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intrinsically motivated towards outcome performance
with output controls (Anderson & Oliver, 1987; Lane &
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Figure 1: Structural Model
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METHODOLOGY
Sample

We conducted an empirical study using data obtained
from B2B sales representatives and collected by
Qualtrics, a third-party collection agency. Sales
representatives or sales agents implies a generic term for
independent reps, including manufacturing reps. Sales
agents were asked survey-type questions about their
present sales job. Respondents rated their perceptions
of the degree to which output, activity, and capability
controls were present in their job function. The cross-
sectional survey was obtained from U.S. firms in a
variety of industries, not including retail (Grewal, Levy,
& Marshall, 2002; Hite & Bellizzi, 1985).

Screener questions required the following conditions:
(1) currently employed in a business-to-business sales
position (2) employed with their current employer for
at least one full year, (3) having at least one year of
salesperson experience, (4) not the owner of the firm, (5)
employed in a firm with more than 25 sales employees,
(6) devoting at least 40 hours or more per week to
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performing their sales duties and (7) having their sales
performance evaluated by their firm using quotas.

There was a pretest of the questionnaire followed by 295
potential responses. Out of the 295 potential respondents,
3 responses were removed for incompleteness and
10 were removed for straight-lining, leaving 282
final respondents. Out of these 282, 183 were inside
salespeople according to their responses to a screening
question asking where they spent most of their time
performing sales activities. This represented 65% of
the final sample. Within this inside sales sample, 74
respondents were females and 109 were males. Based
on the principles of power analysis provided by Cohen
(1988), the sample sizes are sufficient to assess the
model and test the hypotheses. Table 1 in the Appendix
provides a profile of the data characteristics of the
respondents.

Measures

All constructs were measured using multi-item
reflective scales modified from the existing literature
and are consistent with past research in this area. All
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