness) Tt &8 (efficiency)
TEste] A2 sHAth(Plouffe et al., 2016). ZH o g 1834 QIk(Stern & El-Ansary, 1988).
o gFdere] anE Selet 71E4] A¥d aIFL 71T} 71 7He] A7) A 9l TAE $-A 5
=3He o2 AAYLE fAS e FFe 1A=

= TUiRFE] @} Ao g T =
2 A|A|oFal FLufRpete] Ao vzl = g
QI5tal Utf(Franke & Park, 2006; McFarland

?.
o

FeE g LHEFU T (Kalwani & Narayandas, 1995) aeA
& Adtd 7| AA Tl EQE tjH] AH& Hg o

B2 g

(non-coercive strategy)

g2 25(rational persuasion) : THO§Zt7} A|55h= of =40 et 10RO LEh2{Ql Q140
=34 JeS 0|12 = A AE E= FAHY HRAR Gl YEE AS5HH Aot
QIAIS BHLY| 2I5H =2l st

ZQ(consultation) : TFO§AL7} ASt= AP0 ChsHA 2 7hset LAt £ /ide + Us
YRS A| QT

& Y(collaboration) : TLOHRF7H ORI 2P S SAlS 4+ AT LR AH{S ASSHAHL
zAHES HEL & A= =82 =L

i1 =4 (personal appeal) : THOHRIOY 7| 31 Z2HZ A A|5H7| 2, TOHRtRL LOjRtLO] B,
AN =712 Zd E= HAA AES S5l 0t52l Hets 22{¢27inh

o

(soft-coercive strategy)

FUE F= S A (inspirational appeal): FOJR}Q| 71|, 0|4 T T E S0f| SATO 2 M THORR}I}

Aokt LIS 220l 12 S o7 93t 23 E Aok BTt

# 1 (apprising) : THOHAIZLE] OIS AHE L MH|ATE FOJAES| 2| A0 =20 & Aot

DG HEAZL 4 s ZHS SPLE AT BAUS T2 01T 212 AL

SHA (ingratiation) : AFZFC| CHQI2HA| O S Zratstl THOYRE7 L LOYZLOf| | 2HAHIE 7iMet7|
2o nOtEl HEESZ NS 2SI AHL EHEL| RAMESE Holote SLE HIYE Y=

TOjRte| HSHE L27ICt

10 8Hexchange) : FOfAIS| 2710 AT EH2tst7LE THO{ZI| 2 M-S E48H0| w2t OfeHof

=351 HALS B3| 2 4 BICY,

1% (coalition) : TONA7} EIOfR(0] RS ST 4 AUES O Y FTAS WA 4 U E

CI2 CiAlO| =28 25t

(hard-coercive strategy)

ot

A 22| (legitimation) : H& A = 2453 e A &2|0f 2|5l HOjRIH /5=
S2 5Tt

%*34(preSSure) TLOHAEZF EOHRIL] R4S TGEA| &
20| S LAISHHL H|ZHE A5t C= B1E

=2 1o

OII U:




B2BOIlA FOHRt| 7 FLIAH|O|M AEHYUO| BA7|Q SYArIe| BOfHEMEr o datofl ojxj&= FgF | 89

whE, o, AR HRE, FASAE 59 AT

A 222 =75} FthH(Crosy et al., 1990; Pelham
& Wilson, 1995).

Kalwani and Narayandas(1995)2] 1-toflA] Lof
Aot gl Aho] 471210l B B4 PR o)
2o 478, ool FAH A oA A
© 2 L}y t}. Heide and John(1990)2] A 24| £
477} o Ae} gholate] TR AL A A
S, W54 Sof ue Tepd S vt ol
Faltet wejAe] 47141 ATl Toiz
o] ol Wz, ol tha 7]o Bt o2t
oA 5271, oA w35 719 7o B
AQNE FE 4= th(Heide & John, 1990; Kalwani
& Narayandas, 1995).

“12ut B2BOf| A FHulfAbe} shulfRto] 7] A Q1
Al FAlel Bartt 9 e F7A Y BA A
1A= FFF e AAA 2 ZAT A3 ul¢ F
Z5}tH(Heide & John, 1990; Kalwani & Narayandas,
1995). o] HPAT AL Fojxfot oz
091 1A WA LS 20 A 40
BoLo o] L Ad el B Q7 3ol A
o] A= Tt 23] tiet Qo] 25 shelHeide
& John, 1990; Kalwani & Narayandas, 1995).

7191 2] AT B ATk B84 ZHA 7]
4S|4, o8, ABUAE AR A
Ay SHA FREA o mhE TS, AT
SHAYRA A ug2 Ao dgrt °1E]-(Kalwan1 &
Narayandas, 1995; Noordewier et al., 1990). m2}HA]
B ApolAL 7o) AYATE By 74T
& R Agstel nATE Fstel ZAskd

d

7. 7242 &8

olz4e 719 7o) A Hol A HEYL B
FA9e rstug AR G4 wEWa

fims

o
T
o}

i

FESPAE :rLZ o 5 3 ‘:]'
(Buchanan, 1992; Fraizer & Summers, 1986).

712l ©] =4 (relationship dependence)= 7] 7]
A g o A ol Al 2175k & 0= S-1
71949 TloA AlE 2 AHAE FgFoks 719
gt o)A Q1 FFAF 2] (supplier dependency)t
—ra 7149 THAA AlF D AHIAE Frfish= 7]

Foll thet & &g Q1 rfR} 2]/ (buyer dependency)
© 2 BFHETHCox, 2001; Kumar et al., 1995). &]&
dofl gk S22 AHBAE ol F= HEH L 92

71 7ke] o|EA A 71eF ZF mpE UL 2| 2Rt ofE
d 32719 F N o & R olEA ol tigt A7t

FEo|th(Gundlanch & Cadotte, 1994; Kumar et

21 B2B+= -1 E
7 S 7] o] A2 o = J19] $-9e] o
SFufjake] gt x| zhe o)A o] l'”—")r(Arlderson &
Weitz, 1992; Buchanan, 1992). Ftufa} e]&AJo] =
AL A7t SHEAY A dgstA] g

o, 5014 5 71 44Tl EFzlo] A 4 9

otch(Frazier, 1999). 1%ty A= 1t
Al BFEAY A28 AAE S T

3:9 ruE

7
7]

HU“’

o
—4—|—'

LR
AL
g 47
=5

B2B 7|9 At o EAS WF37] Sjs)A A
= BASAL A5 AR A E Sk AR
A 7110 AFoted Aot o] g4 7
Aol 7194 el T go] k. Frlg O|EHS B
7159 Az eAE fAsks glol o] e
89108 243 4 glck webs] ozt 2R
BHOR GEotEs FulatE pelshs o o)
2} o]ZE A o] o] st 2 H Al A5He =2 &<l

12 =
a7t ol

gszim_r;;i;r



90 | 85AT M28A H1Z

m A2y 9 7kd 44
1. 9722

B Ao A= AgPATo] o] 27
2<% 157} o] ATREL 52
A Fejzre] AR A0 4 AEHel(a,

HEAG AFA, . A7) AFH)e]

k=l
i

lo
=)
ot
o

ot
=
N
v}
<,

e 2
N S

Jo ofy
P
NN
2 ol
og &

S~ 2 o

o
l
i

r
o
S
5
o,

&
3
=
W
of
)
ftlo
=N
of
ol
P
)
=2
of
]
(1T
1
i)
N

SEEREREEPCREEERE
2 stelsh 7} g,

a

BN
i
ol

2.7Hd dH

2.1 FOiXte] oY XX FHFLIAHO|M AEL
Y} Eoj FEHEf 2k 2

B2Bofl A F A2 FrfiAbete]

A Q.
o —1 0 [e)
o Pl 5L SAT 5 Uk A Wl

S°] 2 Qs5}th(Child, 1977; Montanari, 1978). 7-0j

Buyer’s
Communication siyles

Seller Influence Strategy

o
3, A8 24 S0l 7Nk glo] A 4
wzte] AR
st 4 9lrk(Sheth,

T A FA 2B oot ofu} 2] 4] 2] ThA] o]
&t SHAl& 7HA| AL e 3xof| ol B A| Fotoh=A] HF
31 th(McFarland et al., 2006). R W gtk AL
AP AP =24 2 AR =4 et
o] o PF o= AESH] fItt Aler Y A
Fgol w2 FHiAteA 1B 4 Aokl sHelHt
(Frazier & Summers, 1984; McFarland et al., 2006).
F=2 4 AP M Ak B AlE
P H et theFRt s A A o] 249 ZRE A5t
glof gl 7| wizol o]zt dHE
o] 7] 7] Fth(McFarland et al., 2006). H A} S A]
T Rpel A e 27 St AR 203 W
= AFst7] ol FuiR7E A1&S5HA] 9 <
d & Qe FFFo|th(Frazier & Summers,
1984; McFarland et al., 2006). T35t 0] &2 A| 7t} H]
&, o] tigh H 43S Ysty] wiwel A

i

rO

g0 dsf FEe 7w doje T84 oA =
olele] Hhg Ak BB Wote dog 4 ek
Relationship dependence
Performance

Task-orientation

g
\ |/
\ |/

Self-orientation

Non-Coercive Strategy —|__H4(a~b) H9{(a~b)

/
/
/
/

Hard-Coercive

~ ) H5(a~b) o
Interaction-orientation ¥ Soft- Coercive Strategy v —

~—
N Financial
~__ Performance
Customer
Performance

Hé(ab) —

<Environment>

<Strategy>

<Performance>

< 1> H



B2BOI M FLOfXS] FHF LA O AEFZO] S27]

Ix%

(Frazier & Summers, 1984; McFarland et al., 2006;
Williams & Spiro, 1985).

McFarland et al.(2006)2] A-tof o= H o gl
N AR et} dile Fuj Rt ZAs A
ot &R0 w Wolzola, Yt oL 11

=21
7o) 34 Ei Ao 2 vk 4 gl aglo] 9

-

Jé i)
4> 1o o o

QIthal 5} th(Frazier & Summers, 1984; Venkatesh et
al., 1995). LujzFe] o] 2|3t BE-g- o Abtjjul o 2 B E]

99| T HAE 7]dst7] wiwel Thfate] g
2k5 Wrot= oA Hrk(Kelman, 1961).

B 3= Plouffe et al.(2016)0] A A SH Trufj Lo
FFEYN A5 2A A o] Afolm 7
T wu FFd ot w2 FA ArHL o] FHuR)
+ ot A A FH S T A2 R Aol o
et a2 Ao A4S Yty 22 2%
of Fujo] RE£o 2 ojojd e A& AHE
Foll Aol =2 o] oA ko] =Th(McFarland et al.,

2006; Williams & Spiro, 1985).
99| =ASS Fste] FE B Fojzto] 7}
o A% 2etlat o QALAe] Tof Gk Aol

of thet 22 7hs

1o

74 1a. PONRRS] TS XIBE HRLIHOIM AEF
o mojPY Il blZ N FuHf

+)9| FeZ O|& Zo|ct.
7Hd 1b. FORXLS| b X|EAE AT L A O]
o mojysEMEo| Qs 2K of

T =
of (+)2 &= 0|2 AOoILt.

AE|
=1

et
=R

2
=

aa

74 1c. TONRRS QS XBE HRLIHO|M ALt
o BOjEEHY Aot YUN BT

REEEER T

2.2 TOfX}o|

2Epd o

et al., 2006; Sheth, 1976). At} o] A5 28-S &
o AAdH a8 2711 »o] odat dAJsk= A
ol Al B8 7FS L7]7] w20 J AAFE2 9]
et FuiAHE T A A2 BAE FA5H HH
o 7HsAS =Y 4 AtH(McFarland et al., 2006;

Williams & Spiro, 1985).

ArS zha 2)gFA ol Lufjzfol| A 7+
ohe woj ek Lofjato] 7]

T T

L] Zﬂﬁ—’] 7% R sl

o
2

koll og, o

k%
ny

N ol
o, OkD
tlo tlo

N

N

o
o % oM

=
7
EH

=

Mo 1A
Q. d
&g

ro,

ol Atel 2ivE
218 A5 Q) Foe] B

f
2
I
[~

o

E}(McFarland et al., 2006). 7214
A & A= 22 SRk A| vl F 8.7
o|t}(Sheth, 1976). 55| A4} 7S 5
524G AGAo] e At A
ol 1A g bA el T od kA
(Kelman, 1961; Kumar & Beyerlein, 1991).
7] AeT ATE HiFOR TulRte] FTag
A g 23t GAALA0] Bl P Aol

A

rlr
fol
P
O 40 o B o &

_lﬂ;!. i
2

7t4 2b.

7h 2c. ROHRR| M
rae By
F'_to-" x-l
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2.3 Foixtel xt7| X[gH HFLAHo[d 2E}
Yt Ty FeEHER 7| A

A7) AaFa 2Ekele] Tk AH o AHAle)
Seof sl A o] Wrk(Bass, 1960; Sheth, 1976).
poztoro] 45288 Mao] ofF Suro] Latst
™(Bass, 1960), R= Ab1LQ} mto] 27]5A A 9l
ot ot 220 Zx g Q1o gt
o o Qste] o Aol

ot ZH4le Al B SF5H7] "ol 54 5ol ¥
Z1t}(Sheth, 1976; Williams & Spiro, 1985).

A7) A9 2ehele] ok ool Wl
Ae] 2golit ol elol s ALtAIA W A
18It AL 2715 2 9IS Ao o]
3to] F71 RS fidste] ARl AT
I th(Kelman, 1961; Williams & Spiro,
1985). 55| ZH41 o] F 3ot FH o B 5517
of FArel gtstA v

884
EFle] PRt 5o 71?.@ e

mN'

HT o2 ml i
My off o
et rE

-l>

ﬂr A=A
1961; Williams & Spiro, 1985)

A7) A Ao] & Pl AHE 2419 ool 9
¢l BA-E a5t7] ool fErolu oA =
Tujate] et e S5 o Qe 78*
cho] Htk(Kelman, 1961). F-uiAFe] Q@
Hut S5 BAFS] Al Qe i =1e] ’S_%
7HsAdo] E=rh(Kelman, 1961). B-20] #}7]
7] g Zofl IR 22 Folstal A4l 9] A Tof]
Sl AAFst71E Forrtnt. whebA] WAl 27, &
40l FoA-E2 Fofl 152 A2 &S F=
Zlo] FQ5ttH(McFarland et al., 2006; Williams &
Spiro, 1985).

olelet a7 wie
A Aerelat o

ﬁd_m{
O{Nirzﬂ 1
U e S A ) o

o e

&£ 9

o} e g AT,

749 3a. FORRFS] Xp7| XISFE HRLIHON AEtY
o BOjYYTH| BIZUN YT
+)9 Y2 0| Ho|Tk

7H 3b. OS] RE7| ISR FHR LA 0| M AEHY
o BOjYPHI| QU ZorN FyTe

— [ S |
of ‘8(+)2 Y= DIE AO|LH.

o

7Hd 3c. LORRLS| A7| K| &A HSLH 0| M AELY
o mojgeEMeEro| sk 2ot kA 2k
Bl @88 0d ol

al
(Crosy et al., 1990; Pelham & Wilson, 1995). o
T AT A3l O] e W T Ashe 1
7 o

AR oI A8, ol S 221

FAHL) Ak 7] 993} 2] PSR 7]
E9] Aol A FAAL et FufAke] A== A
A B olold 4 glon], A AL
ol 7] o] that O EES Z7pA7] 1 ol of
& A5G- Faste ATE HETHE e W
R H(Ellegaard, 2006; Plouffe et al., 2016). HHH <

FAFE ] A A o] 11 YA Q1 B5-2 FHiAt A
B AAE O] o] oofjut B 5 EH 4= Qlrhal mekE o] B
AR AEe WY 7HeAdol ETH(Payan &
McFarland, 2005). &G ¥4
=2 A kel ©714 o]9]
(Yukl, 2008), § AAHAS] AT 4, of,
< TR HAFAE ZFxetar Ao A
2 & 4 Y th(Puto et al., 1985).
BAAFH Y] FFeR2 TR &

ofejolet Fd< A

Foll et 7]



rN
e
i)
ox,
i)
)
=)
O
i
A
o
_?L
Ir
P

ol 71943l 7H & 9= v Aoz a4
ST

A Ao A 22 W pE e} J AAE o] A4
Atolefl GFHo] a2 25 S (Bolander et
al., 2015; Gonzalez et al., 2014), @E5l= A 5 ©]
SHAIAL -3 of T F FAFH o Tl Gt 7]

et al., 1990; McFarland et al., 2006; Plouffe et al.
2016). We 2 TS $19 SOl AT 5o
2 YAfoh= AL iRl Al o A ket
Q14]0] AuHolo]q RAH 5L Fure
AJo] & Zlo]tk(Payan & McFarland, 2005; Venkatesh
et al., 1995).

919 A S-S Fshe] £ AT 5
Al eke] A EA N o] FAAE Y] T FFH
o Ao} AR el FeFS ml A cka weks)

of ot 2 7S A4Sk

of

or rr o

N
-

749 4a FUMNEO| HIZYH BOjYEHY a0l
7| @4 o] X 24Tl F(+)o] B2 0]
Zo|ct.

74 4b, FUMO| HIZYN YT g0l
7|4 mto] DA IO F(+)0| YL O
zo|ct

7td 5a. &
0]

oj& zo|ct

7Hg sb. YA RS FU WYY Q
ol2 7| mo] I F(+)2 B
oj& Zo|ct

749 6a. YRUALRIO| YT YU BOIYB T 9ol
2 7| gMmel R £ FHL 0
A %olct

749 6b. YYARIS| LB U HOIYBHE 9ol
S 7|Q4Ite] NN B2 YL O]
A Zo|ct

25 HojSSEHE A |G atol Ao A

olz4e xuzil

oA AT 5 G TF, BA|, SIS B 8]
of izt o] HAF = th(Fey & Beamish, 1999;
Jehn & Mannix, 2001; Morgan & Hunt, 1994; Tidd et
al., 2004). B2B ¥ ol A FLuf 7] G el 7] 7]
TG 5 Uk D-AEA] 9T U AT A

FFH o2 o]FoJHtHCox, 2001; Fawcett et al.,
2015).

tl&o] A ofEgof Wit A= EYET F-9
EPAR o] gt SR A7t o] FolA A ¢
L ol o] mIH o HisfiA = e AE Ho]
SIS

iAo BB oArEA T FA A Aol
A= FufArel o)EAge] ot w79 159
SR7F 7149 @Al Sfe SAIH 7] wE
of A7193 SAAA BA A2 A=E S

ZkALS] ExE DA 5HA Fh(Lambert et al., 1998;
Palmatier et al., 2006). 727 7] 4-2 ©of 7] 4 }+2] A
A FAE Aol FAE B8 2lo] 7] o
2ol A A4S wASHAY ¥4 5 ok
(Gundlach & Cadotte, 1994).

dutA o = Fo /A= Algte] S5 whet 34
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717t A2 4= 1t Grayson & Ambler,

ksl

T
1999). T2 Pl Aok ol ake] 471k 75 E 7

A A=o] AFgol

=S
T

= 4= Qlth(Msller & Halinen, 1999).

gotaet.

AF
TFujzte] ARYA 0] AEFU-L Sheth(1976)2]

=
=

Likert 53 A&

o] Qlth(Anderson & Weitz, 1992;

=
o

LREESL

Buchanan, 1992). 7o z}2} uf 2} A of| 4] ~Fuf 2}

ERPEREE

AT oz Fulzter Wl Aol A

2

d

A

fl ol akef FFufkel gk

£ 95

131, Bass(1960)2] 35

S

_04

1A, T A

gy

rgict,

A

K

X
sl

o

gl

N o

JSERERER
olEMe H(+)2

Falet. A, 27 4]

o)

<A
)
B

224

212 7|
b Z40|Ct.

of QLo AHzjel

FM2F QO

IS
A
=13
=

2] 85}

o
%S
2F-2 Brown(1990)¥} Spiro

Hapel

7t 8a. HYAL
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17

2o

and Weitz(1990)2] AA7E HI&F O g JAA}

A0|C}.

Sf

212 9]

Sf L
1913, Plouffe et al.(2016)
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B2BOI M FONXS] HFL A O AEHEO] S27|Y SYA

TALAR F 6w o2 Ao H(McFarland et o7 ZAEA, SHAS RFog = tjmo|At
al., 2006; Plouffe et al., 2016). 11475 (48.5%), T/E 4 4078(17.0%), 2H/5-7%F 39

7)1 A= Ganesan(1994)7} Crosby et al.(1990)  '8(16.6%), A L/01A 2078(8.5%) the] 14™8(6.0%),
o] A5 v o= ARt I AR RS AFA/SA 8 (3.4%) =& YEHT AEX] 9§
of St AR = Bt ES7HE, B HA AP 40, AF o2 tEoAE M 2

AR, B 0|7, Bt FAAE, W HSS AASH
=9 Hiu] FA7} ElE S SsEF o= S5, AT A B2e] dFToRe Axdol 8774
= o] AFE R o] B FAA Bolesls (37.0%)2 7P wekew, e 4% 7171(30.2%),
A 5 4w oz A5l e 507M(21.3%), Az 5 277H(11 5%) ==
Aef )42 At SRS 2] Sl 719 SR Uit o A A HiA - ARA 9] &

kol A oA FEYTZE HAGet ¢S gtHst 2ubHbo] 3 A ZHEE-19(COVID-19) W= o] o u}
VA AHPAE FASHAY ot Az FoJst o g VAR 79 GFol BeE o+ A= A
% tH(Gundlach & Cadotte, 1994). B2BolA= 1l &3 ofo]dl o 2 A ggt Afsfo] §EelH 7 o & ujof
Z27480] Q= FuliAkel | a; Aol EtRE o] Hrh §EARY 4% RARE T 1147H(48.5%),
T/gol e eatof] QL P Rt= = AZIA o mAIR/AA 467H(19.6%), B BRI 4170(17.4%),
3| ©]& 2] 0]7] Wl 2] Gundlach and Cadotte(1994)2] A7 1170(4.7%), A Z D ZA 2] 671(2.6%),
Ao A AAIRE oAt oj2 o g o F A AR 270(0.9%), Z7TEF 27H(0.9%) <=2 = LFEFG
Z19e] WA A& o Fof tieh 2] miEERE =], tEoIAY] SHEC] B2 olfkE loeu 5

94 AR, AL, e AHA D HEUE 2] 47|40 B TR STt Ao g Abgre] o7
olfle A T4z AT S AFE 6ok ste A9 BT B2Bo A A
Aol AL ARG ofy g} 22] - 9] K u}
2 B2 % XGEd E9}e] A5 A& % QstThPlouffe et al, 2016).
=0 tEs 399 A Aol ZoAsfof sh= 4%
B AT ASEAS Ao AT ARAA & o] wdE Ao 2AALY EAL B AT 4
A Fa7ldS e AxA, Ax-F5d. F I3 3EA7t R
T, 7IE dFom 7, 71 tE 9 ALEoA
TFz2oHd AEAHe 9l & 25071 9] A=AE 3. M2l N EISE 24
isto] B4 H 1555 AlQlotal 23550 A&
A AFEA Z-8stitt. & fFAES ¢ & AFolA ARRE SRS M Tl 2
it A S BHAGeR Al 8 NIERA Hoty SHFE SHEARIA ©
S FA7)A9) HFo] 98.4%E A FF(97.6%) 2 I5tr] Y5 etgEet A=e HAHe AA skt
o, tiFE A4 o] B2BY BA = et 7 W50 A=4S HESH] 9150 Cronbach’s a
(HTEHATH, 2021). WA AT A, <i 3>3) Zo] 7 A FA A
FHE BEAR 23559 4ty EAoR S EUL 94, 458 AL 94, A7 A FH
2o 42 EAd 1237(52.3%), 0148 1125(47.7%) A2 .96, BT A JFHES 95, F-A% 4ot
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B2BOI M FLOHXIS| HF LA OM AEFZO] S47|8 SHAHAS

<HE 3> A%
ZHESHHL st.estimate S.E. C.R. AVE CR Cronbach’s g
o | 0.93 - -
=) o 0.97 0.04 29.60 0.89 0.96 0.96
orad 3 0.93 0.04 26.27
BHHA 23| 1 0.90 - -
- - A
2 2|2 23| 0.95 0.05 23.52 0.84 0.94 0.94
A 22| 3 0.91 0.05 21.49
pUI=PS S| 0.90 - -
pUI=P i) 0.91 0.04 25.32
A
4243} 3 Aﬁ'j 0.95 0.04 23.66 0.78 0.95 0.95
oJ—|'
A2} 4 0.86 0.04 19.28
423t 5 0.78 0.05 15.69
nELYSinS} 0.91 - -
kY in%) nEl 0.91 0.04 22.32
—< o 0.81 0.94 0.94
InkLPSini%} 1t 0.86 0.05 19.39
nELY S 0.92 0.04 23.48
Heflel2d 4 0.90 - -
Hefelzd 3 ey 0.93 0.05 23.19
o 2 0.84 0.95 0.95
ZEIEYSE) SIS 0.93 0.04 23.47
ZEEYSEI 0.90 0.05 21.46
Model fit: x =1,577.73, df<1,174, RMSEA=.04, NFI=.89, IFI=.97, TLI=.97, CFI=.97.
A JFAE 92, At A dFAE2 90, A 1A gl Ayt SR A= x =
BAE 95 DT 94, A o]EAL 952 1,577.73, df=1,174, RMSEA=.04, NFI=.89, IFI=.97,
Uhehiteh mefdebdek 37k Wigo] 2t 1A aQl  TLI=97,CFI=972 A% A5EL i d o 7

Al .90~.960 2 e LA 1F-E 9] Cronbach’s
Cﬂ

7 74 HEE

LH14 o]

WS S5 Q= 710 2 YEFGTHNunnally &
Bernstein, 1994). oF-&-2, ZF HSo] i A o

Sl f hEgE 7

2] =
QRABAG HAASIY A H BAFEZFH(AVE:

= =2

7] ere}7] Qi) el 4

average

variance extracted)¥ 7HEAIZ|L(CR: composite

|
reliability) gk—‘?‘— AlAreE Al

g}ﬂ = 7

BEAT U=

& Yi, 1988).

= &8 5591 59}

kS|

=

7o) 2%

—

eh(exchange),
FAE SAA o= ESHA]
G4t Aaskn AelHel HELo 2 g

AR

o A
ool ZAmdL 5

& 75

wrehal 9l ch(Hair et al., 2006). L2 1171 9
CFA T4
1 3¥(coalition) 5 37FA] &

29t

7RQ124 & A (personal

& ote= A EolthPlouffe et al., 2016).

B2BE: Polab ol A cheke olsigHAAI} Zelst

SREERIERE

A= T Rpe] el el @

A2 St} (Crosby et al., 1990;
Kotler & Pfoertsch, 2007). T2l THAE Fujgad

2 o) ofUrk mge B

QAL Eo]&E & 9l
=2 = 1

AR
mizh g 7ol <&

=
=
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Lt g7tz oloe ATt ekl goltt
(Plouffe et al., 2016). SFA| T OF&-2 HAFS whQk-S:
o= Sl o] 2| gk FA 2] Aol A= e %
= U TH(Venkatesh et al., 1995).

5] 2 AN wg2 R WS xetel

lo
b g
Ir x

I ZH(exchange), ¥ & (coalition)<
B2B Ffjof] 2]-8-517] o2& @910 & Hekr] o] A

(personal appeal), 1

ot 3A veRdol ot il e T3 SRIE L
ChH(Fornell & Larcker, 1981). 24 A¥}= <3 4>9}

“o.

7= AMOS 21.0 BAZ 2 13
AT}, x*=1,600.45, df=1,002, NFI=.87, IFI=.95,
TLI=.94, CFI=.95, RMSEA=.059] Zg L& 2= A
o2 ZAEA. o]zt EA At gk
e IR R I

o} dmao] A AL Aelst

-
i
It 0_>|~_‘
ol
olt
el

£

W5 7H RO AR Sl T B 3, P AR Aol AErd} W e
e AF5] 9 AnnA B4 AAstary. B ggiel ko] BAcl AL A7) A Aed
EATE 98] ST RE WS B AVVASES L A Y AFH Artel FoE A A
AuA oz A AXsHe HEHoR YRS o] AXHlt B4, Fulate] 7ol
™, AVE 3t 94 LE Mo AppAol AR Antlu} geish 29ha mu g 7o) Ao
<E 4> Hido| TR 24
=

T& Y 111 Ii_f (0)) ) @A) “) ®) (6) @) ® ()]

(1) 3.51 0.71 1 31** 35k 33k 25%* .08 27** 24%* A2%*

2) 3.22 0.78 1 23%* 18** 25%* .03 28%* 32%* 11

3) 2.95 0.84 1 .01 .06 23%* .01 -.10 37

4 3.86 0.61 1 1T .16* 34%* S5%* 19%*

&) 3.57 0.64 1 38** 31** 43%* 13%*

(6) 2.88 0.76 1 -.07 -.09 05

(7) 3.26 0.74 1 53% |04

®) 3.82 0.63 1 .05

) 3.20 0.89 1

*p<.05, **p<.01.
(1) e 2|3 &
(6) 23 223 %3

AERY, (3) 27| RIBFE AERY, (4) B ZYH YTHL, (5) RAT BYH YT
zr, (8) AT, 9) 2l EA.
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21 o g G 2213 719
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3 Zolehr, 7H 8(a-b) “GAAHC] ST HY
2} o G .97t 7] QA7 7o) TAlo] 9ol
Az 281 e F Zolek 9 714
9(a-b) G YAHI0] T 7 Woj GG 29l
3} 7 G A gle] A2 e 2 A
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Sheth, 1976; Williams & Spiro, 1985). A & 28 2| gF
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TH(McFarland et al., 2006; Sheth, 1976; Williams &
Spiro, 1985). AA, 737t 73421 ol ¥ 2H(FH
2 z22], F=)ate] BA A= A7) A A
gro] ()] FFH 3¢ A A )& M A= A
AIster. Z7] AFA AErd o] Fufj Rl A4
oj o]} H/AFe] 87} ZF5h7] wiZofl HofA= 27
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& Zolets HAIAE g stH St 9fF o Hal
=

A oA 4= Qltk(Kelman, 1961; Williams & Spiro,

o 1 po o
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291 NS WEo] & 4 5T U5at: Aol
1 BT g BelFE FAolek, Tefut
U2 oy WA A1 TRl A whae &
4 917) wie] BAF WEOR ofold 4 9rt
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A Study of the Effect of Buyer's Communication Style on
Seller’s Sales Influence Strategy and Performance in B2B SMEs:
Moderating Effect of Seller’s Dependence*

Eun Jae Heo**, Ho Taek Yi***

ABSTRACT

Purpose: In Republic of Korea, the ratio of manufacturing-based SMEs is the highest, and more than 60% of
them are B2B methods that target existing business partners. In B2B where interaction with buyers, the role of the
salesperson is important, and the relationship between the buyer and the salesperson is not a short-term
perspective, but a two-way relationship that occurs in a long-term transaction. However, since the seller’s
performance depends on the choice of a purchasing company with purchasing power, the perception dependence
on the buyer is high. In B2B, the relationship between the buyer’s communication style and the influence strategy
that can persuade the buyer is important in the buyer-seller interaction process. From the salesperson’s point of
view, buyer must create corporate performance through an impact strategy that can control and adjust the
environment to the circumstances of the market environment that cannot be changed. Therefore, B2B requires an
approach of contingency theory from the perspective of environment-strategy-performance of sales influence
strategies of salespeople in the relationship between buyers and salespeople.

Based on this research background, in this study, the effect of buyer’s communication style on the sales
influence strategy (SIT) and corporate performance of SME salespersons in B2B was investigated, and the
moderating effect of transaction dependence on the relationship between sales influence strategy and corporate
performance was confirmed. In addition, the causal relationship between the variables by company type was
confirmed by classifying female’s companies and male’s companies, and the difference between the relationships
between the detailed factors of each variable was analyzed. Many companies pursue advance selling as part of
marketing. Advance selling refers to a strategy in which a company receives preorder from consumers before
releasing a new product. It offers a variety of advantages to companies and consumers, but has the disadvantage
of increasing uncertainty or perceived risk because consumers have to make a order before the product is

released. Research on advance selling has mainly focused on the advantages of advance selling, but recently, it

* This study is a revised and supplemented 1* author’s doctoral dissertation.
** Ph.D., Department of Business Administration, Keimyung Graduate School, First Author
*** Associate Professor of Marketing, Department of Business Administration, Keimyung University, Corresponding Author
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has been revealed when this strategy can be applied more effectively. This study also intends to suggest new

variables that moderate the effectiveness of advance selling. To this end, two experiments were conducted.

Results: First, as a result of confirming the relationship between buyer’s communication styles (e.g.,
task-oriented, interaction-oriented, self-oriented) and non-coercive strategy (e.g., rational persuasion, consultation,
and collaboration) of sales influence strategies, task-oriented and interaction-oriented styles had an important
effect was confirmed to be a variable that affects. Second, task-oriented and interaction-oriented styles have a
positive effect on the relationship between buyer’s communication styles (e.g., task-oriented, interaction-
oriented, self-oriented) and soft-coercive strategy (e.g., inspirational appeals, apprising, and ingratiation). Third,
in the relationship between buyer’s communication style (e.g., task-oriented, interaction-oriented, self-oriented)
and hard-coercive strategy (e.g., legitimation, pressure), it was confirmed that only the self-oriented style had a
positive (+) effect. Fourth, the relationship between sales influence strategy (e.g., non-coercive strategy,
soft-coercive strategy, hard-coercive strategy) and corporate performance (e.g., financial performance, customer
performance) was all supported. As a result of analyzing the moderating effect of transaction dependence, it was
found that only the relationship between hard-coercive strategy and corporate performance had a moderating role
of transaction dependence. In addition, additional analysis was conducted to confirm the differences in
communication style, sales influence strategy, and corporate performance, and the results are as follows.

As aresult of examining the differences between communication style, 8 factors of sales influence strategy, and
corporate performance, task-oriented style was found to be effective in relation to all 8 factors.

On the other hand, in the interaction-oriented style, the relationship with consultation, collaboration, apprising,
pressure, and legitimation was not effective, and the self-oriented style was derived in the opposite direction to
the other factors except for legitimation and pressure. Lastly, the recommendations were not effective in common

in the relationship between the 8 factors of sales influence strategy and financial and customer performance.

Conclusions: The implications of this study are as follows. First, the concept of communication style and sales
influence strategy, which was not well dealt with in the domestic B2B field, was approached and demonstrated
from the perspective of contingency theory. Second, the effect analysis of sales influence strategy of salesperson
according to communication style of buyer is that sales influence strategy that can be used appropriately
according to communication style was derived. Third, it revealed the role of buyer dependence, which had not
been clearly measured in the past, by confirming the moderating effect of transaction dependence in the
relationship between sales influence strategy and corporate performance. Finally, this research expands sales
influence strategy from the B2C perspective to B2B setting, thereby further expendy researches will be
anticipated in B2B industry.

Keywords: B2B, Communication Style, Seller Influence Strategy, Relationship Dependence



