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SALESPERSON ENERGIZING RELATIONSHIP: A DRIVER FOR ENHANCING SALESPERSON PERFORMANCE 

Abstract.  The current study aims at developing and testing a conceptual model on how to manage the salesperson’s customer orientation for enhancing salesperson performance, by introducing the concept of salesperson energizing relationship as a novelty in the sales management study. The research context is in the pharmaceutical industry in Indonesia, which holds a promising pharmaceutical market to the global market place.  The structural equation model analysis is employed to test the hypotheses. The finding of this study demonstrates the pivotal role of salesperson energizing relationship in mediating the customer orientation and salesperson performance as well as the role of salesperson autonomy and relational capital in influencing salesperson performance. The originality of this study is in the important role of salesperson energizing relationship that contributing to enrich the sales management literature.
 
Keywords: customer orientation, salesperson energizing relationship, relational capital, salesperson autonomy, salesperson performance.

JEL Classification: M31

1. Introduction 
Salespersons play an important role in business competition, especially in making ways for improving the sales performance. Salesperson performance improvement could be influenced by many factors such as competitive advantage. Sales person should strive for getting a level of competitive advantage as a basis for enhancing performance, particularly in building relationship with customers. Our literature study demonstrated the important role of customer orientation and adaptive-selling approach in leveraging the performance improvement (Franke & Park, 2006; Jaramillo & Grisaffe, 2009; Kaynak et al., 2016; Singh & Venugopal, 2015). Any salesperson with adaptive capability will be able to adjust and change the sales approach to match their customers. Salesperson should also have the ability to serve customers, to fulfill customer needs (Crosby et al., 1990), to create added values (Singh & Koshy, 2011), and to provide solutions for customers (Bonney & Wolliams, 2009; Sawhney, 2006; Tuli et al., 2007). 
Studies on the role of customer orientation in enhancing sales persin performance has been conducted instensively and come out with a mix results. Some scholars demonstrate the significant influence of customer orientation to salesperson performance (Boles et al., 2001; Homburg et al., 2011; Kara et al., 2013; Keillor & Parker, 2000). Homburg et al. (2011) proves the curvilinear influence of customer orientation on salesperson individual performance. Meanwhile, Franke and Park (2006) find that customer orientation is not significantly influence salesperson performance in their cross-sectional study. Customer orientation, however, has a significant influence in a longitudinal study method (Franke & Park, 2006). Another study of   Jaramillo and Grisaffe (2009) indicates no direct influence of customer orientation to salesperson performance but fully mediated by adaptive selling to improve salesperson performance. The facts that customer orientation cannot directly influence salesperson performance dan requires salesmanship skills and salesperson’s ability in managing their emotion are found in a study in India setting (Singh & Venugopal, 2015). Therefore, it is reasonable to include an intervening variable for mediating the relationship between customer orientation and salesperson performance.
The purpose of this study is to build and test a conceptual model on how to manage the salesperson’s customer orientation for enhancing salesperson performance. To do so, we insert into the model our   a new concept of  salesperson energizing relationship, together with relational capital and salesperson autonomy, then test the model in the pharmaceutical industry in Indonesia

2. Literature Review
2.1. Salesperson Energizing Relationship
Previous research has shown inconsistencies in the influence of customer orientation on salesperson performance. Another testing variable is required that can bridge the role of customer orientation there is salesperson performance (Jaramillo & Grisaffe, 2009; Schwepker & Good, 2012). This study provides a framework model by adding  the concept of salesperson energizing relationship which is going to emphasize that the customer orientation will be more powerful in influencing the salesperson performance by passing through the mediating variable.
The energy in relationship refers to salesperson task to be able to manage and bind customers for a long-term period (Medhurst & Albrecht, 2016). Work Engagement becomes one that gives strong influence on individual factor besides other factor that is role ambiguity, ready for adaptiveness, cognitive aptitude, and selling-related knowledge that can give a direct influence on salesperson performance (Dong et al., 2015; Medhurst & Albrecht, 2016). Employee engagement or work engagement enables salespeople to have organizational commitment and awareness to achieve optimal performance (Di Mascio, 2010; Medhurst & Albrecht, 2016). Di Mascio (2010) dan Medhurst and Albrecht (2016) also explained that the dimension of affection in work engagement is energy. affection engagement is defined as an experience that actively describes a sense of enthusiasm, energy and positive stimulation. This energized dimension provides a person with a high degree of focus, attention, and concentration.
The energizing relationship can also be illustrated through a concept from Anderson et al. (2010) who has identified and analyzed the practice of networking that can run well within the existing entrepreneurial growth by applying span of networking growth concept. The Pierre Bourdieu’s habitus concept becomes the platform/basis of one’s mental or cognitive structure in encountering the dynamic environment. Habitus itself is a cognitive thinking where someone is trying to do what and how something is formed. There are five spans in either networking growth or relation that are formed from the interaction of the two sides, which are relation characterized by liberating that is able to explore future needs, relation with inspiring characteristic that is able to explore and correct the existing deficiencies, relation with visioning characteristic that is able to show the future superiority, relation with articulating characteristic that is able to determine the current advantages, and relation which is characterized by implementing that is able to demonstrate that this relationship deserves to be continued. Based on those concepts of work engagement and entrepreneurial networking, here, the researcher provides a definition for salesperson energizing relationship as the salesperson’s ability in binding customers to make a long-term relation characterized with liberating, inspiring, visioning, articulating, and implementing relationships. This salesperson energizing relationship has the potential to become a mediator between customer orientation to maximally support the achievement of sales force performance.

2.2. Customer Orientation
Customer orientation has long been extensively studied in the sales force management literature, since the first SOCO coined by Saxe and Weitz (1982). Customer orientation which is owned by the salesperson during the interaction with customers provides a positive effect in strengthening satisfaction and establishing customers’ trust on the company and the salesperson (Arndt & Karande, 2012; Homburg et al., 2011; Kaynak et al., 2016). Customer orientation in various researches in marketing management is described as “The practice of marketing concept at the level of individual salesperson and customer” (Saxe & Weitz, 1982). The definition of customer orientation is expressed as a marketing management implementation where a salesperson tries to ascertain the needs and tries to satisfy the customers. The effort in customer satisfaction requires a mastery of as much information about customers to know the needs, desires, behaviors, and styles of communication needed to interact with the customers (Homburg et al., 2011; Singh & Venugol, 2015; Stock, 2016). In carrying out the role to implement the customer orientation, salesperson is required to as a consultant for the customer or as a customer advocate to be able to provide services that delight the customer in not only a moment interaction but the long run (Kaynak et al., 2016; Pousa & Mathieu, 2013). It is hoped that the customer orientation will enable the salesperson performance to increase along with the customer acceptance to the interaction satisfactions that occur between them. 

2.3. Relational Capital
Study on relational capital is rooted in the conception of invisible assets by Hiroyuki Itami in Japanese, 1980 (Sullivan, 2000), social capital and intellectual capital as framed in the management research intensively (Bontis, 2004; Chia-Yi & Chang, 2015; Falcone & Castelfranchi, 2011; Mubarik et al., 2016; Sullivan, 2000; Welbourne & Padrdo-del-val, 2009) demonstrated the essence, support, function, and  key role of intellectual capital in enhancing  human capital effectiveness in terms of  worker’s performance, organizational performance.  Discussion of relational capital in this study  is rooted in the theory of intellectual capital as appeared in the study of  Bontis (2004), in which they pinpointed three main elements of intellectual capital as human capital, structural capital, relational capital in a format that human capital and structural capital are driver for enhancing relational capital and ultimately relational capital is key determinant for human capital effectiveness. Another root is in social capital theory as  appeared in the study Tata and Prasad (2015) that classified Social capital as structural social capital and relational social capital.
Study on salesforce management is rooted in the human intellectual capital theory as indicated human capital as a key anchor for driving, leveraging and enhance performance. How important human intellectual capital in sales organization is seen in the practices that most of sales managers devote considerable efforts for enhancing salesperson hard-competence and ultimately soft-competence in building social relationship (Chia-Yi & Chang, 2015), those org-ware is believed as a determinant for enhancing human capital effectiveness.  On the basis of human intellectual theory, our way to understand relational capital is to understand the essence of human capital, at  the first side is  understanding the  hard type of intellectual capital, named as structural capital indicated by the quantity of workforce such as salesman, sales supervisor, quantity of network, number of member of distribution  channel, structure of relationship such as contracted relationship or voluntary relationship, pattern of transactional involvement within network relationship (Bontis & Fitz-ens, 2002; Chia-Yi & Chang, 2015) such as by contract involvement or voluntary involvement. At  the second side is soft type of intellectual capital, named as relational capital, indicated by  quality of relationship, the developed and embedded trustworthiness between members of relationship, professional and social obligation attached to the formation of relationship, commitment consensus in strengthening attributes for a mutually benefit relationship (Falcone & Castelfranchi, 2011; Mubarik et al., 2016; Terawatanavong et al., 2007; Welbourne & Padrdo-del-val, 2009).
Relational capital in this study is defined as portfolio of soft attributes developed and embedded in cultivating a network in three aspects 1.  Interdependency with respect on autonomy in each party;   2.Relational Strength for creating value; 3. Value creating in benefit and justice. Relational capital could be seen mainly as quality of relationship that even though several parties or individual are committed in a relationship, but what is more important in that committed bond is each parties are high respect on autonomy  of individual in interdependence and trust (Terawatanavong et al., 2007) and mutual respect within parties (Miocevic, 2016). A relational capital is cultivated in a manner that it has a specific quality that adding value for both parties as a basis for strengthening the added value relationship. This means that any relationship to be  developed between parties should be a value creation chain that  gain access to value-added information and knowledge needed for generating a added value performance (Johansson, 2007). A relational between parties is recognized as capital if the relationship has potential for creating reciprocal benefit and justice for a long term bond between partier characterized by mutual respect, mutual trust, reciprocity and friendship (Miocevic, 2016) as a basis for creating and enhancing performance. 

2.4. Salesperson Autonomy
Today, the term autonomy is one of the hottest topics that is always interesting to study further of its effects in the workplace. Basically, every employee wants to have the freedom to work and be in an environment that respects the work outputs of more than targeted. Autonomy at work is described by the empowerment of the employees in making their own decisions, having goals and targets of their works, and deadlines, and also working on their own ways. A salesperson is a spearhead of a company to carry out marketing activities of products. A salesperson is required to possess the ability to sell high in order to convince the potential buyers to willingly buy the product offered. Creativities of a salesperson in marketing activities has become a very necessary thing and is believed to give contributions on innovation, effectiveness, and company’s performance (Shalley et al., 2004).
Job autonomy shows a confidence from the principal or supervisor in the ability and responsibility of a salesperson. Salesperson autonomy is an ability of a salesperson to understand the main job or problem encountered followed by actions to tackle them (Wang & Netemeyer, 2002). In this case, salesperson autonomy demonstrates the salesperson’s creativity in carrying out his work freely and responsibly based on the corridors specified by the company. Creativity is believed to be able to build the company’s competitive ability in adjusting itself to the changes in the competitive landscape to build competitive excellence (Shalley et al., 2004).  
Granting an autonomy to the salesperson to do the job will help to create a good climate in the sales working group, in which the salesperson will be able to work based on the rules and concepts made by himself according to the conditions of market realities. The availability of empowerment and salesperson autonomy will stimulate the emergence of creative ideas that are expected to be able to apply in their work, develop, and further spread the ideas to the team. The salesperson’s involvement in the decision-making and autonomy perceptions acquired is an important prerequisite for creative results (Amabile et al., 2004).

2.5. Salesperson Performance
The discussion on salesperson performance is extremely important in salesforce management (Piercy et al., 1998). A salesperson’s sales performance measurement has now been quite long based on sales quota achievement, and the salesperson’s comparative performance in the previous unit (Babakus et al., 1996). Salesperson performance is evaluation on his/her behavior, whether or not his/her behavior contribute to the accomplishment of company’s goals (Churchill et al., 1993). Many factors should be considered to improve salesperson performance. Firstly, the factors come from inside the company. These factors from the inside can take such forms as managers asking the salesperson to be involved in the effort of team-based sales (Piercy et al., 1998), salespersons who are always oriented to learning (Nguyen et al., 2006; Paparoidamis, 2005; Sujan et al., 1994), salespersons having high emotional inteligence (Kadic-Maglic et al., 2016; Pettijohn et al., 2010), salespersons having presentation skills (Johlke, 2006), salespersons oriented to customers (Cross et al., 2007; Singh & Das, 2013; Singh & Venugopal, 2015), and so on. Secondly, the factors come from outside the company. These factors coming from the outside can be market potential (Churchill et al., 1993) and social value (Swenson & Herche, 1994).

3. Model Development and Hypotheses
3.1. Customer Orientation, Salesperson Energizing Relationship and Salesperson Performance: Mediating Effects of Salesperson Energizing Relationship
However, in addition to the results that have not been inclusive yet to directly influence the customer orientation on the salesperson performance that is characterized by the literature gap still available questioning how customer orientation process is able to strengthen the sales performance (Jaramillo & Grisaffe, 2009; Singh & Venugol, 2015). The same thing was also questioned by Plouffe et al. (2009), how orientation works in influencing the salesperson performance. Responding to the questions Singh and Venugol (2015) offers a mediation with the salesmanship skills where there contain several dimensions to strengthen the salesperson performance, they are the ability of prospecting potential customers, delivering messages, and closing the sale, however, it has not looked specifically on the persuasive power that enables the salesperson in winning the customers’ hearts. 
In this study, the impetus that begins with customer orientation is forwarded by strengthening the salesperson energizing relationship which will potentially enhance the final output, the salesperson performance. Strengthening the findings from Singh and Venugol (2015) which confirmed the importance of managing salesperson’s emotions in interacting with customers requires support of forces in the interaction with the customers, i.e. the energy in the relationship itself. Energized that becomes a part of complex cognitive process illustrates a mental state characterized by the high levels of focus, attention, and concentration (Medhurst & Albrecht, 2016). Mentally, energized also illustrates the condition of someone who is active, alert, and quickly understand (receptive), and responsive to changes in information and stimuli. In relation to the process of interaction with customers by accommodating the entrepreneur behaviors, energized can be applied in various conditions of interactions. A salesperson with an energetic interaction capability is expected to strengthen the ability in achieving the maximum salesperson performance.
Based on those previous literature review and explanations, this research presents hypotheses that deal with the influence of customer orientation, salesperson energizing relationship, and sales force performance as follows:

H1.Salesperson with high level of customer orientation will lead to high level of salesperson energizing relationship
H2.Salesperson with high level of customer orientation will lead to high level of salesperson performance
H3.Salesperson with high level salesperson energizing relationship will have increased level of salesperson performance

3.2. Relational Capital and Energizing Relationship
Relational capital which clearly appeared in network research has attracted scholars interest for its ability to create performance, especially its ability to enhance human capital effectiveness (Bontis & Fitz-ens, 2002) in a sense that interconnectedness between persons based on  mutual respect, mutual trust, friendship and reciprocity (Miocevic, 2016) are expected to form a basis for exploring future possibilities such as need, challenge, prospect for growth in the future (Anderson et al., 2010). Relationship quality by nature is indicated by closeness’ connectedness that is potential for creating happiness in work and life (Capaldi et al., 2014) as a basis for human capital involvement in energizing their relationship. Relational capital based on its core value of relationship quality is a platform for creating values in a form that value creation is a result of resource sets when they are linked, joined and interfaced for producing value both for seller and buyer (Haas et al., 2012)
Relational capital is proved to serve as a leverage for job satisfaction (Nguyen & Nguyen, 2011) for those involved in marketing activities in inspiring, visioning, articulating, and implementing value creation process in the relationship, in turn to enhance human capital effectiveness. In the spirit of relationship marketing, a relationship is only beneficially built if the parties involved in the relationship can fulfil their promises (Hunt, 1997) as a driver for  human capital effectiveness in term of value creation success for all parties in the relationship circle. Therefore the following hypothesis is proposed.
H4. Relational capital has a positive impact on salesperson’s energizing relationship

3.3. Relational Capital and Salesperson performance
A popular idiom in marketing world” Your Network Is Your Net Worth” demonstrates the importance of relationship, especially network in creating performance both individually and organizationally. This is one of the essences of this study; that building relationship that energizes the involvement of parties in relational capital is pivotal for value creation. A strong tie in relationship which is mirrored in meeting customer needs in a manner that shows that the salespersons are knowledgeable, the salesperson’s knowledge of products is beneficial to customer and it is irreplaceable (Choi et al., 2015).  Feeling of justice fulfillment in a relational capital setting is potential for affecting salesperson’s commitment to providing superior customer value (Schwepker, 2016) in the sales encountering process. Therefore, the following hypothesis is proposed.
H5. Relational capital has a positive impact on Salesperson performance

3.4. Salesperson Autonomy, Salesperson Energizing Relationship and Salesperson Performance 
Salesperson is one of a company’s human resources who can give great contribution to the achievement of the company’s goals. However, salespersons are frequently in dilemma because they are responsible for two main duties, i.e. sales productivity and customer satisfaction. The greater autonomy level in their job will be found by salespersons as a freedom in interacting with customers (Pettijohn et al., 2010). When salesperson’s freedom is limited in making decisions in their job, they will be less capable of offering customer-oriented solutions, because they can only share the standard solutions as instructed by the company.
Autonomy  is one basic characteristics of a profession, as a form of freedom for professionals to perform their professional activities based on individual assessment for the implementation of their knowledge. Giving greater yet controlled job autonomy to salesperson becomes something highly crucial nowadays. A leader can provide supports to salespersons, including assingning job with substantial freedom, independence, and flexibility in their jobs, as well as the procedures they should use. A well-developed salesperson autonomy will have core characteristics such as varied expertises developing, task identity, task significance and feedback from job. 
Salesperson performance is intended to be sales productivity, and it deals only with the factors directly controlled by the salesperson. Salesperson performance is measued by how great is the sales output being produced (Churchill et al., 1985). Challagalla and Shervani (1996) suggest that salesperson performance is a level at which salesperson can achievethe sales target set to themselves. The salesperson profession is a challenging one, in which one should have high creativity in meeting the set output target and should be customer-oriented to create satisfaction in the customers. The job autonomy given to salesperson will affect their competence and creativity (Kauffed, 2006)  and improve performance. Job autonomy can improve salesperson performance since they think themselves capable and more confident in performing their duties (Gellatly & Irving, 2001; Langfred & Moye, 2005).
H6. The higher Salesperson Autonomy, the higher Salesperson Energizing Relationship
H7. The higher Salesperson Autonomy, the higher Salesperson Performance







Figure 1. Empirical Model
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4. Method
4.1. Sample
The setting of sampling in this study followed the advices from Saxe and Weitz (1982) suggestion where the measurement of customer orientation is expected to follow several required conditions:
1. Salesperson has a set of alternative approaches when they interact with customers
2. Customer is under complex purchase situation, requires some considerations and thoughts prior to making purchase decision.
3. There is an interactive relationship between salesperson and customers.
4. Repeat sales and refferals become important sources in the interaction between salesperson and customer.

The sample in this research is taken from salespersons within pharmaceutical industry in Indonesia, a developing country with promising pharmaceutical industry prospect at both Asia and global levels. The data are collected from pharmaceutical companies which have been go public in Indonesia. The reason for choosing companies which have been go public is due to the researchers’ belief that these companies are more transparent and they have Good Corporate Governance (GCG). The term salesperson in this research means the company’s ambassador/detailer entrusted to represent the company to promote their products professionally and credibly and full of integrity to doctors in such a way that these doctors are convinced and prescribe the company’s products to their patients.
	The sampling techniques used in this research are purposive sampling and convenience sampling which constitute nonprobability sampling techniques. The sampling techniques apply certain criteria, i.e. the respondent should be pharmaceutical salespersons who have worked for the current companies during the data collection for two (2) years or more, assuming that these persons have performed many sales activtities and interacted with customers.  
It is necessary to do data screening and trimming as an effort of ensuring the data feasibility for the next testing stage. The data screening is performed by testing the response consistency of each respondent, by judging the extreme standard deviation. Meanwhile, the data trimming is done by judging the consistency between closed and open responses fulfilled by the repondents. In total, responses are given by 350 respondents and the number of returned questionnaires is 295 (response rate 84%), with 16 data (cases) failing to qualify for such reasons as having less than a year experience and 27 data (cases) failing to complete the questionnaire consistently, thus these data are disposed of. The remaining data come from 252 respondents. The outlier of the remaining data is 47 data (cases), leaving 205 questionnaire data feasible for further testing.  
The description of these 205 respondents are as follows: the number of male and female salespersons is quite balanced, i.e. 59% and 41%, while their age ranges from 25 to 50 years old, most of them are married (82%), and most of them have worked for 10 to 15 years for their companies (26%) and followed by those who have worked for 3 to 5  years for their company (21%). Finally, in regard to the number of teammates in a work team, the most range is 2-5 people (70%).

4.2. Measurement
In measuring all variables, this research uses self reported measuring instruments which have been validated in previous studies, and have been standardized in many studies in marketing management literature for both customer orientation, salesperson autonomy, relational capital, salesperson performance, and salesperson energizing relationship (Anderson et al., 2010; Cross et al., 2007; Hughes et al., 2012; Kang et al., 2014; Killic & Dursun, 2008). All research variables are measured in 10 point range scale (a-tenth range scale) from score 1: strongly disagree to score 10: strongly agree with the provided statements.

4.2.1. Customer Orientation
The self measurement of customer orientation instrument (SOCO) from (Saxe & Weitz, 1982) has long and widely been applied in various sales management research literature, however, many criticisms sent to this measure on the number of question items that must be responded by the respondents (24 indicator items). Hence, many of the next researchers reduced the number of questions on the customer orientation measurement without reducing the meaning of concept being explored (Jaramillo & Grisaffe, 2009; Singh & Venugopal, 2015). One modification, and used in this study, was developed by Hughes et al. (2012) which covers four statements, one example is “The salesperson’s in depth efforts in trying to understand the customer’s motivation.”

4.2.2. Salesperson Energizing Relationship
Self-measurement (self-report) on energizing salesperson relationship refers to the statement used in measuring the level of affection in binding customers from Medhurst and Albrecht (2016) and also the level of entrepreneurial growth from Anderson et al. (2010), there are five items of statements to measure the salesperson’s ability in making a strong and energetic interaction with customers, one example is “The relationship with liberating characteristic is able to explore the future needs.”

4.2.3. Salesperson Autonomy
There are four items relating to the self-report measurement of salesperson autonomy, with reference to the research development done by Das and Joshi (2007), autonomy is related to freedom in the styles of management practices, and independency in making decisions based on the expertise, without the need of absolute authority in the organization, and also the ability to access and manage information for decision making. This research developed the questionnaire items to measure self-report with regard to the salesperson autonomy in relation to their opinions on the company’s policy. One example of statement items is “the salesperson’s opinion on the company’s policy in giving freedom to the salesperson from a formal style towards the informal style.” 

4.2.4. Relational Capital
The self-reported measurement regarding relational capital adopts the measuring instrument used by Kohtamaki et al. (2013), which gives an emphasis on how is the power of interaction which is based on mutual trust between the two interacting parties which becomes the basis for the construction of long-term relationship and loyalty continuously maintained. In addition to trust, the relational capital power aspects which include benevolence, mutual respect, competence, and honesty also become the basic dimensions in making the supplier-customer interaction (Hughes et al., 2013). An example of statements in relational capital is “The awareness that relationship with customer is based on mutual respect”

4.2.5. Salesperson Performance	
The self-reported measuring instrument on salesperson performance has extensively been used in many sales management studies. Basically, the measurement statement explores the output of self-achievement in many sales goals, such as comparison with partners in the same team, real achievement as compared to annual targets, and comparison of performance to the previous year, and number of new customers (Babakus et al., 1996; Cross et al., 2007; Jaramillo & Grisaffe, 2009). This research uses self-reported measuring instrument from these researchers, for example “Total achievement of sales target as compared to other top performing salespersons in the same group”.

5. Result
The non-response bias testing is intended to figure out whether or not there is a significant difference in the questionnaire responses for the sample groups being studied. In this research, the sample groups are distinguished between the groups during initial data collection and the one at the end of data collection. This research uses Levene Statistics test with independent sample t test to test the non-response bias. If the probability of Levene test < 0.05 or significant, it is then concluded that there is a difference in the questionnaire responses for the sample groups being studied. On the contrary, if the probability of Levene test > 0.05 or insignificant, then it is concluded that there is no difference in the questionnaire responses for the sample groups being studied. The scores of probability of Levene test for all research indicators are > 0.05 or insignificant. The further analysis testing uses mean score produced by each sample group being studied. Both of these significant indicators are found to have not-too-great mean score difference (<1.00). It means each sample group is the same based on the result of non-response bias testing using Levene test. It can then be concluded that there is insignificant difference in the responses of the two sample groups being studied. Afterwards, this result can be used in the further stage, i.e. dimensionality of measure and discriminant validity.
The construct reliability test in this research uses Cronbach alpha which is recommended at > 0.70 (Hair et al., 2010). The reliability test results for all constructs in this study for customer orientation, relational capital, job autonomy, salesperson energizing relationship, and salesperson performance were above > 0.70. For the one-dimensionality test, confirmatory factor analysis model was conducted. Average variance Extracted (AVE) of each construct is expected to be bigger that squared correlation for each pair of constructs. It indicates a good discriminate validity (Singh & Venugol, 2015).
The next stage is fit structural equation model to test the hypotheses (Figure 2)	
Figure 2. Fit Structural Equation Model

[image: ]

The full structural model showed the acceptable fit indices (χ² = 204,154; (p=0,096); CFI = 0,988; TLI = 0,986,  GFI = 0,918; RMSEA = 0,026 dan CMIN/DF = 1,141).
The figure above shows the relation among variables and it can be formulated to the table below:


Table 1. Regression Weight Structural Equation Model
	
	
	
	Estimate
	S.E.
	C.R.
	P
	Label

	CO
	
	SER
	,189
	,069
	2,736
	,006
	par_14

	RC
	
	SER
	,220
	,091
	2,418
	,016
	par_15

	SA
	
	SER
	,238
	,081
	2,941
	,003
	par_19

	SER
	
	SP
	,405
	,109
	3,703
	***
	par_16

	SA
	
	SP
	,237
	,105
	2,265
	,024
	par_17

	RC
	
	SP
	,307
	,119
	2,588
	,010
	par_18

	CO
	
	SP
	,034
	,088
	,381
	,703
	par_26


Explanation:
	CO		: Customer Orientation
	SER	: Salesperson Energizing Relationship
	SA		: Salesperson Autonomy
	 RC		: Relational Capital
 SP		: Salesperson Performance

Table 1 showed that from seven hypotheses, there were six hypotheses accepted while the other one hypothesis that was the relation of customer orientation to salesperson’s performance was rejected. For the customer orientation variable, it significantly affects the salesperson performance through salesperson energizing relationship, whereas the relational capital and job autonomy are able to directly affect the salesperson performance and through salesperson energizing relationship as well. 

6. Conclusion and Future Research
The results of this study reiterated that customer orientation remains the core of marketing strategy implementation aimed to maintain, bind, and establish relationships for the long term when supported with other variables that are capable in mediating the customer orientation on salesperson performance. In line with the previous studies, these findings supported the results of customer orientation’s direct effect inconsistencies on salesperson performance (Franke & Park, 2006; Jaramillo & Grisaffe, 2009; Singh & Venugopal, 2015). Therefore, a critical review in the marketing literature on this customer orientation which, in fact, cannot directly affect the salesperson job outcome is required. This study provides an extended alternative to bridge the problem, in this case through salesperson energizing relationship.
While some literature is still asking the question on how customer orientation works in strengthening salesperson’s job outcome, the finding of this study provide insights into how customer orientation could work. The energizing interaction power which is covered into five dimensions, i.e. (1) relationship with liberating characteristic which can explore the future needs, (2) relationship with inspiring characteristic which can explore and correct the existing deficiencies, (3) relationship with visioning characteristic which can show the future advantages, (4) relationship with articulating characteristic which can determine the current advantages, and (5) relationship with implementing characteristic which can show that this relationship is worth-continuing and believed to strengthen and potentially enhance the salesperson performance. 
The results of this study have also confirmed that the relational capital power inside the salesperson will enable the interaction strength based on mutual trust between the two interacting parties. It becomes the basis for establishing a long-term relationship and maintaining loyalty. In addition to trust, the aspects of relational capital power which include benevolence, mutual respect, competency, and honesty have also become the basic dimensions in supplier-customer interactions that will directly help strengthen the salesperson performance and also the salesperson energizing relationship. 
Likewise, job autonomy will also directly strengthen the salesperson energizing relationship power as well as enhance the salesperson performance. It indicates that the dimensions of job autonomy relating to freedom in the management practice style and independence in making decisions based on the expertise even without the need of an absolute authority in the organization, and also the ability to access and manage information to make decisions will ensure the expectations of salesperson performance improvement. This is consistent with the previous research that pay attention to the direct effects (Bonney & Wolliams, 2009; He & Li, 2010), although the setting is a developing country like Indonesia. It is fair for the salesperson to receive trust to manage the responsibility of his job, considering that this kind of job in pharmaceutical world as in this study requires salespersons with independency in making fast and agile decisions.
This study expands the literature on sales about the role of customer orientation on the salesperson performance by providing an alternative mediator namely the interaction power with energy or so-called salesperson energizing relationship. It is also to answer the findings of Plouffe et al. (2009) who are still questioning how customer orientation works and proceeds in order to improve the salesperson performance. This study also responds the opinion from Kaynak et al. (2016) and Singh and Venugopal (2015) about the importance of an expanding study in developing countries outside the Western countries that in fact have completely different contingency situations (political, cultural, and economic aspects)
The result of this study confirms that customer orientation is not a direct antecedent of salesperson performance, and it can only strengthen job outcome when aided with the next stage, in this case, it is with alternative offers of strengthening the energizing interactions of a salesperson. Intervening variables are required to bridge the effects of customer orientation on salesperson performance. 
This study re-emphasizes the important role of salespersons who stand at the vanguard of interaction with customers. Their critical role is not only in their ability to understand the customers and collect information needed to respond to the customers’ questions in detail as widely understood within the customer orientation concept. Beyond that, this study reminds the salespersons’ managers to always encourage the sales force to own high affect ability and an entrepreneur-like attitude in the dynamics of interactions and relations with customers. These demands can be responded through the ability to interact with energy, capable of being a mesmerizing driving force, and keep their spirit in winning the customers’ hearts and choices. A special training that focuses on keeping the energy and stamina during interactions is necessary to maintain the energy poured in sustaining relations with customers.
In addition to trainings that can raise and maintain salesperson’s energy, the company should also consider sales outcome beyond volume or profit alone, as they have done so far. Rather, it is also wise to consider from other’s perspectives such as customer feedback, customer satisfaction, and customer engagement, customer loyalty which are also related to the goals of salesperson performance. 
This study only measure the salespersons at go-public companies. Futher studies can be applied in a wider setting like in pharmaceutical companies in general either go public or owned by a family, which of course might have more dynamic culture and policy so that research generalization can be expanded. Another consideration for future research is the different body of industries that uses salespersons as the vanguard of their industry such as finance, retail, telecommunications, or insurance so that more comprehensive results can be obtained on the effects of customer orientation on the salesperson performance. This study is considered as merely cross-sectional, hence the performance measurement results cannot yet be measured more objectively. The next studies may consider longitudinal setting to improve the results of the occuring effects.
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1 Introduction 
Salespersons play an important role in business competition, especially in making ways for improving the sales performance. Salesperson performance improvement could be influenced by many factors such as competitive advantage. Sales person should strive for getting a level of competitive advantage as a basis for enhancing performance, particularly in building relationship with customers. Our literature study demonstrated the important role of customer orientation and adaptive-selling approach in leveraging the performance improvement (Franke and Park, 2006; Jaramillo and Grisaffe, 2009; Kaynak et al., 2016; Singh and Venugopal, 2015). Any salesperson with adaptive capability will be able to adjust and change the sales approach to match their customers. Salesperson should also have the ability to serve customers, to fulfil customer needs (Crosby et al., 1990), to create added values (Singh and Koshy, 2011), and to provide solutions for customers (Bonney and Wolliams, 2009; Sawhney, 2006; Tuli et al., 2007). 
Studies on the role of customer orientation in enhancing sales person performance has been conducted instensively and come out with a mix results. Some scholars demonstrate the significant influence of customer orientation to salesperson performance (Boles et al., 2001; Homburg et al., 2011; Kara et al., 2013; Keillor and Parker, 2000). Homburg et al. (2011) proves the curvilinear influence of customer orientation on salesperson individual performance. Meanwhile, Franke and Park (2006) find that customer orientation is not significantly influence salesperson performance in their cross-sectional study. Customer orientation, however, has a significant influence in a longitudinal study method (Franke and Park, 2006). Another study of Jaramillo and Grisaffe (2009) indicates no direct influence of customer orientation to salesperson performance but fully mediated by adaptive selling to improve salesperson performance. The fact that customer orientation cannot directly influence salesperson performance and requires salesmanship skills and salesperson’s ability in managing their emotion are found in a study in India setting (Singh and Venugopal, 2015). Therefore, it is reasonable to include an intervening variable for mediating the relationship between customer orientation and salesperson performance. 
The purpose of this study is to build and test a conceptual model on how to manage the salesperson’s customer orientation for enhancing salesperson performance. To do so, we insert into the model our a new concept of salesperson energising relationship, together with relational capital and salesperson autonomy, then test the model in the pharmaceutical industry in Indonesia. 
2 Literature review 
2.1 Salesperson energising relationship 
Previous research has shown inconsistencies in the influence of customer orientation on salesperson performance. Another variable is required for bridging the relationship of customer orientation and salesperson performance (Jaramillo and Grisaffe, 2009; Schwepker and Good, 2012). This study provides a model framework by adding the concept of salesperson energising relationship which is going to emphasise that the customer orientation will be more powerful in influencing the salesperson performance by passing through the mediating variable. 
The energy in relationship refers to salesperson task to be able to manage and bind customers for a long-term period (Medhurst and Albrecht, 2016). Work engagement becomes one that gives strong influence on individual factor besides other factor that is role ambiguity, ready for adaptiveness, cognitive aptitude, and selling-related knowledge that can give a direct influence on salesperson performance (Dong et al., 2015; Medhurst and Albrecht, 2016). Employee engagement or work engagement enables salespeople to  have organisational commitment and awareness to achieve optimal performance  (Di Mascio, 2010; Medhurst and Albrecht, 2016). Di Mascio (2010) and Medhurst and Albrecht (2016) also explained that the dimension of affection in work engagement is energy. Affection engagement is defined as an experience that actively describes a sense of enthusiasm, energy and positive stimulation. This energised dimension provides a person with a high degree of focus, attention, and concentration. 
The energising relationship can also be illustrated through a concept from Anderson et al. (2010) who has identified and analysed the practice of networking that can run well within the existing entrepreneurial growth by applying span of networking growth concept. The Pierre Bourdieu’s habitus concept becomes the platform/basis of one’s mental or cognitive structure in encountering the dynamic environment. Habitus itself is a cognitive thinking where someone is trying to do what and how something is formed. There are five spans in either networking growth or relation that are formed from the interaction of the two sides, which are relation characterised by liberating that is able to explore future needs, relation with inspiring characteristic that is able to explore and correct the existing deficiencies, relation with visioning characteristic that is able to show the future superiority, relation with articulating characteristic that is able to determine the current advantages, and relation which is characterised by implementing that is able to demonstrate that this relationship deserves to be continued. Based on those concepts of work engagement and entrepreneurial networking, here, the researcher provides a definition for salesperson energising relationship as the salesperson’s ability in binding customers to make a long-term relation characterised with liberating, inspiring, visioning, articulating, and implementing relationships. This salesperson energising relationship has the potential to become a mediator between customer orientation to maximally support the achievement of sales force performance. 
2.2 Customer orientation 
Customer orientation has long been extensively studied in the sales force management literature, since the first SOCO coined by Saxe and Weitz (1982). Customer orientation which is owned by the salesperson during the interaction with customers provides a positive effect in strengthening satisfaction and establishing customers’ trust on the company and the salesperson (Arndt and Karande, 2012; Homburg et al., 2011; Kaynak et al., 2016). Customer orientation in various researches in marketing management is described as “The practice of marketing concept at the level of individual salesperson and customer” (Saxe and Weitz, 1982). The definition of customer orientation is expressed as a marketing management implementation where a salesperson tries to ascertain the needs and tries to satisfy the customers. The effort in customer satisfaction requires a mastery of as much information about customers to know the needs, desires, behaviours, and styles of communication needed to interact with the customers (Homburg et al., 2011; Singh and Venugopal, 2015; Stock, 2016). In carrying out the role to implement the customer orientation, salesperson is required to be a consultant for the customer or as a customer advocate to be able to provide services that delight the customer in not only a moment interaction but the long run (Kaynak et al., 2016; Pousa and Mathieu, 2013). It is hoped that the customer orientation will enable the salesperson performance to increase along with the customer acceptance to the interaction satisfactions that occur between them. 
2.3 Relational capital 
Study on relational capital is rooted in the conception of invisible assets by Hiroyuki Itami in Japanese, 1980 (Sullivan, 2000), social capital and intellectual capital as framed in the management research intensively (Bontis, 2004; Chia-Yi and Chang, 2015; Falcone and Castelfranchi, 2011; Mubarik et al., 2016; Sullivan, 2000; Welbourne and Padrdo-del-val, 2009) demonstrated the essence, support, function, and key role of intellectual capital in enhancing human capital effectiveness in terms of worker’s performance, organisational performance. Discussion of relational capital in this study is rooted in the theory of intellectual capital as appeared in the study of Bontis (2004), in which they pinpointed three main elements of intellectual capital as human capital, structural capital, relational capital in a format that human capital and structural capital are driver for enhancing relational capital and ultimately relational capital is key determinant for human capital effectiveness. Another root is in social capital theory as appeared in the study Tata and Prasad (2015) that classified social capital as structural social capital and relational social capital. 
Study on salesforce management is rooted in the human intellectual capital theory as indicated human capital as a key anchor for driving, leveraging and enhance performance. How important human intellectual capital in sales organisation is seen in the practices that most of sales managers devote considerable efforts for enhancing salesperson hard-competence and ultimately soft-competence in building social relationship (Chia-Yi and Chang, 2015), those org-ware is believed as a determinant for enhancing human capital effectiveness. On the basis of human intellectual theory, our way to understand relational capital is to understand the essence of human capital, at the first side is understanding the hard type of intellectual capital, named as structural capital indicated by the quantity of workforce such as salesman, sales supervisor, quantity of network, number of member of distribution channel, structure of relationship such as contracted relationship or voluntary relationship, pattern of transactional involvement within network relationship (Bontis and Fitz-ens, 2002; Chia-Yi and Chang, 2015) such as by contract involvement or voluntary involvement. At the second side is soft type of intellectual capital, named as relational capital, indicated by quality of relationship, the developed and embedded trustworthiness between members of relationship, professional and social obligation attached to the formation of relationship, commitment consensus in strengthening attributes for a mutually benefit relationship (Falcone and Castelfranchi, 2011; Mubarik et al., 2016; Terawatanavong et al., 2007; Welbourne and Padrdo-del-val, 2009). 
Relational capital in this study is defined as portfolio of soft attributes developed and embedded in cultivating a network in three aspects: 
1 interdependency with respect on autonomy in each party 
2 relational strength for creating value 
3 value creating in benefit and justice. 
Relational capital could be seen mainly as quality of relationship that even though several parties or individual are committed in a relationship, but what is more important in that  committed bond is each parties are high respect on autonomy of individual in interdependence and trust (Terawatanavong et al., 2007) and mutual respect within  parties (Miocevic, 2016). A relational capital is cultivated in a manner that it has a specific quality that adding value for both parties as a basis for strengthening the added value relationship. This means that any relationship to be developed between parties should be a value creation chain that gain access to value-added information and knowledge needed for generating an added value performance (Johansson, 2007). A relational between parties is recognised as capital if the relationship has potential for creating reciprocal benefit and justice for a long-term bond between partier characterised by mutual respect, mutual trust, reciprocity and friendship (Miocevic, 2016) as a basis for creating and enhancing performance. 
2.4 Salesperson autonomy 
Today, the term autonomy is one of the hottest topics that is always interesting to study further of its effects in the workplace. Basically, every employee wants to have the freedom to work and be in an environment that respects the work outputs of more than targeted. Autonomy at work is described by the empowerment of the employees in making their own decisions, having goals and targets of their works, and deadlines, and also working on their own ways. A salesperson is a spearhead of a company to carry out marketing activities of products. A salesperson is required to possess the ability to sell high in order to convince the potential buyers to willingly buy the product offered. Creativities of a salesperson in marketing activities has become a very necessary thing and is believed to give contributions on innovation, effectiveness, and company’s performance (Shalley et al., 2004). 
Job autonomy shows a confidence from the principal or supervisor in the ability and responsibility of a salesperson. Salesperson autonomy is an ability of a salesperson to understand the main job or problem encountered followed by actions to tackle them (Wang and Netemeyer, 2002). In this case, salesperson autonomy demonstrates the salesperson’s creativity in carrying out his work freely and responsibly based on the corridors specified by the company. Creativity is believed to be able to build the company’s competitive ability in adjusting itself to the changes in the competitive landscape to build competitive excellence (Shalley et al., 2004). 
Granting an autonomy to the salesperson to do the job will help to create a good climate in the sales working group, in which the salesperson will be able to work based on the rules and concepts made by himself according to the conditions of market realities. The availability of empowerment and salesperson autonomy will stimulate the emergence of creative ideas that are expected to be able to apply in their work, develop, and further spread the ideas to the team. The salesperson’s involvement in the decision-making and autonomy perceptions acquired is an important prerequisite for creative results (Amabile et al., 2004). 
2.5 Salesperson performance 
The discussion on salesperson performance is extremely important in salesforce management (Piercy et al., 1998). A salesperson’s sales performance measurement has now been quite long based on sales quota achievement, and the salesperson’s comparative performance in the previous unit (Babakus et al., 1996). Salesperson performance is evaluation on his/her behaviour, whether or not his/her behaviour contribute to the accomplishment of company’s goals (Churchill et al., 1993). Many factors should be considered to improve salesperson performance. Firstly, the factors come from inside the company. These factors from the inside can take such forms as managers asking the salesperson to be involved in the effort of team-based sales (Piercy et al., 1998), salespersons who are always oriented to learning (Nguyen et al., 2006; Paparoidamis, 2005; Sujan et al., 1994), salespersons having high emotional intelligence (Kadic-Maglic et al., 2016; Pettijohn et al., 2010), salespersons having presentation skills (Johlke, 2006), salespersons oriented to customers (Cross et al., 2007; Singh and Das, 2013; Singh and Venugopal, 2015), and so on. Secondly, the factors come from outside the company. These factors coming from the outside can be market potential (Churchill  et al., 1993) and social value (Swenson and Herche, 1994). 
3 Model development and hypotheses 
3.1 Customer orientation, salesperson energising relationship and salesperson performance: mediating effects of salesperson energising relationship 
However, in addition to the results that have not been inclusive yet to directly influence the customer orientation on the salesperson performance that is characterised by the literature gap still available questioning how customer orientation process is able to strengthen the sales performance (Jaramillo and Grisaffe, 2009; Singh and Venugopal, 2015). The same thing was also questioned by Plouffe et al. (2009), how orientation works in influencing the salesperson performance. Responding to the questions Singh and Venugopal (2015) offers a mediation with the salesmanship skills where there contain several dimensions to strengthen the salesperson performance, they are the ability of prospecting potential customers, delivering messages, and closing the sale, however, it has not looked specifically on the persuasive power that enables the salesperson in winning the customers’ hearts. 
In this study, the impetus that begins with customer orientation is forwarded by strengthening the salesperson energising relationship which will potentially enhance the final output, the salesperson performance. Strengthening the findings from Singh and Venugopal (2015) which confirmed the importance of managing salesperson’s emotions in interacting with customers requires support of forces in the interaction with the customers, i.e., the energy in the relationship itself. Energised that becomes a part of complex cognitive process illustrates a mental state characterised by the high levels of focus, attention, and concentration (Medhurst and Albrecht, 2016). Mentally, energised also illustrates the condition of someone who is active, alert, and quickly understand (receptive), and responsive to changes in information and stimuli. In relation to the process of interaction with customers by accommodating the entrepreneur behaviours, energised can be applied in various conditions of interactions. A salesperson with an energetic interaction capability is expected to strengthen the ability in achieving the maximum salesperson performance. 
Based on those previous literature review and explanations, this research presents hypotheses that deal with the influence of customer orientation, salesperson energising relationship, and sales force performance as follows: 
H1 Salesperson with high level of customer orientation will lead to high level of salesperson energising relationship. 
H2 Salesperson with high level of customer orientation will lead to high level of salesperson performance. 
H3 Salesperson with high level salesperson energising relationship will have increased level of salesperson performance. 
3.2 Relational capital and energising relationship 
Relational capital which clearly appeared in network research has attracted scholars interest for its ability to create performance, especially its ability to enhance human capital effectiveness (Bontis and Fitz-ens, 2002) in a sense that interconnectedness between persons based on mutual respect, mutual trust, friendship and reciprocity (Miocevic, 2016) are expected to form a basis for exploring future possibilities such as need, challenge, prospect for growth in the future (Anderson et al., 2010). Relationship quality by nature is indicated by closeness’ connectedness that is potential for creating happiness in work and life (Capaldi et al., 2014) as a basis for human capital involvement in energising their relationship. Relational capital based on its core value of relationship quality is a platform for creating values in a form that value creation is a result of resource sets when they are linked, joined and interfaced for producing value both for seller and buyer (Haas et al., 2012) 
Relational capital is proved to serve as a leverage for job satisfaction (Nguyen and Nguyen, 2011) for those involved in marketing activities in inspiring, visioning, articulating, and implementing value creation process in the relationship, in turn to enhance human capital effectiveness. In the spirit of relationship marketing, a relationship is only beneficially built if the parties involved in the relationship can fulfil their promises (Hunt, 1997) as a driver for human capital effectiveness in term of value creation success for all parties in the relationship circle. Therefore the following hypothesis is proposed. 
H4 Relational capital has a positive impact on salesperson’s energising relationship. 
3.3 Relational capital and salesperson performance 
A popular idiom in marketing world “Your network is your net worth” demonstrates the importance of relationship, especially network in creating performance both individually and organisationally. This is one of the essences of this study; that building relationship that energises the involvement of parties in relational capital is pivotal for value creation. A strong tie in relationship which is mirrored in meeting customer needs in a manner that shows that the salespersons are knowledgeable, the salesperson’s knowledge of products is beneficial to customer and it is irreplaceable (Choi et al., 2015). Feeling of justice fulfilment in a relational capital setting is potential for affecting salesperson’s commitment to providing superior customer value (Schwepker, 2016) in the sales encountering process. Therefore the following hypothesis is proposed. 
H5 Relational capital has a positive impact on Salesperson performance. 
3.4 Salesperson autonomy, salesperson energising relationship and salesperson performance 
Salesperson is one of a company’s human resources who can give great contribution to the achievement of the company’s goals. However, salespersons are frequently in dilemma because they are responsible for two main duties, i.e., sales productivity and customer satisfaction. The greater autonomy level in their job will be found by salespersons as a freedom in interacting with customers (Pettijohn et al., 2010). When salesperson’s freedom is limited in making decisions in their job, they will be less capable of offering customer-oriented solutions, because they can only share the standard solutions as instructed by the company. 
Autonomy is one basic characteristics of a profession, as a form of freedom for professionals to perform their professional activities based on individual assessment for the implementation of their knowledge. Giving greater yet controlled job autonomy to salesperson becomes something highly crucial nowadays. A leader can provide supports to salespersons, including assigning job with substantial freedom, independence, and flexibility in their jobs, as well as the procedures they should use. A well-developed salesperson autonomy will have core characteristics such as varied expertises developing, task identity, task significance and feedback from job. 
Figure 1 	Empirical model 
[image: ] 
Salesperson performance is intended to be sales productivity, and it deals only with the factors directly controlled by the salesperson. Salesperson performance is measured by how great is the sales output being produced (Churchill et al., 1985). Challagalla and Shervani (1996) suggest that salesperson performance is a level at which salesperson can achieve the sales target set to themselves. The salesperson profession is a challenging one, in which one should have high creativity in meeting the set output target and should be customer-oriented to create satisfaction in the customers. The job autonomy given to salesperson will affect their competence and creativity (Kauffed, 2006) and improve performance. Job autonomy can improve salesperson performance since they think themselves capable and more confident in performing their duties (Gellatly and Irving, 2001; Langfred and Moye, 2005). 
H6 The higher salesperson autonomy, the higher salesperson energising relationship. 
H7 The higher salesperson autonomy, the higher salesperson performance. 
4 Method 
4.1 Sample 
The setting of sampling in this study followed the advices from Saxe and Weitz (1982) suggestion where the measurement of customer orientation is expected to follow several required conditions: 
1 salesperson has a set of alternative approaches when they interact with customers 
2 customer is under complex purchase situation, requires some considerations and thoughts prior to making purchase decision 
3 there is an interactive relationship between salesperson and customers 
4 repeat sales and referrals become important sources in the interaction between salesperson and customer. 
The sample in this research is taken from salespersons within pharmaceutical industry in Indonesia, a developing country with promising pharmaceutical industry prospect at both Asia and global levels. The data are collected from pharmaceutical companies which have been go public in Indonesia. The reason for choosing companies which have been go public is due to the researchers’ belief that these companies are more transparent and they have good corporate governance (GCG). The term salesperson in this research means the company’s ambassador/detailer entrusted to represent the company to promote their products professionally and credibly and full of integrity to doctors in such a way that these doctors are convinced and prescribe the company’s products to their patients. 
The sampling techniques used in this research are purposive sampling and convenience sampling which constitute non-probability sampling techniques. The sampling techniques apply certain criteria, i.e., the respondent should be pharmaceutical salespersons who have worked for the current companies during the data collection for two years or more, assuming that these persons have performed many sales activities and interacted with customers. 
It is necessary to do data screening and trimming as an effort of ensuring the data feasibility for the next testing stage. The data screening is performed by testing the response consistency of each respondent, by judging the extreme standard deviation. Meanwhile, the data trimming is done by judging the consistency between closed and open responses fulfilled by the respondents. In total, responses are given by  350 respondents and the number of returned questionnaires is 295 (response rate 84%), with 16 data (cases) failing to qualify for such reasons as having less than a year experience and 27 data (cases) failing to complete the questionnaire consistently, thus these data are disposed of. The remaining data come from 252 respondents. The outlier of the remaining data is 47 data (cases), leaving 205 questionnaire data feasible for further testing. 
The description of these 205 respondents are as follows: the number of male and female salespersons is quite balanced, i.e., 59% and 41%, while their age ranges from  25 to 50 years old, most of them are married (82%), and most of them have worked for 
10 to 15 years for their companies (26%) and followed by those who have worked for  3 to 5 years for their company (21%). Finally, in regard to the number of teammates in a work team, the most range is 2–5 people (70%). 
4.2 Measurement 
In measuring all variables, this research uses self-reported measuring instruments which have been validated in previous studies, and have been standardised in many studies in marketing management literature for both customer orientation, salesperson autonomy, relational capital, salesperson performance, and salesperson energising relationship (Anderson et al., 2010; Cross et al., 2007; Hughes et al., 2012; Kang et al., 2014; Killic and Dursun, 2008). All research variables are measured in ten-point range scale (a  tenth-range scale) from score 1: strongly disagree to score 10: strongly agree with the provided statements. 
4.2.1 Customer orientation 
The self-measurement of customer orientation instrument (SOCO) from (Saxe and Weitz, 1982) has long and widely been applied in various sales management research literature, however, many criticisms sent to this measure on the number of question items that must be responded by the respondents (24 indicator items). Hence, many of the next researchers reduced the number of questions on the customer orientation measurement without reducing the meaning of concept being explored (Jaramillo and Grisaffe, 2009; Singh and Venugopal, 2015). One modification, and used in this study, was developed by Hughes et al. (2012) which covers four statements, one example is “The salesperson’s in depth efforts in trying to understand the customer’s motivation.” 
4.2.2 Salesperson energising relationship 
Self-measurement (self-report) on energising salesperson relationship refers to the statement used in measuring the level of affection in binding customers from Medhurst and Albrecht (2016) and also the level of entrepreneurial growth from Anderson et al. (2010), there are five items of statements to measure the salesperson’s ability in making a strong and energetic interaction with customers, one example is “The relationship with liberating characteristic is able to explore the future needs.” 
4.2.3 Salesperson autonomy 
There are four items relating to the self-report measurement of salesperson autonomy, with reference to the research development done by Das and Joshi (2007), autonomy is related to freedom in the styles of management practices, and independency in making decisions based on the expertise, without the need of absolute authority in the organisation, and also the ability to access and manage information for decision making. 
This research developed the questionnaire items to measure self-report with regard to the salesperson autonomy in relation to their opinions on the company’s policy. One example of statement items is “the salesperson’s opinion on the company’s policy in giving freedom to the salesperson from a formal style towards the informal style.” 
4.2.4 Relational capital 
The self-reported measurement regarding relational capital adopts the measuring instrument used by Kohtamaki et al. (2013), which gives an emphasis on how is the power of interaction which is based on mutual trust between the two interacting parties which becomes the basis for the construction of long-term relationship and loyalty continuously maintained. In addition to trust, the relational capital power aspects which include benevolence, mutual respect, competence, and honesty also become the basic dimensions in making the supplier-customer interaction (Hughes et al., 2013). An example of statements in relational capital is “The awareness that relationship with customer is based on mutual respect” 
4.2.5 Salesperson performance 
The self-reported measuring instrument on salesperson performance has extensively been used in many sales management studies. Basically, the measurement statement explores the output of self-achievement in many sales goals, such as comparison with partners in the same team, real achievement as compared to annual targets, and comparison of performance to the previous year, and number of new customers (Babakus et al., 1996; Cross et al., 2007; Jaramillo and Grisaffe, 2009). This research uses self-reported measuring instrument from these researchers, for example “Total achievement of sales target as compared to other top performing salespersons in the same group”. 
5 Result 
The non-response bias testing is intended to figure out whether or not there is a significant difference in the questionnaire responses for the sample groups being studied. In this research, the sample groups are distinguished between the groups during initial data collection and the one at the end of data collection. This research uses Levene statistics test with independent sample t test to test the non-response bias. If the probability of Levene test < 0.05 or significant, it is then concluded that there is a difference in the questionnaire responses for the sample groups being studied. On the contrary, if the probability of Levene test > 0.05 or insignificant, then it is concluded that there is no difference in the questionnaire responses for the sample groups being studied. The scores of probability of Levene test for all research indicators are > 0.05 or insignificant. The further analysis testing uses mean score produced by each sample group being studied. Both of these significant indicators are found to have not-too-great mean score difference (< 1.00). It means each sample group is the same based on the result of non-response bias testing using Levene test. It can then be concluded that there is insignificant difference in the responses of the two sample groups being studied. Afterwards, this result can be used in the further stage, i.e., dimensionality of measure and discriminant validity. 
Figure 2 	Fit structural equation model 
[image: ] 
The construct reliability test in this research uses Cronbach alpha which is recommended at > 0.70 (Hair et al., 2010). The reliability test results for all constructs in this study for customer orientation, relational capital, job autonomy, salesperson energising relationship, and salesperson performance were above > 0.70. For the unidimensionality test, confirmatory factor analysis model was conducted. Average variance extracted (AVE) of each construct is expected to be bigger that squared correlation for each pair of constructs. It indicates a good discriminate validity (Singh and Venugopal, 2015). 
The next stage is fit structural equation model to test the hypotheses (Figure 2). 
The full structural model showed the acceptable fit indices [χ2 = 204.154; (p = 0.096); CFI = 0.988; TLI = 0.986, GFI = 0.918; RMSEA = 0.026 and CMIN/DF = 1.141). 
Figure 2 shows the relation among variables and it can be formulated in Table 1. 
Table 1 	Regression weight structural equation model 
	 
	 
	 
	Estimate 
	S.E. 
	C.R. 
	P 
	Label 

	CO 
	→ 
	SER 
	.189 
	.069 
	2.736 
	.006 
	par_14 

	RC 
	→ 
	SER 
	.220 
	.091 
	2.418 
	.016 
	par_15 

	SA 
	→ 
	SER 
	.238 
	.081 
	2.941 
	.003 
	par_19 

	SER 
	→ 
	SP 
	.405 
	.109 
	3.703 
	 
	par_16 

	SA 
	→ 
	SP 
	.237 
	.105 
	2.265 
	.024 
	par_17 

	RC 
	→ 
	SP 
	.307 
	.119 
	2.588 
	.010 
	par_18 

	CO 
	→ 
	SP 
	.034 
	.088 
	.381 
	.703 
	par_26 


Notes: CO: customer orientation. 
SER: salesperson energising relationship. 
SA: salesperson autonomy. 
RC: relational capital. 
SP: salesperson performance. 
Table 1 showed that from seven hypotheses, there were six hypotheses accepted while the other one hypothesis that was the relation of customer orientation to salesperson’s performance was rejected. For the customer orientation variable, it significantly affects the salesperson performance through salesperson energising relationship, whereas the relational capital and job autonomy are able to directly affect the salesperson performance and through salesperson energising relationship as well. 
6 Conclusions and future research 
The results of this study reiterated that customer orientation remains the core of marketing strategy implementation aimed to maintain, bind, and establish relationships for the long-term when supported with other variables that are capable in mediating the customer orientation on salesperson performance. In line with the previous studies, these findings supported the results of customer orientation’s direct effect inconsistencies on salesperson performance (Franke and Park, 2006; Jaramillo and Grisaffe, 2009; Singh and Venugopal, 2015). Therefore, a critical review in the marketing literature on this customer orientation which, in fact, cannot directly affect the salesperson job outcome is required. This study provides an extended alternative to bridge the problem, in this case through salesperson energising relationship. 
While some literature is still asking the question on how customer orientation works in strengthening salesperson’s job outcome, the finding of this study provide insights into how customer orientation could work. The energising interaction power which is covered into five dimensions, i.e.: 
1 relationship with liberating characteristic which can explore the future needs 
2 relationship with inspiring characteristic which can explore and correct the existing deficiencies 
3 relationship with visioning characteristic which can show the future advantages 
4 relationship with articulating characteristic which can determine the current advantages 
5 relationship with implementing characteristic which can show that this relationship is worth-continuing and believed to strengthen and potentially enhance the salesperson performance. 
The results of this study have also confirmed that the relational capital power inside the salesperson will enable the interaction strength based on mutual trust between the two interacting parties. It becomes the basis for establishing a long-term relationship and maintaining loyalty. In addition to trust, the aspects of relational capital power which include benevolence, mutual respect, competency, and honesty have also become the basic dimensions in supplier-customer interactions that will directly help strengthen the salesperson performance and also the salesperson energising relationship. 
Likewise, job autonomy will also directly strengthen the salesperson energising relationship power as well as enhance the salesperson performance. It indicates that the dimensions of job autonomy relating to freedom in the management practice style and independence in making decisions based on the expertise even without the need of an absolute authority in the organisation, and also the ability to access and manage information to make decisions will ensure the expectations of salesperson performance improvement. This is consistent with the previous research that pay attention to the direct effects (Bonney and Wolliams, 2009; He and Li, 2010), although the setting is a developing country like Indonesia. It is fair for the salesperson to receive trust to manage the responsibility of his job, considering that this kind of job in pharmaceutical world as in this study requires salespersons with independency in making fast and agile decisions. 
This study expands the literature on sales about the role of customer orientation on the salesperson performance by providing an alternative mediator namely the interaction power with energy or so-called salesperson energising relationship. It is also to answer the findings of Plouffe et al. (2009) who are still questioning how customer orientation works and proceeds in order to improve the salesperson performance. This study also responds the opinion from Kaynak et al. (2016) and Singh and Venugopal (2015) about the importance of an expanding study in developing countries outside the Western countries that in fact have completely different contingency situations (political, cultural, and economic aspects) 
The result of this study confirms that customer orientation is not a direct antecedent of salesperson performance, and it can only strengthen job outcome when aided with the next stage, in this case, it is with alternative offers of strengthening the energising interactions of a salesperson. Intervening variables are required to bridge the effects of customer orientation on salesperson performance. 
This study re-emphasises the important role of salespersons who stand at the vanguard of interaction with customers. Their critical role is not only in their ability to understand the customers and collect information needed to respond to the customers’ questions in detail as widely understood within the customer orientation concept. Beyond that, this study reminds the salespersons’ managers to always encourage the sales force to own high affect ability and an entrepreneur-like attitude in the dynamics of interactions and relations with customers. These demands can be responded through the ability to interact with energy, capable of being a mesmerising driving force, and keep their spirit in winning the customers’ hearts and choices. A special training that focuses on keeping the energy and stamina during interactions is necessary to maintain the energy poured in sustaining relations with customers. 
In addition to trainings that can raise and maintain salesperson’s energy, the company should also consider sales outcome beyond volume or profit alone, as they have done so far. Rather, it is also wise to consider from other’s perspectives such as customer feedback, customer satisfaction, and customer engagement, customer loyalty which are also related to the goals of salesperson performance. 
This study only measures the salespersons at go-public companies. Further studies can be applied in a wider setting like in pharmaceutical companies in general either go public or owned by a family, which of course might have more dynamic culture and policy so that research generalisation can be expanded. Another consideration for future research is the different body of industries that uses salespersons as the vanguard of their industry such as finance, retail, telecommunications, or insurance so that more comprehensive results can be obtained on the effects of customer orientation on the salesperson performance. This study is considered as merely cross-sectional, hence the performance measurement results cannot yet be measured more objectively. The next studies may consider longitudinal setting to improve the results of the occurring effects. 
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2. 1 would suggest you to combine the section of Discussion and Study Limitation And Future Research into Conclusion and
Future Research, in which you can discuss the results of your paper, limitation, and future research.

3. The authors should provide a report for the reviewers showing all the changes made in the paper including references and
managerial implications. Please highlight all the new parts in yellow so the reviewers can easily see the additions.

Reviewer B Comments:

Changes which must be made before publication:

1. I would suggest the authors change the section of Theoretical Background into literature review.

And in the literature review, the authors should explain explicitly what are the main differences between current paper and those
research in the existing literature.

2. Alot of proof reading should be done. For example, in section of Discussion, which is section 6, but your subsection is labeled
as 5.1, and 5.2, which is incorrect. And the section of Study Limitation And Future Research should be section 7.

NOTE: Please send an email to the editor to acknowledge the reception of this email notification. The editor needs to make sure
that messages reach the authors and don't delay the review process.

Instructions

1) To help the reviewer(s) verify that you have made the required corrections, please append a point-by-point report detailing
how the changes have been made in line with each reviewer's comments at the beginning of your revised manuscript.

2) Responses to reviewers' comments and the revised manuscript must go together in the same single MS Word or PDF file,
without revealing authors' identifications.

3) AUTHORS MUST INCLUDE IN THEIR REVISED MANUSCRIPT ALL THE REVISIONS, EDITING AND CORRECTIONS
REQUIRED BY ALL REFEREES, OTHERWISE THEIR SUBMISSIONS WOULD NOT BE FURTHER PROCESSED AND
WOULD BE REJECTED.

4) Append figures, images and tables at the end of your revised manuscript.

5) To upload your revised manuscript, please:

Login via http://www.inderscience.com/ospeers/login.php

(if you do not remember your username or password, you can recover it via http://www.inderscience.com/forgotpw.php)

Then point your browser to http://www.inderscience.com/ospeers/admin/author/articlestatus.php?id=196529 and scroll-down to
find the input box "Author’s revised version of file".

Click on 'Browse..." to select the revised document to be submitted and click 'Upload'.

6) Click on "Editor/Author Comments" to access the referee(s) comments and possible annotated files.

7) We advise you to use MS Word to edit your submission and make sure that the revisions within the document are presented
as "tracked changes" so they would be more easily seen by the editor and the reviewers. It is preferable that you upload your
revised manuscript using a MS Word file. If you use LaTeX, please mark your changes as text in colour and provide a PDF file of
your article and the response to the reviewers.

To remove the personal information about tracked changes in MS Word:

In Word 2007: Round Office button -> Prepare -> Inspect Document -> Inspect -> Document Properties and Personal Information
->Remove All -> Close

In Word 2010 and later: File > Check for Issues -> Inspect Document -> Inspect -> Document Properties and Personal

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 160128182117 2580434 &simpl=msg-f- 160128182117 25. 12
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Information -> Remove All -> Close

If you have problems uploading the file with your revised manuscript please contact submissions@inderscience.com indicating
the submission ID of your article.

NOTES:

- In general we expect to receive your revised manuscript within three months or by the revision deadline established by the
editor. Please contact the editor if you will take more than three months to resubmit your revised manuscript.

- It is the publisher's policy to give authors the opportunity to revise and improve their submitted papers to be accepted for
publication, as requested by the referees. Please note that all the revisions, editing and English correction requested have to be
made and accepted by the referees otherwise the paper will be rejected at any stage of the refereeing process.

Your prompt attention is much appreciated.

Dr. Huaqing Wang
Int. J. of Services, Economics and Management (IJSEM)
submissions@inderscience.com

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 160128182117 2580434 &simpl=msg-f- 160128182117 25. 212
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1 message

Inderscience Submissions System <submissions@inderscience.com> Thu, Jul 12,2018 at 6:01 PM

Reply-To: submissions@inderscience.com
To: "Dr. Berta Bekti Retnawati" <bertabekti@gmail.com>

Dear Dr. Berta Bekti Retnawati,
Ref: Submission IJSEM_196529, entitied "ADVANCING SALESPERSON PERFORMANCE WITH SALESPERSON
ENERGIZING RELATIONSHIP: INDONESIAN PHARMACEUTICAL SALESPERSON STUDY," submitted for the Int. J. of

Services, Economics and Management (IJSEM)

This is a reminder to revise and upload a revised version of your above submission, as instructed to you by the journal editor.

Please login to the Inderscience website to edit your submitted paper, implement the recommendations made by the reviewers,

and upload your revised version on the Inderscience system.
Your account for the On-line Submissions System is:

URL: http://www.inderscience.com/ospeers/login.php
Username: retnawati

Password: mj1s9n

Please let me know if you don't plan to revise your paper so we can proceed to archive it and notify the editor.
Your prompt attention is much appreciated.

Do not hesitate to contact us if you have any question.

Best Regards,

Denise Rose

On-line Submissions Manager

Inderscience Publishers Ltd.
submissions@inderscience.com

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 16057896206 13816784&simpl=msg-f. 16057896206 138
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2 messages

Inderscience Online <noreply@indersciencemail.com> Fri, Oct 5, 2018 at 6:12AM

Reply-To: Inderscience Online <noreply@indersciencemail.com>, Submissions Manager <submissions@inderscience.com>
To: bertabekti@gmail.com, augusty55@gmail.com, ehlalu@gmail.com, ardyan.sbs@gmail.com, Editor <wang-h@mssu.edu>

Dear Berta Bekti Retnawati, Augusty Tae Ferdinand, Lalu Edi Herman, Elia Ardyan,

Ref: Submission "ADVANCING SALESPERSON PERFORMANCE WITH SALESPERSON ENERGIZING RELATIONSHIP:
INDONESIAN PHARMACEUTICAL SALESPERSON STUDY"

Congratulations, your above mentioned submitted article has been refereed and accepted for publication in the International
Journal of Services, Economics and Management. The acceptance of your article for publication in the journal reflects the high
status of your work by your fellow professionals in the field.

‘You need now to login at http:/www.inderscience.com/login.php and go to http://www.inderscience.com/ospeers/admin/author/
articlelist.php to find your submission and complete the following tasks:

1. Save the "Editor’s post-review version" on your local disk so you can edit it. If the file is in PDF format and you cannot edit it,
use instead your last MS Word revised version, making sure to include there all the review recommendations made during the
review process. Rename the new file to "authorFinalVersion."

2. Open the "authorFinalVersion" file and remove your reply or any response to reviewers that you might have in the front of your
article.

3. Restore the author's identification, such as names, email addresses, mailing addresses and biographical statements in the
first page of your local file "authorFinalVersion."

4. IMPORTANT: The paper is accepted providing that you, the author, check, edit and correct the English language in the paper.
Please proofread all the text and make sure to correct any grammar and spelling mistakes.

5. Save your changes in the file "authorFinalVersion" and use the "Browse..." and "Upload” buttons to upload the file on our
online system.

6. Click on "Update Metadata" to correct the title, abstract and keywords according the recommendations received from the
Editor. You must make sure that the title, abstract and keywords are totally free of English Spelling and Grammar errors. Do not
forget to click the "Update" button to save your changes.

7. Once you have updated the metadata, check the box "Yes."

8. Upload a zipped file with the Copyright Agreement forms signed by each author. We need a signed author agreement form for
every author and every co-author. Please insert the full names of all authors, reflecting the name order given in the article.

9. To see a sample of real articles that have been published in the International Journal of Services, Economics and
Management visit http://www.inderscience.com/info/ingeneral/sample.php?jcode=ijsem.

Finally click on the "Notify Editor" button to let the editor know that you have completed the six tasks.
Your continuing help and cooperation is most appreciated.

Best regards,

Dr. Huaging Wang

Editor of International Journal of Services, Economics and Management

Inderscience Publishers Ltd.
submissions@inderscience.com

berta wati <bertabekti@gmail.com> Tue, May 2, 2023 at 9:50 PM
To: Elizabeth Lucky <lucky@unika.ac.id>, agnes vivin <agnesvi2n@gmail.com>, mom enuk <berta@unika.ac.id>

[Quoted text hidden]

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 16134383673517188958&simpl=msg-f 16134383673517 n
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1 message

Inderscience Online <noreply@indersciencemail.com> Tue, Oct 9, 2018 at 8:28 PM

Reply-To: Inderscience Online <noreply@indersciencemail.com>, Submissions Manager <submissions@inderscience.com>
To: "Dr. Berta Bekii Retnawati" <bertabekti@gmail.com>, "Prof. Augusty Tae Ferdinand" <augusty55@gmail.com>, "Dr. Lalu Edi
Herman" <ehlalu@gmail.com>, "Mr. Elia Ardyan" <ardyan.sbs@gmail.com>, "Dr. Huaging Wang" <wang-h@mssu.edu>

Dear Authors,
You don't need to download editor’s final version. You need to upload your final version:

To upload your "author's final version”, you need to login at http://www.inderscience.com/login.php and execute the following six
tasks:

1. Save the "Editor’s post-review version" on your local disk and name it "authorFinalVersion."

2. Restore the author's identification, such as names, email addresses, mailing addresses and biographical statements in the
first page of your local file "authorFinalVersior
3. Use the appropriate "Browse..." and "Upload” buttons to upload your file "authorFinalVersion."

4. Click on "Update Metadata" to correct only the title, abstract and keywords according the recommendations received from the
Editor. You do not need to correct authors' details or add new co-authors in this stage. Do not forget to click the "Update" button
to save your changes.

5. Once you have updated the metadata, check the box "Yes."

6. Upload a zipped file with the Copyright Agreement forms signed by each author. Please insert the full names of all authors,
reflecting the name order given in the article.

Finally click on the "Notify Editor" button to let the editor know that you have uploaded your final version.
Thank you,

Huaging Wang

Editor-in-chief IJSEM

Dr. Huaging Wang
Int. J. of Services, Economics and Management (IJSEM)
submissions@inderscience.com

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 16138546216 25996687 &simpl=msg-f 16138546216259
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1 message

Debbie Serviano <acceptedsubmissions@inderscience.com> Fri, Oct 12, 2018 at 3:35 PM

To: "bertabekti@gmail.com" <bertabekti@gmail.com>, "augusty55@gmail.com” <augusty55@gmail.com>, "ehlalu@gmail.com"
<ehlalu@gmail.com>, "ardyan.sbs@gmail.com" <ardyan.sbs@gmail.com>

Dear Author/s,

Ref: SALESPERSON ENERGIZING RELATIONSHIP: A DRIVER FOR ENHANCING SALESPERSON PERFORMANCE

Thank you for uploading the final version of the paper and the author agreement. However, the agreement
does not show the correct title of the paper. Inderscience requires a correctly filled up and signed copyright
agreement prior to publication.

Thus, the upper part of the form should read as:

Berta Bekti Retnawati, Augusty Tae Ferdinand, Lalu Edi Herman and Elia Ardyan
SALESPERSON ENERGIZING RELATIONSHIP: A DRIVER FOR ENHANCING SALESPERSON PERFORMANCE

Int. J. of Services, Economics and Management

Could you please re-upload/send the revised agreement? Please use the attached blank form.
Best regards,

Debbie Serviano
Online Submissions Manager

acceptedsubmissions@inderscience.com

@ Virus-free. www.avast.com

2 attachments

.3 authoragree_howto June 2014.pdf
429K

.3 new authoragree 2018 June.pdf
= 225K

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f:161410801406898 2808&simpl=msg-f 1614 1080140689 n




image10.jpg
10/26/23, 1:30 PM Gmail - Fwd: IJSEM 09040X ARDYAN_196529 proof of paper for checking

M Gmall berta wati <bertabekti@gmail.com>
Fwd: IJSEM 09040X ARDYAN_196529 proof of paper for checking

4 messages

Elia Ardyan <ardyan.sbs@gmail.com> Fri, Oct 19, 2018 at 11:07 PM

To: berta wati <bertabekti@gmail.com>

-- Forwarded message ——-——

From: <proofs.inderscience@allsetbposervices.com>

Date: Fri, Oct 19, 2018 at 7:49 PM

Subject: IJSEM 09040X ARDYAN_ 196529 proof of paper for checking
To: <ardyan.sbs@gmail.com>

PROOF OF PAPER FOR CHECKING
Title: Salesperson energising relationship: a driver for enhancing salesperson performance
Dear Author

| attach the proofs of your paper for inclusion in the International Journal of Services, Economics and Management to be
published by Inderscience Publishers.

Please check the paper and confirm acceptance or let me have any amendments/ changes within 2 weeks of the date
of this e-mail.

Where there is more than one author, please indicate who is the corresponding author if not already shown and kindly
respond to any queries in the paper.

Please ensure that you send ALL amendments with your reply as it is unlikely that any further changes will be
possible. You will be sent a final revised version to approve after your amendments have been incorporated.

Detailed requirements for the Abstract and Keywords can be found on the Inderscience website www.inderscience.com
under Notes for Authors

« Abstract: approximately 100 words, maximum 150.

« Keywords: approximately 10-15 words or phrases.
Keywords are important for online searching. The Importance of Keywords. Metadata (title/author
details/abstract/keywords) is a vital part of any paper, since, in our online world, it is the metadata which is freely
available to all users and is sent to many and varied online sources, from which users undertaking online searches will
trace the paper. If you want your paper retrieved by the maximum number of people, the metadata is vital. The
Keywords field is essential in that this is the most frequently searched field if search results.

« Biographical notes: approximately 100 words per author, maximum 150.

To ensure the publication schedule is maintained and in the event of you not replying within this timescale, contact
will be made with the Editor of the issue and it is possible that the paper will be held back from publication.

It is the policy of Inderscience Publishers not to publish any papers unless final approval of the edited copy has
been obtained from the author.

May we ask you to indicate your amendments using one of the following:
o list the corrections/amendments in an MS Word file (see attached)
* make annotations on the PDF
e list in an e-mail and indicate the page number, paragraph or line one by one
copy a portion of the text that needs correcting so we can locate them making the implementation of corrections more

accurate

If any figures appear in colour, please note that they will only appear in colour in the online version but in the printed
version they will be in black and white.

If the quality of the colour figure supplied is not suitable to be produced in colour, it will only be shown in black and
white in the online version. However, if colour is essential to the figure please send a better quality colour image
with your proof reply

Many thanks

Vie Campos

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 1614770873964422174&simpl=msg-f. 16147708739644
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Newsletter: http://www.inderscience.com/info/highlights
2 attachments

AMENDMENTS TO PROOF.docx
il 14K

f X ARDYAN_196529.pdf
391K

Elia Ardyan <ardyan.sbs@gmail.com> Sat, Oct 27, 2018 at 12:58 PM
To: Augusty Ferdinand <augusty55@gmail.com>, Lalu Edy Herman <ehlalu@gmail.com>, berta wati <bertabekti@gmail.com>

Selamat Siang Prof. Augusty, Pak Lalu, Bu Berta
Berikut saya forwards email dari inderscience tentang final proof. Mohon bantuannya untuk mengecek apabila ada kesalahan.
Setelah itu, mohon bisa dikirim kembali ke saya. Saya akan kirim via sistem untuk final proof nya. Terima kasih.

Hormat Saya,
Elia Ardyan
[Quoted text hidden]

2 attachments

AMENDMENTS TO PROOF.docx
f 14K

f X ARDYAN_196529.pdf
391K

Elia Ardyan <ardyan.sbs@gmail.com> Wed, Oct 31, 2018 at 12:28 PM
To: proofs.inderscience@allsetbposervices.com
Cc: Augusty Ferdinand <augusty55@gmail.com>, Lalu Edy Herman <ehlalu@gmail.com>, berta wati <bertabekti@gmail.com>

Dear Vie Campos
Inderscience Publishers

We attach our Manuscript amendments. Please find it well. Thank you.
Best regards,

Dr. Elia Ardyan, MBA
[Quoted text hidden]

2 attachments
AMENDMENTS TO PROOF (LE).docx
il 16K

) X ARDYAN_196529.pdf
449K

berta wati <bertabekti@gmail.com> Tue, May 2, 2023 at 9:41 PM
To: mom enuk <berta@unika.ac.id>, agnes vivin <agnesvi2n@gmail.com>, Elizabeth Lucky <lucky@unika.ac.id>

[Quoted text hidden]

2 attachments
AMENDMENTS TO PROOF.docx
il 14K

f X ARDYAN_196529.pdf
391K

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 1614770873964422174&simpl=msg-f. 16147708739644 212
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Elia Ardyan <ardyan.sbs@gmail.com> Wed, Oct 31, 2018 at 12:28 PM
To: proofs.inderscience@allsetbposervices.com
Cc: Augusty Ferdinand <augusty55@gmail.com>, Lalu Edy Herman <ehlalu@gmail.com>, berta wati <bertabekti@gmail.com>

Dear Vie Campos
Inderscience Publishers

We attach our Manuscript amendments. Please find it well. Thank you.

Best regards,
Dr. Elia Ardyan, MBA
[Quoted text hidden]

2 attachments

AMENDMENTS TO PROOF (LE).docx
il 16K

f X ARDYAN_196529.pdf
449K
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2 messages

Elia Ardyan <ardyan.sbs@gmail.com> Wed, Nov 14, 2018 at 6:44 PM

To: Augusty Ferdinand <augusty55@gmail.com>, berta wati <bertabekti@gmail.com>, Lalu Edy Herman <ehlalu@gmail.com>

Dear Prof Augusty, Bu Dr. Berta, dan Pak Dr. Lalu

Berikut saya forwardkan hasil final proof kita kemarin.. Sudah akan masuk ke cetak dan nanti akan diberikan volume dan
nomornya. Terima kasih...

Best regards
Dr. Elia Ardyan, MBA

- -- Forwarded message —-—---

From: <proofs.inderscience@allsetbposervices.com>

Date: Wed, Nov 14, 2018 at 4:14 PM

Subject: IJSEM 09040X ARDYAN_ 196529 proof of paper for approval
To: Elia Ardyan <ardyan sbs@gmail.com>

PROOF OF PAPER FOR CHECKING

Title: Salesperson energising relationship: a driver for enhancing salesperson performance

Dear Author,

The amendments you requested to your paper have been incorporated and | attach a copy for you to confirm the changes
have been made correctly as it may not be possible to make any further amendments at this stage before publication.

Please note that Inderscience uses British English, all ‘iz’ words are replaced with ‘is’, where applicable.

To avoid delay to publication it is important that you email confirmation of your acceptance of the proof as soon as possible
and certainly within the next seven days. If we do not hear from you again within this time we will process the corrected paper
for publication.

You will receive a pdf via email with full citation and page numbers when the issue is sent to press.

The paper can be seen listed as forthcoming at: http://www.inderscience.com/info/ingeneral/forthcoming.php?jcode=IJSEM

The DOl is assigned when the paper appears online.

Many thanks

Kind regards

Vie Campos

On behalf of Inderscience Publishers

https://mail google com/mail/u/0/?ik=c920c24fc3&view=pt&search=all&permthid=thread-f: 16171098752329844288&simpl=msg-f. 16171098752329 13
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From: Elia Ardyan <ardyan.sbs@gmail.com>

Sent: Wednesday, October 31, 2018 1:29 PM

To: proofs.inderscience@allsetbposervices.com

Ce: Augusty Ferdinand <augusty55@gmail.com>; Lalu Edy Herman <ehlalu@gmail.coms; berta wati <bertabekti@gmail.com>
Subject: Re: IJSEM 09040X ARDYAN_ 196529 proof of paper for checking

Dear Vie Campos

Inderscience Publishers

We attach our Manuscript amendments. Please find it well. Thank you.

Best regards,

Dr. Elia Ardyan, MBA

On Fri, Oct 19, 2018 at 7:49 PM <proofs.inderscience@allsetbposervices.com> wrote:
PROOF OF PAPER FOR CHECKING
Title: Salesperson energising relationship: a driver for enhancing salesperson performance
Dear Author

| attach the proofs of your paper for inclusion in the International Journal of Services, Economics and Management to be
published by Inderscience Publishers.

Please check the paper and confirm acceptance or let me have any amendments/ changes within 2 weeks of the
date of this e-mail.

Where there is more than one author, please indicate who is the corresponding author if not already shown and kindly
respond to any queries in the paper.

Please ensure that you send ALL amendments with your reply as it is unlikely that any further changes will be
possible. You will be sent a final revised version to approve after your amendments have been incorporated.

Detailed requirements for the Abstract and Keywords can be found on the Inderscience website
www.inderscience.com under Notes for Authors

+ Abstract: approximately 100 words, maximum 150.

« Keywords: approximately 10-15 words or phrases.
Keywords are important for online searching. The Importance of Keywords. Metadata (title/author
details/abstract/keywords) is a vital part of any paper, since, in our online world, it is the metadata which is freely
available to all users and is sent to many and varied online sources, from which users undertaking online searches
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| attach the final version of your paper to be published by INDERSCIENCE PUBLISHERS.
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Please note that the Inderscience Publication Catalogue is available to view and download at:
www.inderscience.com/CATALOGUE

Please circulate the catalogue link to your library and to others who may be interested.
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For information on what authors are allowed to do with their article after publication, please visit the entitlements section
at www.inderscience.com/info/inauthors/author_copyright.php We respectfully request that you and all co-authors read
this information closely and adhere to Inderscience Publishers’ requirements.

Thank you for publishing your work with Inderscience Publishers.
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Vie Campos
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1 message

Online Submissions <noreply@indersciencemail.com> Fri, Nov 3, 2017 at 6:02 PM

Reply-To: Online Submissions <noreply@indersciencemail.com>, New Submissions Manager
<newsubmissions@inderscience.com>
To: "Dr. Berta Bekti Retnawati" <bertabekti@gmail.com>

Dear Dr. Berta Bekti Retnawati,

Thank you for submitting your article entitled "ADVANCING SALESPERSON PERFORMANCE WITH SALESPERSON
ENERGIZING RELATIONSHIP: INDONESIAN PHARMACEUTICAL SALESPERSON STUDY" (Submission code: IJSEM-
196529) for the International Journal of Services, Economics and Management (IJSEM).

Your article has been processed to be refereed.
You can track the progress of your article by logging in at the following Web page:

URL: http://www.inderscience.com/ospeers/login.php

Username: retnawati

Temporary Password: mj1s9n

This is a temporary password that you are requested to change at your earliest convenience. You must change your password
before you can receive review reports from our review committee.

How long will take to review your article?

This depends on the journal. You should directly contact the editor of the journal if you haven't received any communication from
the editor after six months of submission. If you do not receive a satisfactory reply from the journal editor, please contact
submissions@inderscience.com

There are no charges for publishing with Inderscience, unless you require your article to be Open Access (OA). If you receive an
email requesting payment in relation to your article (for example for editing or reviewing services), then you should ignore and
delete the email it is not a legitimate Inderscience email. If you are unsure, you can check with us at:
submissions@inderscience.com

If you are considering publishing an Open Access article with us, remember that we will never request payment before your
paper has been accepted.

Thank you for your interest in our journal.
Best regards,
pp. IJSEM Editor

Inderscience Publishers Ltd.
newsubmissions@inderscience.com
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