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ABSTRACT

There is hardly any research article on sales management in Korea. Furthermore, there are no Korean
journals that specialize in sales management. Instead, articles on the topic are scattered around in Korean
marketing, business management, and distribution management journals. Studying research trends in
various international journals is likely to stimulate research on sales management in Korea. This study
analyzed 1,058 sales-related papers in 16 international journals using topic modeling techniques. A total
of 20 topics were drawn, and among them, the topic of ‘performance management and motivation’ was
found to be the most common. Through a comparison with previous studies, it was found that 25% of the
research topics were different, and the topics ‘retail salesperson’ and ‘use of social media’ have emerged.
Finally, as a result of identifying trends over the past 20 years, five hot topics and one cold topic were
uncovered. This study is significant in that it analyzed sales papers by using text mining techniques,

unlike previous studies based on researchers’ judgement.
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gt 9438 oS 251 9tk (Stefan and Craciun
2011). J8dl A3 ohlE(www.amazon.com) 9|4
‘sales't} ‘selling 2] @S A5 107 o]4te]
wao] HAaEE, feluet Fo AEUl A=
G olu AYE Z2 wf Fo dols AMgES A
- 2F 8,000%F2] Ao AME Hrg Py woll thgh
HEe] Wee =

eo] w2 WP gl =3 AGSAlA dhel &
g A= vl F=6it Pl=9] Journal of Personal
Selling and Sales Management(JPSSM)3} 22
9 HE g=A7F Fulole EAHA &eth 992
7 rHIRS okl dgor AAX=H, =i "
#HA gEAdA Y #HA A0t AR EE HlF
1.8%°l EFsich(dg-2 2014). 947 Ade] Sl=
B2B nHAE oke] A= FHZo] Sojxiof £4
2 A7t AR JeHEME 2014).

afele] B¢ nHAE AdoM Y =i FE UF
<, o7 dde] A7 FAlEA Fa3 fAE A
shal Al Foirt. g9l Tl PR AdeM 4

& =0l 753t ol fis A 7RIE ERSTE A,
ATPHECEA HEALS o] &g =7o] T7%= o]
2 AASFAtH Plouffe, Williams, and Wachner
2008). IR A de] 75 AEZAb] o AT =&
o] H]Fo] &Al ol JMR(Journal of Marketing
Research)2 16% 2 WISt Grewal, Gupta, and
Hamilton 2020). F HAl= o|£4 Edje] F4sto|t},
B =2 49%7F o] &4 iAol gAY gk sle

i)

o

2 Yttt ol& JM(Journal of Marketing) %
JMRO| A¥ 99 =iE0] HEgt o] 24 widS 7
T e Adeltt, vREegs AT FA9]
Paglolrt. FAE A7} ek ofe} el Hls)]
4 A7 AHsE AEA AT FGlA] HojuA] &
stal Itk(Plouffe et al. 2008).

ol & A= IulellXe] 99 AT veplel &
Wkol] ohell &abr] flal el o &gl AlAE 4
4 Foke] AT TES HESIuA h AT BAl=

cheat o] 2R 4 girh. A, Ao wkiE

P

bined)

£ Ate] AT 7oy ot 2k A, H
ol WS B3l ATS ALt 71Ee dTES
G Hol galEd] 2af Eio] EFEL 2 B
AN = ElaEnfe]d (Text Mining) ol #H8H4]
A WHES o] g3t HiEnfold S B3l 99
To| Fzxot WAE Bt BEs] getela, ofn|et 113
S ZoPd & otk A1, 718 vl e} U

MES dsto] B @Al Aol & sl
o}, A o2& Williams and Plouffe(2007) %
Plouffe et al.(2008)¢] A7} vlwgho=n| <+
T Te] wigts Rl Ao ATAtet 49 A
FAES 2ol We2e ol il B} WEsh
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1. M3 o7 ZE

Swan, Powers, and Sobczak(1991)2 9 &<k #
B} ATe] ZbE AXTERATE. 252 1980 FE 1990
7] JPSSMell Ad =8 20188 248k T4
= T, T8 AR, AREe] a5 718 58 sl

o} °]L‘H FAole & 1/lE A=A 1 &S

‘Selling Process & Technique’, Motivation, ‘Buyer

Behavior, ‘Supervision’, ‘Sales Organization and
Positions’, ‘Social, Legal and Ethical Responsibility,
‘Recruiting and Selection’, ‘Sales Evaluation
and Performance, ‘General Selling and Sales
Management,, Training, ‘Compensation, Time and
Territory Management’, ‘Quotas’, Forecasting’,
‘Budgeting, ‘Sales and Cost Analysis E°]3ith
Bush and Grant(1994) & 4] g2} Ao S/
S &gsiitt. JPSSM< HIEa IMM(Industrial
Marketing Management), JM, JMR & % 47} A
gdE e R 358709 =g HAekith. IMeF MR
& vPIE ekl 8 Adelal, JPSSME IMME
4 Eoke] A5 v FE] wlliel] ddEn
Aole] 739 Swan et al.(1991)<] Al AREEHAH
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1671 Aol ‘Measurement/l\/[arket research <t
"Turnover & 27FA FA] F7retd F 187171 &
ATt

Moncrief, Marshall, and Watkins(2000)<= &
g 4 HeE Ask] S8l 24 i AdE 163k
2 3519t} Business Horizons(BH), Industrial
Marketing Management(IMM), Journal of the
Academy of Marketing Science(JAMS), Journal
of Applied Psychology(JAP), Journal of Business
Ethics(JBE), Journal of Business& Industrial
Marketing(JBIM), Journal of Business Research
(JBR), Journal of Consumer Marketing(JCM),
Journal of Marketing(JM), Journal of Marketing
Research(JMR), Journal of Marketing Theory and
Practice(JMTP), Journal of Personal Selling &
Sales Management(JPSSM), Marketing Letters
(ML), Marketing Management(MM), Marketing
Science(MKTS), and Psychology & Marketing
(P&M) Foltt.
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Williams and Plouffe(2007) ¥ Panagopoulos et
al. (2011)l w29 AqEA 89 1670 Ad9] 71+
< v 2ol Aeld = vk (1) »H" 2oke] A7
sk A (JM, JMR, MKTS, JCR), (2) 9% &k v
o] =82 $53 A4 (JPSSM, IMM, JBR, JMTP,

JAMS), (3) 9 A 99l Arzlel Ad(EJM, IJRM),



(4) A2lg T AL (JAP, P&M), (5) 7IEt 9 2
AR B A4 (JR, ML, JBIM) Selcth. obge] =&
FAo1E 20712 E3}. Bush and Grant (1994)7}
2793 187004 MEA 37He] FAA1E F7skATh
(1) 719 g4k 1e381e] ‘salesforce automation/
technology & F7Fel3tt. (2) ddel 719x =) e
o} Y= A 3184l ‘the salesforce and marketing/
firm strategy & F7FetAth. (3) Wi 5% 27e] <
AArtde] ol Atigh S wRivks el
‘intra organizational aspects of the sales role <
F7kettt. 3 ‘budgeting' ‘sales and cost
analysis' = ‘budgeting and cost analysis = £33t
sigith. W =] = Aa, A AATE fAE
ufj ol o},

Plouffe et al.(2008)-> Williams and Plouffe(2007)
7F A& 16709 A'd2 sLdsHl Adeis) &4 sisith.
20709] FAl = T8 ATt o] AFex=
1678 Ad= 7= el 1 & ATH sldate
JM. JMR, JCR, MKTSelIA] %] =& AR F21¢]
olf& ATt 1o wWEm ¢ A= HlolH &
A AR, A8ek ARl Slo] o AR
Aol Bl o] od Holo}, 8 A dellx o] Al
21 4 ok A AAEe] A& V= v,
THA] B2 2 23l 9] 9] A7 3 s Y2 o]
oz},

Ad AgolA] FEfoF & S HlE FA| /e

7] wj&e]t}, old] thall Bush and Grant(1994)2]
ATFHE SAA WS o]8sl] 7 Al dig 52
A S #9151t Williams and Plouffe(2007)

9} Plouffe et al.(2008)< Cohen's Kappa 72 Al

Akl AzL kel A Fr=E defsisit

SHelME IY =2 a7 #5387k e A
7F R At ¥-2(2014)2 200495E 20134
7R =) PR B 8 gheA] 438 5 99
W =7 299S BAsilth. ol w4 o

Al A™ A =2e] 1.8%%to] d<dell el o7

%

s, T2 TS o] 83 B4 Fo] ZAIRE e
stk 9171$H(2016)& B2B woke] Jsiel ®Bot 24
= o] 16329] =l gheA|o] Ad 1999 =i
94 Y] Y AT FHeRE F
SRR A FA|, AT EE, AT W SHeNA
T ¢ mEsitia A2Aek 99 =EES vEg

T8 99 =1 A7 A v (R D3 A
AEAo g B == Williams and Plouffe
(2007) ¢} Plouffe et al.(2008)2] A& A7-llA] A}
9 3ele] 1670 vHE B I AdS e R A<
2097te] 99 A7 5= AvEHD it} Vkte R
+ 2000878 2019l sfidgct. Altie] 55l w
2t dHY FA EF7F Gl A2 aelskd, B A
T EFRIE 7IHS 0|85

£ At Aot

AZE A 57

2 Enlodca]

EF2d8] (Topic Modeling) H]7#z3}d €XE 2}
T BA ] FAE =Rls] 93 A 2 F o)
Uz, o] AKX oujFEE gRls] fls) ARy
< glzEnfold 7 Fo] sheltty. EZ AR 7Y

Z skl FAA YelEd @9 (Latent Dirichlet



XA} o | mzx| L e F2 o #z}
ol o}, WAl & ‘o of _
a2 AP} JPSSMofl 7|1
Swan, Powers, JPSSM =2, WA el 4= JHel7|: o ~
and Sobzack | 1991 | JPSSM 1 "1980-1990 29|, 72D =9 Sar JHIeE LTl St
713 =l AEE=0| od20]| 7|04
oiseyole e | SEXI M £2, o7 2ol | A7H 2 SX|ol 1342t Sales
Bush and Grant 1994 | JPSSM 19?300_1'2'99"2“‘ oI 2M g BE, Forceof 2+ 17 A1} o9t S
7|Z0|2/714, oAl =X} At nfstAo| =lofzt
Moncrief, Marshall, 2664, ximl Clsle Bl F2 St JURFATE Solf o|F
and Watkins | 2000 | JPSSM | 1995770g7 | AR MAEL OHERL SEX | o ol ulsl eketelziee w7
' ' < 5 S META olg e
Leiah, Pullins, 1 2001 | Jpssm | sel Fat me | UT EEE SSCUEE 1 g0up) Top 10 @ 2 F2
S=X| A =2
Williams and 2007 IMM 1,012H, o7t FOof, FAJU T staX|ol B2BAEY AT 2ME Esi
Plouffe 1983-2002 | Mz 7|F0|2/7Hd, | Hel oiTo| 8% oip Holz MAlg
Feoivznt
- B stex| ASY AN =2 &, | Fe sexlol ¥y o7 2MS S
Plourte, Willams, | 2008 | upssm | J2/o0k | Ssug mmamu, | 22 €l o s oxl o
and vvachner 7|Z=0l2/71d, oot =2 mMAlE
Panagopoulos, Lee,
Pullins, Avionits, 27} 7+ B2B 2% AR =2 4 =2 s}ax|e| 2R+ B2B ¥ o7
Humer{berger * | 2011 | JPSSM | ¥ =% 97H, CIT-20k, AR, FME gozM o 2ot ATXIofA|
’ - FQ o7 A1 =2 A
Kwiatek, Loe, and 1980-2009 T2 o 2 = HA
Oksanen-Ylikoski
o ZQ stax|o| 2917te| ciTE Ao
j JPSSM/IMM 20| H|m24]
6074 0l4} o 017 gofe| 220| a2 FE0] Fef
Deeter—SChmelz 2015 JPSSM i%xl noj?' T'__Ok :'CI'E,_:‘ %?_40“ :'CI'?_I’ QEE :/%Xl

Allocation: LDA)-& Tratal, ofnja oz Aol
Akt AR wEel] glaE EAA
g2 AbgE 3 gleh. LDAE A4 de]
2t gE XS AP wlite] ol o]Fe|tt. o]
& YA FERYY] dFo R TeAA 54 &
M7} AR FEF 1 EAelA 54 dort Y e

52 eh Rl AAIA oAt SEE | mk
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ol<=4  Xiangyu Meng,
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T=(Blei et al. 2003)
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Neural Network <] AlAI<E
2917 (2020)2 71%- ¥4 YHlo|HE
&3l EA ek

AR oplrs EFrdg]o] AR8E]o] Reisenbichler
and Reutterer(2019)= 61719 =3= 48t vt
AR vheFet akel del s aEsisith. Amado,
Cortez, Rita, and Moro(2018)= mHAIR <A BH]o]
7} o8 A &&= 3 Qe theljA] FAA o= EA
atgith. Mustak, Salminen, Plé, and Wirtz(2021)
© vHE AdolA dFAEel 107kx]9] AT FAS
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231 92 A olsh o] rhIY Bol M E
ARue g o) §3 ke AT ek AT )

2 AN = 165 Ad2HE 3549 1,0589 =
T 259 §2EE R 4.0.3 WA =285 o835t
At g2ER o] Folxl v |HE
o] sl glxErteld & 93 tm AW7IAE AR
Ik dAe] IS AX wEelxl 7I=ES v
A9 719 = 2] mlEY 2~ (Document-Term
Matrix: DTM)Z =311t} o]24 1,058712] F4
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‘ Hot & Cold T E& |

AT ZHEdHEe (O 2)9F 2ot WA =5 FE AL
o|ExRE] 1639 a9 TaAld F5E =i PJHE

o] 4d A 27 A A]E st (1)
‘sales Bh= 711 =7 Al 52 250l X3 BE =i
= AAel gelsiler. (2)

Commentary &< 25

gom v A5 o
(3) P} P

performance (Zw) 24]),
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Editorial, Book review,
ol 22 Zhgete] A ¢fst
Al At A Al 9] s
‘sales promotion (FZ),
‘sales model (] 2,

),

‘sales

‘point of sales ("I}, ‘sales channel (v



‘sales response (24 W8, ‘sales price (v 714),
‘product sales (#Z ), ‘sales growth (22 A74h,
‘product sales (AZ 1)), ‘sales volume (Fhjal),
‘sales forecasting (W& <5, ‘sales technology (3%
n| 71%) Sol 23 =5 viAlsldt) o, Y =
250 G 52 A, AL B2B 9 T
7} Al Z3hE o] Qe 73 il oA Al elsisitt.
(4) %= ‘adaptive selling, personal selling,
‘relationship selling, ‘industrial selling, ‘value
based-selling’, ‘B2B selling’, ‘customer-oriented
selling 2h= @7t E3ee] Sle 4% 24 tidel £
AT

1eb 22 o] e 5l AWl A Fall vt o
sl AAIRRe] EAof 7] W FoE <ls) ¢fdo] &
=31 9=(Dixon and Tanner Jr. 2012) <9<
B A FAE ABE ¢ U AR Adsiinh
gk B2B2C(Business to Business to Customer)
9 Tdo= <lsll B2B(Business to Business)<}
B2C(Business to Customer) GdolAxle] dd=
F= Zlo] 2 on7t glofxl ZdselA (Mingione and
Leoni 2020) =7} dAnfjrtele] g 22 B2C 94
o] olfrE xET F Us Ze=E Tdsislth
ol o= ol AA2E 3
SIATE (1) fAkel, Felo], Hgtejel el H=e] Abd
< THEo] Aokl YRS wol7] S AAEE F
P}, Felol2] 73-$- Salesperson®} salespeople &
o] gz, H3tele] 7% B2B(Business to Business)
1} SFA(Sales Force Automation), CRM(Customer
Relationship Management) s°] Z1 <lo|t}. (2) BE&

= AFALE Wl vl B A 9] WolE stopwords

= wol ALgar, rilEs}t 225 AASKI
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AL

2. 7|= BN
GE 2)¢} Zo] 20d7F 16719 alle] Adol] A7l =&
< ZF 1,058%eIt}. wid HiE 53R =il
2PdEon EFE Hak= 9,122 YEiTh 7 B2
Y =S 753 #4942 The Journal of Personal
Selling & Sales Management(JPSSM) 2= 20
ZF 353 0] AAE QLY o]ojA Industrial Marketing
Management(IMM) 2} Journal of Business &
Industrial Marketing(JBIM)©] 747+ 174, 129HC =
HE otk 7P AL =ie 5% A9 Journal
of Consumer Research(JCR)2.2, 207t & 239]
=] AlA= ATt Journal of Applied Psychology
(JAP), Marketing Letters(ML), Journal of
Retailing(JR), Psychology & Marketing(P&M),
Marketing Science(M&S)= AlAl A7k AzF 13
nRko] T

20 w9l a2 yro] AETE 20004
FE 200997kA] ARE 108872 At 48 9] =70]
HEEE|ler 5 WAk 4.74%90 201095 2019
W7kA] $8F 1097 A3 589 9] w=ito] AlA=SL
om ®F Hak= 9.99%0th. HRkrlef Hlg] $Hk7]9] =
o] Hit 20% S7FT 99 =9 7= JBIM
(469=)83%, 80% <71, JBR(34H=)52¥, 53%
<7D, IMM(748=)1004, 35% <7}, JAMS(294
=394, 35% S7h Tol FEsIith 7P Be =
o] == JPSSMe| A= AWk 10d¥} F7F 10192
= 77F 22F 18583} 168Ho = <F 9% A5l
ot vHAR Foke] § AE JMe] -5 1434 29
Hog JMRE THA 208 = zkzt 2nf o) F7}
ST
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A4 O Ade]l FY3 Williams and Plouffe
(2007)2] Ao} vluel] B (G 3)} o] g &=
ek, AAFHem A 1,012H) Hlg| 4.5% H=
FeFo] F71l 1,058%0] AlAlE Aoz vepdtt JBR
A = 7F 28 o]} SR e, JBIMF IJRM,
EJM, ML % 30% °|’} w=iteo] 3t v 71
e =08 $E8Rs JPSSMelME A Aol vls)
23%7VF A8kt JRE 60% the] aAE 7=
slder JMe] A 17%, JMRE 25% 27 =8
7} ZAEAY. AE o2 #A | Hlg] JPSSMOE
o] 251 Fiol %%%1 slE] ek Aol 7hd & Afol
oltt. JPSSM #A Aol F =29] 45%5
EPA|TH o AllME oF 33%7 1 ARSI W
A JBIMS 6.9%°l4 12.2%%, JBRS 4.1%°14
8.1%% 7JA Zfee] 5718l

Tho 2 E=io) 543 doje] NieE Rls) Hek

ot DTMS E4f 71 B b2 77 dol= 2,640

E/\
3] 39 ‘salesperson ©]1t}. ©|& ‘salespeople =

EFF o], axte] 99 Ape] FISE I
ol gk AAcHWilliams and Plouffe 2007).
3008 o1’ AFE Wl 3 224, the (E 4%
¥dy

‘sale7} 71 theo 2 o] SAsIsith ol ARl
T-=2l ‘sales manager, ‘sales performance, ‘sales
promotion’, ‘sales rep 2| H3o]E ARdd] 3 o
o= AAe] 7] wFel ‘salesman’ol Hls] AFH
31471 AJh. ‘customer's 1,3173] YElgdon,
‘performance & 9753 S431EH) 0|9} HE=E ‘sales
performance = 2553 54319 t}E. ‘manage’ ] 7%
‘management’, manager 52 WolZHE UgkEd
‘sales manager 9 7% 2923] ‘sales management’

= 1463 247 JeRdt) o] Qo= ‘relationship,

(E 3) 1A x| Mg == &= H HIE

Williams and Topic Modeling oo

/712t Plouffe(2007) |:£7I‘LE

1983-2002 2000-2019 -
Journal of Personal Selling & Sales Management 456(45.1%) 353(33.4%) -11.7%
Industrial Marketing Management 148(14.6%) 174(16.4%) 1.8%
Journal of Business Research 41(4.1%) 86(8.1%) 4.0%
Journal of Marketing 52(5.1%) 43(4.1%) -1.0%

Journal of Marketing Research 36(3.6%) 27(2.6%) -1.0%
Marketing Science 14(1.4%) 17(1.6%) 0.2%

Journal of the Academy of Marketing Science 60(5.9%) 68(6.4%) 0.5%
Journal of Business and Industrial Marketing 70(6.9%) 129(12.2%) 5.3%
Journal of Retailing 16(1.6%) 6(0.6%) -1.0%

International Journal of Research in Marketing 17(1.7%) 23(2.2%) 0.5%
European Journal of Marketing 25(2.5%) 45(4.3%) 1.8%
Journal of Marketing Theory & Practice 35(3.5%) 45(4.3%) 0.8%
Marketing Letters 9(0.9%) 12(1.1%) 0.2%

Psychology & Marketing 20(2.0%) 16(1.5%) -0.5%

Journal of Applied Psychology 13(1.3%) 12(1.1%) -0.2%
Journal of Consumer Research 2(0.2%) N/A

Total 1012(100.0%) 1058(100.0%)
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(& 4> DTMollM 300%] ol HAgE EHod

salesperson sale customer performance manage
2640 2020 1317 9756 730
relationship sell organization market behavior
993 824 810 796 656
oriented role value strategy sales force
523 505 438 422 396
data satisfaction product control process
393 387 347 332 330
approach outcome
310 306
‘sell’, ‘organization’, market’, ‘behavior S°] A< = AxkeItHGriffiths and Steyvers 2004).
109 <kl BT} ‘sell & F2 ‘selling@] FE=E, olg (1 3)9} Zo|Perplexity #S EFHQ 47 =
‘market’®] 2§ ‘marketing ©2 F2 AHBHAG.  shees thasks Aol ek uhi] sde] gol
data’t 3933) 49 47 AP Aol GUE AL 98l gk Fo] ol AP Ee] 52 #
9]/} obd e Bl 3008 nlwke] o Welrt WG BAlG] A9 Avelde] £9 42 ueld
‘technology (2863])", B2B(2752])", ‘training(2472])’, THoR BHo 5 20/E AF ATt
‘social (2253])’, ‘ethic(2183])", knowledge(2013])’ HFAow AMEZFYS 50008 wHEsle] &= 20719
Sol gk, £92 2235t o8 20719 EfEE 999 A

A AR 7eE FE] 8l dA2 FgE A

¥ 22 PHo LDA <1z

= O

=e 5% B

B AgRops oujgict AAe] FgelM EFY We
(Stemming) & F3a%17] Wil Iy Toji= ofnlr}

AAE gz dehkes AE & 5 ok 7 Eguint

A WolE 3071 R T, 7 ol AFET S

S = 7 R P vl %& 579 = Aluw)

galet. o]& 918l R Z= 134 "Topicmodels™ =4 =52

Ny

Gibbs Sampling

A& &&s151em, LDAS] Ieple g 4+ <18l
AR 5,0003] WHE- =eist
Aot 89| 7i4<= Williams and Plouffe (2007)
2 QZIgH2016) 9] A5 B3l 2070 WY 3=
12 o2 gdsieit), EgRdR]S B39 £3E B3]
o} A FAY] ok 2lel7t AR K Overfitting)
T2 A o] EAR 2Ee] Aido] dojd
UTHAEZE 9] 2016). WA B Ao
Hrlek= A ERE Perplexity #he 7Hlo 2 Aol &

I
|
)
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skl BT HEHo® (59 2] 10

7he] TS AMeet ts B o] 52 FolsIith
g 20709 EFe] WAL FujA-Aulzl BAE

‘Bl

&F, ket 32, av) Anakd, G

-

S E-TCES g S
Eeh e g IERNIIE B S B R g=E e (e R

3 CRM, 3 #eje} 571 Fof | ‘2Adm|tie]
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(12l 3) x|

0| =2 Perplexity
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Azt BARA, nARJY el TR 9 2
d

.
A gt G, A AR A 5 5l b

1 v 20709] EFrgo] 71E AT A T ©f
w3k zlolHS zteAl Flsk] flal Plouffe et al.
(2008)ll A AF&-¥ Descriptions Zradl (£ 6)3}
2ol Feleiit.

Endao g2y =& 20712 EZz} 7]Ee]
TR 2070 Bl A3 1570(75%) 71 SAsk=
o= yepgth VI 99 YA 2Rt JF S
Fe] WEEelat 7IHel7] Wil ‘Selling Process

& Technique'@} o] Hvta A3t Hrle} =

o .

¢
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A'o]l 7% ‘Sales Evaluation and Performance 2

‘Measurement’ ¥ 2% FARIY Measurement
FAeF B} o s Azl wiA FAE vha
ofufe ‘A1 Fef o} "EEAA T Huiy EY
2 d Z59] g FEo]2= ‘General Selling and
Sales Management @Zof Yolx uksitia Act
3}t WA o] x| &e 7]E FAl= Recruiting
and Selection’, Training’, Time and Territory
Management’, ‘Quotas, Budgeting and Cost
Analysis’' 5 57Kt BEY SollAe Al Sejaled
9 aAv|to] &80l miAER] k=t oA 71E
e 9, A2 Egolrt. Al Fujatde] 7 7]
& B2B 49 99 Aol viAlE S 7FsAdel A
3, Advtjo] &89 A5 Aol 55 uet AR
24 FAlo|th(eE ] 2013).

2 v B AR 2RIt 7 =ie] 20
el Ee & gES A8l
= 7K B X3 2o Aksisitt. L A A
7 #ARle} F7] Fof BEFol 2069 =Fo] o]



(E b5) =Y o choj £Fof Ho
Topic Assigned Terms(Frequency) Definition
. relationship |  buyer trust seller influenc communic | interact | percept build supplier | Fojx}-Ehojx}
147 133 82 66 59 37 32 31 28 24 2
) team identif | knowledg | perform share level member social group cowork o s
104 36 30 29 26 23 21 17 13 11 ST
3 scale measur valid mZiESer item adapt coach mterr?erso factor analysi e
48 35 18 17 16 16 14 12 12 8 =
4 salesperson | consum retail market influenc interact purchas store respons channel Anj
87 62 49 31 27 22 22 18 17 12 ERAE
5 organ manag | strategi | chang process role framework | practic fsgliz mansaagigfnent ‘E‘PJAI’)—‘.\'
199 145 119 109 106 Sz 8 83 82 60 =
6 effort compens | agent contract contest incent reward plan quota design A
65 40 58 21 24 53 25 27 13 19
7 product data effect perform | sales force impact estim forecast factor program T
93 34 34 31 31 26 25 25 21 12
relations . . . .
g custom hip servic | satisfact expect loyalti percept valu employe attitud jl_i_hl?_lé‘l
206 93 67 52 48 38 38 36 28 18 o
9 valu approach | purpos implic design emot test influenc metggdol origin 77 |t
53 50 43 40 33 33 31 31 29 28 e
10 market sale function | integr collabor interfac cooper strategi Cross project %-oplg
292 225 51 47 46 45 39 36 22 20 SlEfEol X
" salesperson | custom orient perform | relationship | behavior adapt influenc result perff)arlne%nce %ﬂﬂ%&lﬂ}
401 281 168 165 118 99 9% 86 82 74 B
1 technolog train sfa inform adopt system usag crm implement tool Al7|&3t
144 106 88 72 47 34 33 30 28 28 CRM
13 salesperson | organiz | perform | behavior | satisfact commit role impact outcom motiv M} piz|e}
688 285 271 250 156 145 126 109 97 84 &71 79
" learn social media | network creativ B2B partner usag blog gatekeep 24o[ciof
39 37 29 16 9 9 8 7 7 7 gg
15 ethic intent decis | judgment mentor turnov uncertainti trust justic fair .
54 46 27 22 22 21 12 10 7 7
16 goal orient self | leadership | manag perf?)?lr:nce efficaci | supervisor | mediat leader %EX[%\];E}
77 59 53 38 26 24 21 21 15 13 eI
17 custom valu orient | creation consult sales force | strateg innov capabl superior SIAIK
101 98 49 35 29 28 2% 20 18 12 Az o
attribut differ failur | sales rep femal gender skill posit recruit problem
18 A ol
39 37 36 34 33 29 18 16 15 12
19 emot cope stress role conflict satisfact negat exhaust turnov support 24xiai3]
62 58 44 41 34 34 24 23 16 13
20 control interact | resourc | acquisit mZ?]Iaegser capabl cost system | opportun motiv 22 =
83 26 21 21 21 18 16 15 15 10
EURYaS olgY oy ot #7 5% &4 111



(E 6) 7[& o7 ¥ E=lnEzl Anto| T d]|w
7|1E 9479 Fx|of Description ojElEl X Xolof
Selling Process & Individual-level approaches to improving the effectiveness of Z1X7 |8 A

Technique customer and prospect interactions and sales outcomes AN X2 2t
Motivation Theories and practices designed to better understand Ao} 2a|et
salespeople’s goal attainment, retention, and satisfaction 7| £0i
Sales/Marketing Higher level sales management issues related to the Hed-opAIE
Strategy firm’s overall and/or marketing strategy QIE{H|o|A
: Theories and models associated with the activities, emotions, “TOHA}-EHoRR}
Buyer Behavior alISIA]
and responses of prospects and customers TAES
. The direction, management, guidance, and mentoring of
Supervision ’ 1ag - 9 ' & E2|A S|
first-level salespeople
Sales Organization The deployment of sales personnel, organizational structure, g &=
and Positions and titles/job responsibilities of salespeople AATE| ZTZAMA
Social, Legal and Assessment of how the sales function impacts, or itself is ofoion]
Ethical Issues impacted by, social, legal, and ethical trends/issues sE=
Recruiting and The process and characteristics by which salespeople are N/A
Selection recruited and selected for the firm
Sales Evaluation and Research which endeavors to understand how to T2x|EkT odeiAint
Performance measure/assess the performance of salespeople
) Work which clearly pertained to the rubric of
General Selling and . Y bert: ) ZHolAl Bkg)
sales and sales management, but for which no clear-cut B x| SEAd Al
Sales Management . ; . SEXAESD} 2|y
topical coding category could be assigned
The impact and usage of new and emerging technologies
Technology/ P . N eraing ¢ N
. and innovations by the salesforce in the conduct of M7E3 CRM
Sales Force Automation .
their day-to-day work
. Strategies and techniques to ensure the salesforce is prepared
Training 9 a prep N/A
to serve its customers and prospects
Turnover and The extent to which salespeople are retained, and PAvShIE]
Retention factors which negatively/positively influence this outcome ==
Work which advances the science and practice of _ -
Measurement . L P et 33
conducting empirical research in sales
Compensation Remuneration schemes and plans for rewarding the salesforce Hal
Intra organizational Factors and processes associated with how the salesperson HIE of4
Issues manages their own internal work environment and those within it = m
) , Factors which influence, and mechanisms by which, the salesperson
Time and Territory ) . ! .
works their geographic territory or sales assignment N/A
Management , .
(e.g., assigned industry)
Raw amount and metrics associated with what the salesperson is
Quotas L N/A
expected to sell for their firm
. Processes and techniques for predicting sales volume and
Forecasting d ror p 9 Anlox
trends in the future
Budgeting and Planning and monitoring associated with the significant N/A
Cost Analysis expenditures made on the salesforce
N/A 20 oAbl
N/A 2Mojcjo] 28
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7P = BIER1 19.5%F 71E3%Th olojA] ‘gz
2 Z2A| 2 BFo] 15.5%F A3lsith. ZA ATl
= A o EXRYES B3l A 57ge Al
AR S 3.1%, AAnYe] &L 1.7%=2 & A
free B3loh

o]& ulo & Williams and Plouffe (2007)¢] &+
oA vt A ARE3t vlwel oju gk F=A7F St
a1, ageAl gRlskdnt. Plouffe et al. (2008)
o Adgt A 2007 Ao A9 A= F
AT7F ARkt A7 Ee] L] wEelth (B 7)
oA miAgk AR 71 FAI% o|Hol| =EE E¥
&S vasisic

vlw 23} (F 8)3} 7ol ‘Sales Organization and
Positions @ Motivation@l|x<] v]&°] A =715+
t}. ‘Sales Organization and Positions-= 7]< 6.7%

A 17.9%= 2u o] vl&o] S3Urk. Motivation =

o

10.1%°14 19.5%% 371319}, Forecasting 94|
0.4%°MA 3.6%= & HME Bt Wb ‘Selling
Process & Technique FAI= 24 14.4%°014 5.9%
2 3A FaAE EATE ‘Supervision' ¥ ‘Sales/
Marketing Strategy, Measurement 9|X % &% 7}
aaiith. 99 &3] olarel tig A7 solvtar,
QAR Ell= e g A7 Ecke A vt
FolA 7iQle] T 2ol ’lomxiel o
o] Hr} Fasirhe AHRS onitt. AAR T dY
Aol M= 24 Ao tdg= Boh FAgHJones
et al. 2005). Forecasting®] 7h= 18A5< H]
F3ll tFek SAZIHe] o R el 8 gl Adate]
Sl tigk ¥ilo] Eolzl AFelH (Syam and Sharma
2018), ‘Supervision'®] fiE AEHS FAIBHE
41| QA Edl=e] Hiedo g2 Hlth(Wang and
Netemeyer 2002).

il

(E7) BHH === HHIE

Exy == T HIE
Mo} zlg|et 57| 2o 206 19.5%
HAZTZ| Z2MIA 164 15.5%
TIZHX|EkT} doiAdm} 87 8.2%
TONK-ZHHAL ZEASE A 71 6.7%
A71E1 CRM 62 5.9%
He-opzE QlEfHo|A 47 4.4%
M olf 42 4.0%
ZHolAl 2iz| 39 3.7%
AMojolE 38 3.6%
Halb 34 3.2%
2-0f EojAbRl 33 3.1%
7Ex71gE A 33 3.1%
A 33 3.1%
SAN X2 o2 29 2.7%
SEXSAD} 2|y 28 2.6%
SIS 25 2.4%
grtet =3 24 2.3%
H2|x} SH| 23 2.2%
Atz 22 2.1%
AMo|cjo] &= 18 1.7%
Al 1058 100.0%




(E 8 7I& d7ete| FHE Mre sl

LHE Williams and Plouffe(2007) Topic Modeling
Selling Process & Technique 14.4% 5.9%
Motivation 10.1% 19.5%
Sales/Marketing Strategy 7.9% 4.4%
Buyer Behavior 7.8% 6.7%
Supervision 6.8% 2.2%
Sales Organization and Positions 6.7% 17.9%
Social, Legal and Ethical Issues 5.9% 2.1%
Recruiting and Selection 5.7% N/A
Sales Evaluation and Performance 5.3% 8.2%
General Selling and Sales Management 4.9% 6.3%
Technology/Sales Force Automation 4.6% 5.9%
Training 4.3% N/A
Turnover and Retention 4.2% 3.1%
Measurement 3.4% 2.3%
Compensation 3.0% 3.2%
Intraorganizational Issues 2.1% 4.0%
Time and Territory Management 1.5% N/A
Quotas 0.56% N/A
Forecasting 0.4% 3.6%
Budgeting and Cost Analysis 0.3% N/A
2ol EagAbed N/A 3.1%
2Mo|Co] 22 N/A 1.7%

(F 9) EZ/H Hot/Cold Et Z1}

Topic coefficient P-value Shapiro-pv Durbin-Watson two-sided dw-pv Hot/cold
TORR-EOHR} 2EAIE A -6.00E-04 0.333 0.9318 1.6248 0.2597
B 85 0.0013 0.0102 0.7466 1.4979 0.1526 Hot
oot 23 -0.0014 0.056 0.1092 2.2149 0.8139
2of Al 6.00E-04 0.2175 0.1137 2.0606 0.9052
HZE] Z2MA -5.00E-04 0.6409 0.1294 2.2282 0.7903
Hat 0 0.9982 0.1751 2.0468 0.8802
AojolE -4.00E-04 0.4135 0.9561 1.4958 0.1511
TIZHOIA] B2 9.00E-04 0.1349 0.4899 2.2813 0.6974
7Ex[7 |8 A 0.003 2.00E-04 0.3406 2.248 0.7551 Hot
dd-oAE QlE{molA 9.00E-04 0.286 0.4958 2.048 0.8824
TIZX|E} ddAdn) 0.0017 0.0099 0.5391 1.8503 0.5476 Hot
A71=3t CRM -0.0036 0.0192 0.0011 2.3114 0.6464
At 2|2t 57| Fof -0.0019 0.0779 0.7738 1.3255 0.0632
2Ao|cjo] 22 0.0011 0.0337 0.1407 2.8749 0.0648
Aze| -0.0019 0.0065 0.0564 1.8888 0.608 Cold
SHEX|[EMD} 2|HYN 0.001 0.0233 0.1035 2.5189 0.3427 Hot
SAA K ozt 0.0012 0.0194 0.104 1.8923 0.6137 Hot
M ol -0.0035 0 0.0456 1.3209 0.0616
| 3.00E-04 0.686 0.0049 2.9472 0.0411
2K SH| 0.0018 7.00E-04 0.0334 2.7912 0.1039
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4. HotEZl/ColdET = 2 IS el fEiM SRR s deg, 5
HrEe 7 Eo] Axd v Bk Al A

7t E¥o] A Fo|E A5 slEer dAddse Y 3AEN S eI, rela 5 %ol 2l &
71w Ay AR IAASF S ol&sn 55 7= £33} Durbin-Watson@te] 1.411¢]%
(Griffiths and Steyvers 2004), Z2F+A-S E3) 3 2.5890]38}21 EZ%% oz s|AAG el I

Angel ARYS AEsidch 2 Bl ool =8 (+)o]® Hot 9 ©l4(£%), £5()el® Cold J

(2l 3) Hot E= ¥ Cold E= Jef=

Topic2 Topich Topic11
=+ | =+ =+
(=] (=] (=]
= o m |
(=] a (=]
8 £ £
= o = o = o
5 o 5 o E ©
o ] o
= = =
n
- - - /Y. .
[=] = u (=T gy ¥ I
A f.\f\ N l.\ .F'/ W wum®
w " imt -
" - /I n n L}
S ]
LI -'-Jlr oS e =" "
o _|m " o | - [=]
[=] o =
T T T T T T T T T T T T
2000 2005 2010 2015 2000 2005 2010 2015 2000 2005 2010 2045
Year Year Year
Topicib Topict7 Topic1s
= = = ]
o = o
o “a 4 =
o o o
s = o = o™
5§ 2 § © S o
1] L) o
= = =
5 . 5.
[ ] -
AN =" -'\ ,-".. .
m om ul Eg glE LE g " Yo [] see \ .
LR P - L I.lf = et L . tay \..\.l’
(=T o | " o | . -
(=1 = o
T T T T T T T T T T T T
2000 2005 20M0 25 2000 2005 2010 2015 2000 2005 2010 2015
ear “ear Year

ELmozlo o8t ojof mof iz =er uM 115



4 ol (EF)E FESIATHAAEE 2015). Al
Shapiro-wilk 878 < AAlsted (& 9)<} 2]
gelekitt.

AT Al frolaee Tskal, A 71
™, Durbin-Watson#< a5k EXS & 670 |

o 1 5 5707} Hot £9, 1707} Cold EZoI9)
th Hot E¥& ® &5 (Topic 2)', 7HI7IWF 4
(Topic 9), "X FA4H(Topic 11), HEA
g7 2dA (Topic 16)", E21A A7 97 (Topic
17)" Soltt. |9} & HotEYS F¥ishe st
B AR FH 02 Alatsl RS TS AlES
1, ARE2 99 (consultative selling) AH| 25 A
sk Zlo] Ta3ks ongith. 771Nk 99 EE
AF3 22 73R $17] BN = 718 E AT
o (Kerdnen et al. 2020), G9ARI 7117 94 =
7] 7S 92 dth(Kienzler et al. 2019). AR
A Qe nAA A Folola RS Hole
Fgell Al e 4= glom B2B Aol ofd B2C Ak
A= A-go] 753 Castillo and George 2018).

L3 Cold B3 &2 (Topic 15)' At 247
of vlell MrkAow FR o]Ao] EolA|aL, FElA FF
T Eolxl Aol ddae] okl ATt F0lE o=
A= th(Schwepker and Schultz 2015). ‘“Idaa)
B A HSoX = ZA A7A 5.9%F A
P Blo] o] Al 2.1%= IA AT
Hot &% 3 Cold EZ¢] Tgj== (a4 3)3} 2.

flo ol

e

o

2 ATME 99 Role] AT FFE $AS] 9

9 2 Y ok Fo Ade] wEE Sgdel, 7
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Z3pE7] &8 3 M FA1E ol datels
¢l Egrdl)(Topic Modeling) S o84 A8},
200056 20199714 16709 elle] Adell =%
1,058¥9] 99 =12 20709 EFo® vpglen,
1983dHH 2002d7k4]9] 49 = 1,01285 4
gk 43 A7 (Plouffe et al. 2008)<] 207 4|2} ]
wate] BEgne] ¥istel A A8 WskE Telelal
o A7l 9 A oEs) =i EREd
71 A7=(Bush and Grant 1994; Plouffe et al.
2008: Williams and Plouffe 2007)% 2] #5Fe
ARdS grapy] fla Egrdy]olehs 8 7|vh g
2-Ento]d(Text Mining) 7S o838l om 229
AT e Wgsle RS B3 =36t

B AT AR At AR ofefie 2

AR, B RdE]S -89 A7 ] e} 575
7} 7V me WIS Hlom oo RlE o r gy
A Z2A|S ARG G}, TR At
HAY, A71E CRM, 99-7HIE QJEH 0]~
A olgr, ‘mARIA T, Al S KA, A i
mjAkd, TERZINE 9], AR, AR AR 9,
EEAY o, © &%, Wk 24, At
A, Fdael, adnte] &8 Fo EFo] =&
At A ATe] FAle)7} 7154%1 deolr B3ld A
of Hjg] =&E EFwe Hrl B39 SEHE B
12 99 &EolA ola Akt S7ket tlEo] 44
AgollM aefafol & aQle] Wolxl A} Ayl Utk
(Delpechitre et al. 2020). 20718] B FolA] 117
of gk 2, HH, AR B Edo] HiR
=& HsS A ol F¥ske 99 8 &
Al th-gefiof Aol thek uf-- HEd

°

g Aol 9 Al FAIE L = evieit

s}

[}

=2
2
f
&
ftlo
2
o,




TZ9 20719 EXE v|wet A7 Al dujalel A
dntje] 8 5 2714 Ego] AlEA st A
Anjabed = B2B B2Ce] 73717} SrolA| 1, B2B2C
59 Ade] T4t ¥iskE Wik Avfoln, 'AA
njtjo] &g 2Antolrt Pt TH FHhE |
A AT fefnle 9L st dss oJnlgtt
(Andzulis et al. 2012). HAZARD 4] wi&-2 7}
A FAlel 71 T5%E 71530t A =A] &2 Ao
= Recruiting and Selection’, Training, Time
and Territory Management’, ‘Quotas’, Budgeting
and Cost Analysis’ 5 57Xt ©] = Training
< " &% X&) CRM 59 EFd 4% 7]191=
= FFEA o UA] 4712] FAlE AR EFddle 7
AuERL EAlsHA] skt

AR, iAdE Ego FHeS A9 23 ‘Sales
Organization and Positions’ % "Motivation
Forecasting 2] Jtha] 78S 1 =okaL, "Selling
Process & Technique ¥ ‘Supervision, Social,
Legal and Ethical Issues®] H#&& Yopit &
o F9e 5% ALY gL E TVl o &S]
Hoks 24 239] U182 B} FAIgHJones et al.
2005). 53] B2B 949 27 crbaHol Hodshes o]
S AAR} Thepol7] wiZel] 1ol th-gekr] sl 224
Yelo] Fositt. webd g 243 Bh A4E =
WAL, FAAH TS Bl B A e Eo
Ao & s|Ag 4= 2t} ‘Forecasting®] &7
A= v ohekt BAZIHe] o Qls 8
g AT Sl tig Wilo] Folxl Aol (Syam
and Sharma 2018), ‘Supervision'?] 7aE A4
= At FHale] Qb Edl=o] wido=m Wtk
(Wang and Netemeyer 2002).

npR|Eko 2 74 Edlo] 3R Thefshr| {8l 37N

2

e

HF

o
A

ol

A5Aol7]) o9} B AT A&H 02 Z74e A
o= dpgErt. JLfelel et A7 FIE Qe &
FFo] ol Z1gdel H9lr1} el A w

Hrh(Schwepker and Schultz 2015).
At 22 AARE S vl g T g FoF A+ F
Aol thal] o3} 2ol Aokstaal gt}

A, AR ] HRelM AREA 9 B 7] Al

of FAA] WHE 2 Aol tig A7t Fesit
o] ek FEe; A)A, A= A&H R v
22 w}, ae] e FekE 247 T 3o
o} T3 22 YE-S AdsE JdzAolv d9A]
of ggt Aol whet wAIRl = oE 4 it wEbA
aAT Gz, oeket Felo 9y W], HAe 4

Aol A WS FF obrEE FEFld Huid

=4, B2C A dAnjrte] el oigk A A+
(H733] 2007)5 ‘dolr] vl Anjatde] vkt 7Fs7d
o thek A7} a7} Akl e 55 tieee] 1
Sl AEE 7Es AEY 7 e 2= P AR
Z= 9lom(Spreer and Rauschnabel 2016), 7Fd2
I S4EAR 22 7o) ZEHY v Rolke] A=
Aegls ned wf B2B 3 B2B2C 2 AelAlE Al

A AlFsh= Aol 2 Flolvk(Pizzi et al. 2019).
o w2 Avdu|tol S BIEG 28Rl FofllA]
Fol 1f/e Fo= FMcks A7 dasit Tl
Zesiole FmolA 93 ol vwiAlE S8l 360t

TR}

Mo
i)

|

Ho
ox,



A S il on] (S EE 2018), AAEAE E
2} 2 22 Agate] wlE fla Thke s Eela
A2 /WSIFeHAAE 2018). 28VHoIE H o]
R FUvto @ g XojAE <k "ok Hgid A
U=, oA np"olgke o] o Al ikt 4
A &5 tigk A7F 283 H(Lee and Lee 2020).

B ] e 2 3% Heleluxl sl FEe o)

ox
S
o
o
:
p
i‘ U
é
fo
>
N
rr
OE
=
o
=
)
ol
Q
r
=
[}
9,
(o]

=& 27kl tig AddE =7 A8l A4 719 =S

TTA o= At gt A, 2 EYe adsie

o) 7o) 71AEES shte] FAlolz aofle] glo] AT
Ae] geto] A FPsAe] Q). B Ao =

o & TolEY AFFEF EFE AN st B
A4S s, & ok 28 RS o] 8staat
gt BEgHS AFsAow Adske 7 on 5
g o} (Hindle et al. 2011), o} #H3=

tha fActslo] ofH EAoA= ARSSHA] ekttt Al
LDA 23 7P Byl Egwds] vy golA|vt
A2 9 genlE gt Aol wet Aalglo] & e 2t
£t} olol FFells LDARES 7€ ATM(Author
Topic Modeling)O]Ur DMR(Dirichlet Multinomial
S Fl /EE 28 (Mahalakshmi
et al. 2018; Zheng et al. 2019)S 7| o]&3l H]
weko M Hu; AfsiE A A& 5 s Aol

Regression)

(FZ=F0Y: 20204 84 8)

(FEY: 1RE 20204 12 184, 2&k 20214 2& 1€,
3%k 20214 2 222

(AR 20214 28 238D
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77331(2007), "Aujle] iRl d gt ALY, A-8-A

hufjete] Al At AT vHARIE 22(2), 135-175.

A2, 25, F19(2017), "ERRAH I AALG] AR
e L83 JEA|AERoF AFEe B4, e
Hl=eks] =%] 18(6), 1143-1150.

e, 234, 0|32 (2016), "B 2dzgg o4 A=A
7l B WA, e leels] =], 17(11), 670-681.

1-2(2014), eVl 99 A7) Aot vl mpAE
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W, AR, £5231(2018), TAIAY ] tHeE Al AT
S U AR Gt B4 =R, 31(2),
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A488(2015), 'BM 591 B mdlgS o8¢ A=A 7=
T A AR, e, AE

2R1%(2020), MdolHE B3l vl 715AF, nF A
7, 35(4), 53-74.

TR, TARIEZeF0],  ZA] APGA edRtel] Ha A
&, Y987, 2018.03.14, Available at https://
www.yna.co.kr/view/AKR20180314108100003?
input=1195m

=59, o], Xiangyu Meng, &/3€, °]Z-$(2019),
"LDA 7|9te] EFRdE]S o] 8eh Hrabekg FAEHAl
28] AT T A ofehieleelsl<], 45(4), 284-301.

o[, W, o2, o]8E(2013), "AAm|Ho] o] & F
719] 2k A3 wAR AR el Bet SR A el
g 28(2), 87-108..

2712H(2016), "=l B2BEH 7] B nz vl gl
¥ B2BYY £ A7 S SR nH gy,
24(2), 151-182.

A% Huiak EY - o gAg vAY el A
3 N plyEge]. 2018.08.08, Available at
https://news.mt.co.kr/mtview.php?no=201808
0809051626156&vgb=autom

(¢}



31 (2014), "= B2BrHAIRS] A S B A
k" alARAT, 29(6), 93-119.

Amado, Alexandra, Paulo Cortez, Paulo Rita, and Sérgio
Moro(2018), “Research Trends on Big Data in Marketing:
A Text Mining and Topic Modeling Based Literature
Analysis,” European Research on Management and Business
Economics, 24(1), 1-7.

Andzulis, James “Mick”, Nikolaos G. Panagopoulos, and
Adam Rapp(2012), “A Review of Social Media and
Implications for the Sales Process,” Journal of Personal
Selling & Sales Management, 32(3), 305-16.

Blei, David M., Andrew Y. Ng, and Michael 1. Jordan(2003),
“Latent Dirichlet Allocation,” The Journal of Machine
Learning Research, 3, 993-1022.

Bush, Alan J.,, and E Stephen Grant(1994), “Analyzing the
Content of Marketing Journals to Assess Trends in Sales
Force Research: 1980-1992,” Journal of Personal Selling &
Sales Management, 14(3), 57-68.

Castillo, Javier, and Babu George(2018), “Customer Empowerment
and Satisfaction through the Consultative Selling Process in
the Retail Industry,” International Journal of Customer
Relationship Marketing and Management(IJCRMM), 9(3),
34-49.

Cuevas, Javier Marcos(2018), “The Transformation of
Professional Selling: Implications for Leading the Modern
Sales Organization,” Industrial Marketing Management, 69,
198-208.

Delpechitre, Duleep, Aditya Gupta, Arash H. Zadeh, Joon Ho
Lim, and Steven A. Taylor(2020), “Toward a New Perspective
on Salesperson Success and Motivation: A Trifocal Framework,”
Journal of Personal Selling & Sales Management, 40(4),
267-288.

Dixon, Andrea L., and John F. Tanner Jr.(2012), “Transforming
Selling: Why It Is Time to Think Differently about Sales

Research,” Journal of Personal Selling & Sales Management,
32(1), 9-13.

Grewal, Rajdeep, Sachin Gupta, and Rebecca Hamilton(2020),
“The Journal of Marketing Research Today: Spanning the
Domains of Marketing Scholarship,” Journal of Marketing
Research, 57(6), 985-998.

Griffiths, Thomas L., and Mark Steyvers(2004), “Finding
Scientific Topics,” Proceedings of the National Academy of
Sciences, 101(suppl 1), 5228-5235.

Hindle, Abram, Neil A. Ernst, Michael W. Godfrey, and John
Mylopoulos(2011), “Automated Topic Naming to Support
Cross-Project Analysis of Software Maintenance Activities,”
in Proceedings of the 8th Working Conference on Mining
Software Repositories. Waikiki, Honolulu, HI, USA:
Association for Computing Machinery.

Jones, Eli, Andrea L. Dixon, Lawrence B. Chonko, and Joseph
P. Cannon(2005), “Key Accounts and Team Selling: A
Review, Framework, and Research Agenda,” Journal of
Personal Selling & Sales Management, 25(2), 181-198.

Kerénen, Joona, Anna Salonen, and Harri Terho(2020),
“Opportunities for Value-Based Selling in an Economic
Crisis: Managerial Insights from a Firm Boundary Theory,”
Industrial Marketing Management, 88, 389-395.

Kienzler, Mario, Daniel Kindstréom, and Thomas Brashear-
Alejandro(2019), “Value-Based Selling: A Multi-Component
Exploration,” Journal of Business & Industrial Marketing,
34(2), 360-373.

Lee, Sang M., and DonHee Lee(2020), “ “Untact”: A New
Customer Service Strategy in the Digital Age,” Service
Business, 14(1), 1-22.

Leigh, Thomas W., Ellen Bolman Pullins, and Lucette B.
Comer(2001), “The Top Ten Sales Articles of the 20th
Century,” Journal of Personal Selling & Sales Management,
21(3), 217-227.

Mahalakshmi, G. S., G. Muthu Selvi, and S. Sendhilkumar



(2018), “Generation of Author Topic Models Using LDA,”
in Computational Vision and Bio Inspired Computing:
Springer.

Mingione, Michela, and Luna Leoni(2020), “Blurring B2C and
B2B Boundaries: Corporate Brand Value Co-Creation in
B2B2C Markets,” Journal of Marketing Management, 36
(1-2), 72-99.

Moncrief, William C., Greg W. Marshall, and Courtney
Watkins(2000), “Tracking Academic Research in Selling
and Sales Management: Authors, Authorships, Academic
Institutions, and Journals,” The Journal of Personal Selling
and Sales Management, 20(2), 99-108.

Mustak, Mekhail, Joni Salminen, Loic Plé, and Jochen Wirtz
(2021), “Artificial Intelligence in Marketing: Topic Modeling,
Scientometric Analysis, and Research Agenda,” Journal of
Business Research, 124, 389-404.

Panagopoulos, Nikolaos G., Nick Lee, Ellen Bolman Pullins,
George J Avlonitis, Pascal Brassier, Paolo Guenzi, Anna
Humenberger, Piotr Kwiatek, Terry W Loe, and Elina
Oksanen-Ylikoski(2011), “Internationalizing Sales Research:
Current Status, Opportunities, and Challenges,” Journal of
Personal Selling & Sales Management, 31(3), 219-242.

Pizzi, Gabriele, Daniele Scarpi, Marco Pichierri, and Virginia
Vannucci(2019), “Virtual Reality, Real Reactions?: Comparing
Consumers' Perceptions and Shopping Orientation Across
Physical and Virtual-Reality Retail Stores,” Computers in
Human Behavior, 96, 1-12.

Plouffe, Christopher R., Brian C. Williams, and Trent Wachner
(2008), “Navigating Difficult Waters: Publishing Trends
and Scholarship in Sales Research,” Journal of Personal
Selling & Sales Management, 28(1), 79-92.

Reisenbichler, Martin, and Thomas Reutterer(2019), “Topic
Modeling in Marketing: Recent Advances and Research
Opportunities,” Journal of Business Economics, 89(3), 327-
356.

120 o 917 February 2021

Schwepker, Charles H., and Roberta J. Schultz(2015), “Influence
of the Ethical Servant Leader and Ethical Climate on
Customer Value Enhancing Sales Performance,” Journal of
Personal Selling & Sales Management, 35(2), 93-107.

Spreer, Philipp, and Philipp A. Rauschnabel(2016), “Selling
with Technology: Understanding the Resistance to Mobile
Sales Assistant Use in Retailing,” Journal of Personal
Selling & Sales Management, 36(3), 240-263.

Stefan, Bogdan Dumitru, and Matei Bucur Craciun(2011),
“The Importance of Sales Management Improving in the
Current Economic Context,” Petroleum-Gas University of
Ploiesti Bulletin, Technical Series, 63(4), 105-113.

Swan, John E., Thomas L. Powers, and Patrick M. Sobczak
(1991), “Utilization of Sales Management Knowledge and
Identification of Contributors: An Analysis of JPSSM
1980-01990,” Journal of Personal Selling & Sales
Management, 11(1), 5-13.

Syam, Niladri, and Arun Sharma(2018), “Waiting for a Sales
Renaissance in the Fourth Industrial Revolution: Machine
learning and Artificial Intelligence in Sales Research and
Practice,” Industrial Marketing Management, 69, 135-146.

Wang, Guangping, and Richard G. Netemeyer(2002), “The
Effects of Job Autonomy, Customer Demandingness, and
Trait Competitiveness on Salesperson Learning, Self-Efficacy,
and Performance,” Journal of the Academy of Marketing
Science, 30(3), 217-228.

Williams, Brian C., and Christopher R. Plouffe(2007), “Assessing
the Evolution of Sales Knowledge: A 20-Year Content
Analysis,” Industrial Marketing Management, 36(4), 408-
419.

Zheng, Sihui, Shaohang Xie, and Xiang Chen(2019), “Discovering
Urban Functional Regions with Call Detail Records and
Points of Interest: A Case Study of Guangzhou City,”
in 2019 11th International Conference on Wireless

Communications and Signal Processing(WCSP).



	토픽모델링을 이용한 영업 분야 연구 동향 분석
	ABSTRACT
	Ⅰ. 서론
	Ⅱ. 이론적 검토
	Ⅲ. 분석 결과
	Ⅴ. 결론
	참고문헌


