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Abstract

This study intends to examine the entrepreneurial process of individual direct sellers from
the perspective of entrepreneurial marketing, and adopts the process method where events
in chronological order are scrutinized. This study collects data from triangular sources
and combines the focus group interviews with in-depth interviews to examine 14 direct
sellers selected from one domestic, and one foreign direct selling brand, respectively.
We develop a dynamic model of entrepreneurial marketing. The results show that two
relational management mechanisms are crucial to the successful transformation towards
the next entrepreneurial phase. The findings not only fill the academic gap in individual-
level direct-selling strategy, but also shed light on entrepreneurial marketing theory by
providing insights regarding how resources and initiatives are modified, which deepens
the understanding of its dynamicity. Moreover, this research extends the transaction
oriented Western studies on direct selling to the ‘quanxi’ (Relationship) oriented Eastern
context that especially values relational network. In practices, the findings could assist
direct sellers and interpersonal-oriented micro-entrepreneurs to develop personal business
tactics, and serve as references for direct selling companies to plan for training program of
Brand Affiliates (BA) and Brand Representatives (BR).

[ Keywords ] direct selling industry, direct seller, entrepreneurial process, entrepreneurial
marketing, process research
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= B

H #5 (Direct Selling) ( 5%f% 2% & X $5 » Multi-level Marketing ) & 3£ {4 2021
FRHREED 1,861 £ KEAEBNE R _-TLEEY EEEHTHSH
BTN - 2021 FE(E = 4901 (E3£ 70 BFR MRS 1+ sl E 7 (World
Federation of Direct Selling Association, 2021) - 2021 fE2ZEHJE 364 & AEFEEHH -
BT AE - AREEN (AFEZ5HEEE  2022) - HFHAFEEHREEA
HEO R  MEAEHEHE— M BITEIZE# (Bosley and McKeage, 2015) = 5

AL HISFRRERAAEN R REH L 2 RE AR > PINERAFRAEREE
fn  SHEERIEREE R - HE ESHRE I ERCR K AR EE (MdE > 2004) 5 E

SHPEINME BRI E R B & A 2 X2 2 (Brodie, Stanworth, and Wotruba, 2002) °
RSN P B SH A ZE B 2 RE BT IR B ) Z BEHEHE AL (Omar, 2018) » #{E B &
R EEE IR EHERENE SRS -

(IS G B B SH A 2 2 Bl ot - 2 NS B AR B B R
5T (Singh, Verma, Jaiswal, Singh, and Singh, 2019) - FHrf » {2 E R 2 5T
A S HEECR - 7t AR SEEFETE (GroB and Vriens, 2019) » A AR E
L $HE . (Brodie et al., 2002) 55 - ;5 L 5T F B EHIE - SEARMEE
PHEESEE N AR RIEHY TR 5 IR A G R Z BT L - AR E B
B R R SR —EERE ST~ $HE T FIEREE - AR REE—
RZZWH5e (b4 - 2004 ; Poon, Albaum, and Yin, 2017; Omar, 2018 ) » B{ELZ ¢
A FZHEHREMAE - BIDL T RIASIRERERR | BB - PR E S ma A rT B Al B/ R {8\
HHEZE -

H—TH - B EHE R EE EHHEEERE T MBS K
7= (Peterson and Wotruba, 1996; #ib#£ - 2004 ) ; {HiE1F: HEHWFFE 2R H iR E R
BRI ABIZ - MEE SR RS ER (EE - AR
KEH) - BN E B T BLE R B A B 2 H IETEIRY 5228 (Merrilees and Miller,
1999) 5 {[HANE T E P B A R BRE R AR T B KR » 5 LRI E R =
HRENERNER (WEMER 8 #HEJIBE ) - Poon and Albaum (2019)
BN RAEHE - EEARGTEFIRR MR A BN - TFHEEENEEEEAVER - DUEEDT
% AY{E (LAl - KL - Bachmann, Ohlies, and Flatten (2021) 733574 18 H 5T ICE %
BN SALIRAE Z iR AL ERVTEEE - 18I - AU/ E R 2R R
A E ARG FTEE SR~ P73 L7252 (Merrilees and Miller, 1999) » 7 2 i B (R4S & 1Y
# \SALIREE T » DU ZEEY EHHrE (Huang, 2015) B4 52 - HRITEHHRGLE
BRI HIRA (AR S -
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HFEPGERIERERET - R EZFETETHE —HAE - RAIZEEE
Z - BRSSP A THIE - E AT i B R b A E (F s (Jones and
Rowley, 2011) ; DITSHE ARSI - EFmE MEFHE R - REE 5
BB %% f5 5 B B (Keong and Dastane, 2019) - %8 A E $4 G T2 Al 3£ B/ T 85 tH BRI RE
TIPFHEST B ZERR e HUBR IR B FE R - A9 DAos R T80 5 [m) B Bl SE S RE T Bl 2 1T
#H (Entrepreneurial Marketing; EM) (Morris, Schindehutte, and LaForge, 2002; Toghraee,
Rezvani, Mobaraki, and Farsi, 2017; Ferreira, Ferguson, and Pitt, 2019) S ¥ ZaiR /g » Hi
RETR R (E A\ R B B SH R A SRS RUB T - T3 0 BIZETTEE B —(EANE » 5 - E
IREEF(EEHEFE (Nwankwo and Kanyangale, 2022) » %5 ¥ Bl 2 FEFE AU 728 =
BIRERVERET - I EEDUS FEBLE RV BIZE R a{n] I fE R b S E 4 | B2 B2l
B AR BT EE TS 2 & (Bachmann et al., 2021; Buccieri, Javalgi, and Gross, 2021;
Algahtani, Uslay, and Yeniurt, 2022) K[t + A FEETE EHHRGRISEFERR - frmn 2
TEEATE)  RIEREEML - B LHBIZETHHEIRE R T -

T 38 25 SRR BIZE T80 B AT - RZB IR/ N S BI S AR5 i Bl S 1T 81
Se AR ANHE B M A A A P Bk Bk (Whalen, Uslay, Pascal, Omura, McAuley, Kasouf, Jones,
Hultman, Hills, Hansen, Gilmore, Giglierano, Eggers, and Deacon, 2016) » #TEZE 3 2
PRZR (Bachmann et al., 2021) ~ /N E TRl BIZETT S AR AUAH B B0 ~ B
BUPRSE .2 572% (Miles and Darroch, 2006) » DL B2B #H#K AN (ERIZET TSRV |
7 S B AT E T TE(E A3E (Yang and Gabrielsson, 2017) » 377K » B2 R AT
F0 I 1 1] S5 17 i A0 (e e R 281) % e 6 R B RET R 1) FH 4% ' (Jonmes, Suoranta, and Rowley,
2013; Shahmohammadi, 2022; Alaeeni, Hamdan, Hamdan, and Shoaib, 2022; Algahtani
and Uslay, 2022) » DAEEISBIZETTHH B N EEEEIFT 2 22 - HHEIRIL - RUFFEigal
SEATHHIEFINIE R - TEAHRRAL (R R AR AR Y EE B I R 2 Bl ZE 22 i L L e ([
NEEW R - WESCRFTTEZ R -

fm BRI - ARSI SR« BRI FE A T (e E RIS E 2
R o AMPFREREREMITEE - EEEARENARFE A/ NEFE B AR N HiH
Pl e 52 - ARBITEAE SR - AWFFea8 R H B Bl SE PR AV B ZE 1 T o B i X
B » $5H 2 P BB A A R A TN B s B T 4R 2 AR B - ARfFsEZ
HERERTER - EB EHr e R PSR E S - FEE LHAETIHEEIN
JE#T - SR E AT ST S A KB RS R R TR - 5590 - HHIRAI9E 2 #H52
REEENR - ST RNE - OSSR BRI EE - E— PR RE
WF5E & R Bl E P B R AR E LRYEER o ARWFFCI0 R Bl S 1T I3 3 2 FE
FH#E e 2 A\ &R B Z BRI E « ik WIS REE Az
{THETEE L - AL BIZETT BN TR - fEEHE MW L - HEHEREHIE A S

130



NTU Management Review Vol. 33 No. 2 Aug. 2023

Fise o Rt T RERE RIS - AEEASERIIRER - 1A - SRS
HiDME ARSI A BHEREREISSE - ARt B2 5 EE -
ARS8 R © B —E i o ML e s 5 - ShRRENTFERE 5 28 UK
BRET - R EHARRE SO EL B SE 1T P Z B Emi A 5 2R = FERRILAHT SR PR A Z FERE T
REEZE T 5 BVUE ERAS W E R B REAISE R Z 2T - S EATIR
RERLZ RS 5 B ATSHA TG REITOTFER 5 - FEm iR HIARRA e 5 BN
AMARTFEZ ERR - EHEN - FERHF SR AT T 5 -

<
7]

%_['D’J
50/
=ty
Eibr

B STRRET

— ~ H#j (Direct Selling)

A E$E % (World Federation of Direct Selling Association; WFDSA) 7E 35 H.#H
(Dircct Selling) 312 EHEH 7 B IRFS OB B 2t + 0 UG A B B ¢
HERE - ZEHRE 103 £ M X EHEHE - BREHEXRZE X EHE
% WRREREN (AERBEET > 2014) o DUFHF—F S B E EH B E 81
EEEZEEIR

WA EHEMIE - ZRENREEE R EHE - FRREREEH A A
A= T, (Singh et al., 2019) » {EfEIE{E (Chonko, Wotruba, and Loe, 2002; Peterson
and Albaum, 2007; GroB and Vriens, 2019) + Hi % 5+ {8 24 7K Ji (Keong and Dastane,
2019) © B LR EFERE RIHTE - WEANRA TR EEARE - 8271 7 RMHEHE
SFEELE $H /N A E RIS IR o MAEE A K58 - WFoRasdE R FE S B AR s (A
ANFPEEGHE SR E R o - TEFREUE - BB ESH BRIy A
(Ferrell, Gonzalez-Padron, and Ferrell, 2010) ~j#:E#AE (Omar, 2018) ~$HE 7= (Brodie
etal., 2002) + APERIAFEE (Merrilees and Miller, 1999; Duffy, 2005) BL1FEH (£
e » 2004 ) F o BEAREHAIAATME R B R ERERRE R - HEHFEETS
L E $H e R I R % TR A BEA B (R B (B T 1948 (Poon et al., 2017) » i JAEHH
PN AR AR LA RS R (Bosley and McKeage, 2015) » #8152 - BL{E S [ HIHEAY
WEFEBE M B PH A RIS EPHRS - IR AR B e B EAE T A E
RERTEE A FIARES FOVERRIER (M4 » 2004 ) - HEREEREIAHEER
% (Jaramillo and Grisaffe, 2009) o [A] b %} 74 BELPH PG (E A& R BIR & TRl - 1 E SHpErY
BIZEMRS - AR RBHEEE RIS  [BEUNEFEST R ETRENE - DIH
LB SRR R
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o AUZETT

BIZETTHHESS « /NI E Rl AIEE ~ A EEEHE - EIRAE
SWRIZEERE - (e THHEREE b - AR B A SRS 2 BT % (Hills, Hultman,
and Miles, 2008; Miles, Gilmore, Harrigan, Lewis, and Sethna, 2015) » " DATEFEZ A
& FUE KR BERAERNL M B R R 2 B - A iR E T R E - EIRERE
BAE(EAE o (Morris et al., 2002) » [t & Z4E S T Al ZE ZAG I EL 1T $ g A S8 I 2
& (Buccieri, Javalgi, and Gross, 2022; Algahtani and Uslay, 2022) » #&& % FH 2 ki /)
AU HE RS2 [R 2 A AR B AT fE SRR TT SHEERE « ST 2R AVBIZET TR S - Bitn S AT
BISETTHH. A4 - Morris et al. (2002) f2HIAIZETTHHEAITR - Hrh ARG EEIZERNE
TAHRA R RS S BEE) « BIETFERS - RUs B - TEIEME R - DUk B T 8H B AEAE R RIS
G~ EIFER - DUREERNE - ZEFRAIZEITHH 2 BB - THEARF
/NI ZERTRIZE TR RERR TR R ZE R AN DME A AR B R BB = DB - el
RS ) VE B B E L AE (E AY3®FZ (Morrish, Miles, and Deacon, 2010; Boso, Story,
and Cadogan, 2013; Rezaei, Karimi, Mangeli, and Safa, 2017; Crick, Karami, and Crick,
2021; Algahtani and Uslay, 2022) - #X[fl » Jones and Rowley (2011) 385 ERFfE Al £ T
PHANADENE - FEAERVZ AT TSR B A SERE T SO e 5L 08 T A al e - RISt 55 9
H T EMO # & 15 = (Entrepreneurial Marketing Orientation Conceptualized Model)
HAE TIYAMEE - fIZEE R -~ T5Em - BE SRS R o fIZEE Al
EXBEREER b - FHEME A ECERE S TSR ERRE R R SE
KERZE - HFE - BENTSER - ERGHFHES, ; %S Q=i AR MY
OB AGAETREETR KRR « TRIEERR FREE - I EESS
775 BT E A AR @ HI R R B E A - A& e E(E - BN E - UK
ARG EL A B A Bl ZE BT $H 3 e - A1 58 o ) B R 2 T B (B (E RN B H B AN

iSZ I

=~ HSHELATSEI TS

T ESH B RIS T SRR SRR LR - ARTFER8 Ry Tl EMO SR = i R RISEE ]
EEECE A AR R = - Bl N E SRR SRR AT ek - (RIS E R T -
HLSH P B A B R B A b Z{E A AT AT R R SR & TR I M - JRED - ESERe IR E S
NEHEM AL - WAERHERAFMERE - HAETTHEHEERIIARENE - HE
CURPEEZE B (GroB and Jung, 2009) « F T EEEZIR L) » HIFEEE N
W FH ELSH 2 ml R R E i B R SR AR B R ERFE S H R (Peterson and Wotruba,
1996; Kumar and Satsangi, 2018) » fe it 58 Bl 22 5 (M R AR S B B 5 #CELSH R B
HAIZE TSR R A s F R e Ja b B R SR R D i & F R SR AR e -
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FEREFERGH - BEHBEEREUAN LG » 2 DA R E 2 A 8 A
Z5eR T PRI — M EESE - BB S B B R A < IR A IR s - AL
YIRS E R R AR BRI B ER R - RE B E BX A (Duffy,
2005; Poon et al., 2017) ° [f138 Le2NRBEAFRTTHHEMKES (Relationship Marketing) H1 DAEEZS BT
FREEROIEER TR (BE% > 2013) - REA TR MERHEEEE E4 HE
M FEAE GESS BRI APREI R (Zhang, Watson, Palmatier, and Dant, 2016; Poon
et al.,, 2017) » WEREFAHBEEFHELH AN T - (P EAS 2RI EEEASE HR
ZE AR (Li and Ko, 2021; Alaeeni et al., 2022) °

TERIFTE ) T TH » E SR AT e B BT 5 ] FR B R L e A A e ) B Al mEE
REST - B EH PGB VI L E A B NS IR AR - Q0 M - e
FEREE  EWETEMER - SREEE  BEEBENAE S BT EHREK
BRI EEZE (Bosley and McKeage, 2015) 3 FH Uk T K E #5 p4 AY =i B2 (Brodie et
al., 2002; GroB and Vriens, 2019) » B #/3 5l & A B2 (it B XFE =09 g - 4
RS B SRR B K& DUSEN B 8H7% (Poon and Albaum, 2019) » #5 [
(e B3 e 2 A FE A B TR R e (NIRRT A R = B2 G e s B 1T
B o fEMEIR HAZEE A R EERERGE T Z N - f7 LRl - ARFER R E R B
EARIZ - R ERHEAFEAIEIZES -

AN - AR FEHEE EMO #E iy 2 T E2RAEAT - 55 0 Bk
HFEADIHE HTEEHP - BE R#HER L (Brodie et al., 2002) » K HLATHHFE RiR
fRE R —H —nY A B B A7 im 2 (Bosley and McKeage, 2015) < H X » EMO
HRETTSERBE AL - WG ENA AR - HERFEREL - BERERN
BEGUHRE.LE  fEEANEHEAITHFE RS - BEEEEEERE - X EHpGERE
HEAMA AR E R E LR - SiEN AEREE G GE]E (Peterson
and Albaum, 2007) » [A] [ 3 /A 2 o B2 1 5 Bl b 1 e B 8 S 5 5 A &R (Siguaw,
Simpson, and Enz, 2006; Jones et al., 2013) 5[ - EHFA B HH P B A TH G Ry 3 78
2 FI YR H BN AR SETARENE - AT R E 2 - R AR
TR EE S H P T S8 A E R -

i BTt AWgE 2 EREETE IR EPE R (E A B ZE R RS - (e RIS T A E
T HE B R YR ZE 1B IR LA - DA RS RIZE T8 = RS R FEAE Ao L - A
FERARERETE EH PR RIS @R P R RS~ [TAISE HILEE - FE LT
B R AT i Z AYE G RS TR - (AR - oy st B R IER I R E R
3 AR AENT TR S S RIS T E R ENRE T AT T - AR B SERE R R
HIBIZETTHH = R E MR EE AR 1 - (E R AR E R TR ZEHE -
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&1 EHIHEEE FTR=KEIETHER
BIEITHHIEE EFE HEm TR =
FESCID EAERR AERRER SEERNEREREZE - TRIXEEE

Entrepreneurial FJREEERMES RESSEELEERT - HHNER
Orientation ~ BEBHAOMEIFEAE i B RV M AR BT AR 2 2 R
Ik VRIS  BIRELE A TTEN R o
HWEOTEEY  HMERIRRES SRR o
WBHERE SECRHELTES SERERLE
E Hitl » LIRER SR o
EEEE W E A HEEENEN CENETHNBEERNREY
Customer D0 LIEEE GNP IRSE B ERR Z U AV R AT ©
Orientation 77 =\ M % B mpgsamsmimae)) @uEXSFERMOME  ARHED
& OmTEE # o BERMEAGE  BEEBEHE
FORHEE - Ll sr REIRIR - MR BERLAE
ff o
EEEENEE BRETHARNELNES - AL
| EEEE SRR TSR BERRIEE -
WEEE AR BN BB RN BE
MEE -
BIFTEmE RELTE ARERNEE AEBABNRY  ERRNSES -
Innovation B 1E 9 75 &E BEENNAE - WEBLEHEAR
Orientation =% * B B (BVER AR - B F B 4818

g WHAE

%) R ELEE BFRERE

4575 TSR AR R &) L S BN ET S B EE -
BERE . ameoEmee) ARSESEETFRNERSES -
LSRR RS RS H B AISR A A - ]
BED - RIS RiEsgiEss -
MR SRR E RGN E 8RN

BEAVER -

&

2 MRDEA

FH A A1 2 FE AR - RE EL AR AR FH 9 B IRE R AL SR (Yin, 2009) » ARHFFEERHUE ML
Fe T 2 FEFE I 9T (Langley, 1999; Langley, Smallman, Tsoukas, and Van de Ven,
2013) ° WFFE R EZ L 4% Yin (2015) ~ Creswell and Creswell (2018) $2H 2 JRHI
ERPRIFERE S ~ ERHESRAIRSTENE - B E S ITE R -

AWFEE S EAREE R EE - DL= At [ HITHE R (2 A8 5 A i SR A A U
(Crick, 2021) - ERIRFEEER = @« 55— » 2HEGEE Y ARG ARG 2GR
BT EEEEREEESRER 52 BEEXXHER - BREEHEAE RS
fF~ REHS ~ HRLFNE - BEEERE © [ ks EfEBT T el 2 F R
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R Z i B ETANAMEREER] - IR EGRE (Gibbs, 2007) » AMFEH) =1{i1
W E R R R e » ROEEERRET » DURAERIH R E T S - ZRERRE
3% (Creswell and Creswell, 2018; Crick, 2021) °

— ~ RS E R R

A FELMEZE A TR EH PG BT E 52 - PR SR E 2 AR RIS (Meles,
Huberman, and Saldafia, 2014) » 558 H B AFR AT VNS FE B A FE HH#H /0 7] — 20T
(Nu Skin) B4 % (PRO-PARTNER) [ /A F] «

FHIR ESHEEMRN LR - 2N L2FEREEH A ARE T2 AR
FZE RS LIS B /772 (Singh et al., 2019)' » DAFERE H CLHSSRIHIE - BRI
R HEEZR RAG E B — U A R INE A R AR - ABIFEL
HI R R A T RE - AT 28 4 - HH 2014 FlE—HEZE EIHAEZE
AIABFELE— CETR > 2020) - FIFEH - ZFAFEUZENT (1) Tk
s = ERA R E R 5 Q) EE2EEERFEEEE FELLE 5 3) BLMEALR
R RBEMBIK  WHMEEREARBEM @ fIRZ hERREED - X
INFEITEEREIE R ERSE MRS - BlIa0A R eRmk = EEH iR EAIRRERIZ W E
PHP I AR RS o ARIFFEAE M2 0 ) T s e Bl i U DL - (RSN e (el
NEFERMHERENENT » E—PREAVEER ZIEEE (Robustness) (Eisenhardt
and Graebner, 2007) © Zi§ R (WA F 2 ARG R « PRk 2 -

= R A

TERH RS A | - ARFFTHIC L BB R (Purposive Sampling) » 43 5#t
HRNH  BESEZHNIABEILF A o BRERTEIERZHE (Yin, 2015;
Crick, 2021) » AHfFE2EAGERIL T Merriam and Tisdell (2016) ~ Creswell and Creswell
(2018) B Crick (2021) $EHIHYZ ¥ GRUER] © 25 AVERNE » 59 =2 RHEL 22 Bl
EprgZe it - HEEiNE - 550 e ARBMAEHAF—FL - H A I E R
ERIESIERE R IR S S E A B RS B L P e THERE - F R RARTRE 2
FHEHBEAEHNESE TR - RESSEE - X - iR REEEEE <

1 SEEH 1945 4 EHAR (Nutrilite) 222 A A FIRLE T EIHIEEHIE - HHHpEkE T B CHESHZE
Y HELEECE N B B 91T - R AT TR - RSN DRI ESERE (g & 0FEr
B (R B e GE R S LR g -

2 AHRGE IS ET L R W) AR BRI ST A R AR B P - T A FIRA e dE (N6) B A RN FIRI TR/
fH (P1)

135



How Entrepreneurial Marketing Facilitates Direct Sellers’ Entrepreneurial Process: A Dynamic Adjustment
Perspective

x2 WMEERFHRARNEREHLE

e =
%zéa %P%&D%Eﬁgﬁ%ﬁ%ﬁﬁﬁﬂﬂ I
H% 5 =
[ AvA:Ed 1984 & (1992 FEHEABETE) 1993 &
IBER FAAEE RS EAR SR EREES
zégg W 28 {8 () s 912 (8 (Z98)
20 L 20 BLLE
MRt (S 18 BHER 20 % 0 BAEE (A 18 BHEOR 20 8 - BAEH
EEREAEAREE) EEfRIEAEAREE)
ASE 850 JTHT =8 1000 JTEf=HE
TR EREEER (41 A TEIEER  AREEER (1
DOEEEERE)  BERTER STENEE) | WERBER
(41:agelOC HESMEREN) « (40 BEIHEIEE) AT (40
wEdlm A= =00 )
B W 9L TSR  ABHTSIEE (A0 W L EEER
AT ) B SEEHRE (WEEHS
m O CESEERE (M0 RESH  EE) . ALSEE)
=EE) ) B ERER)

B ERB LR R T T EERRR - DIREIEAER ~ f2E 0 S8 - ik - A
FeZZeiER T AT AHEEBEARERSN - FELL EERERY  FRGER A
FERRIT & AEFERFFERTE 20 — R AR 8 L EAE R B R ET - B AN
BE— o

AhFe DU BB B 2341 (Barbour, 2007) @ HIEEE —F A\ FIMIEHHIEER - BALL
5 65 Y R SR R BN 15 2% B B & L (Vaughn, Schumm, and Sinagub, 1996; Kvale,
2006, 2007) - {EFEELE RS AEMBVEYET L - S B o B A T AREEE
b P E N - BIZEIR AL~ BlZERE B B R RRE AR A ~ BIZEEAE AT TR AR -
BIZEE BRI R S » REAIHTHYEEE B RS AR - )2 B HO W {18 22 225 - (1) &
ST EIZEFEIE S PRI EEE ~ (2) HPEER P AT RERYE B EALE -

HE L WA RERER SRR B A BEHEFEN 2-5F - IEM AR £
THREALR - SRS SRR EE —EN T - B EERE S ZEEH - &

3 ARWHTERL AR Ry (8 5 52 5 E BERGE T R AR - WISEEAERT — 523 B IR E T - el N —
2 EETT OB - WITERIEARTR AT SR ERE  RFRT—5 25 B HEp TR - (ERALAETT (& 5]

R
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BRF g SEE B BB WA TE I - WF9T & @ R R R A T A e H B2 &R
[EE - WHEDAFE R E A T (Sim, 1998) - E R R ERE SR -

FEEERE IR P AV FE A (Moderator) HIfF925 2 —1E(E - &ZWFFCEFR T KIH
ot EHEES  TEERANMAEHEEHEgESE B WMAREHASEEHZE
HEfE EHEEEENF - a2 ATEEMREHaR 1 8 B 2 1k B 2 1 AL g
(Stewart and Shamdasani, 1990; Vaughn et al., 1996) - EEBE[E B3RP L EE B RS
SR MR R N FIE R AR R BEREER T KR — - FEEEE
AR A F] - PR R P TR REE R T - AEE TE IR -

{88 R N F 8 BRI ERHEEE I AWFE BRI —H —FEEhERE - PARK
Hi#& (Narrative Interview) BT GHETT - BEREAZHHEFTERAVSE - BURLAYE
EfiEAFERE (Mishler, 1986; Kvale, 2007) - FbiERLER T =0 A DA EERE BB RH AR 2
HE—FEREAEEIREE S - DS E R ARIECE (Yin, 2015) - DUERSH EHHRE
SEEEHI R ZEFERZARAE (Kvale, 2007) « R 5/ 5 RE T 2 DL FE 5 35 85 5 3R il B R 20
ek ek 5E B As i (LEL B a8 2 fIH (Kvale, 2007) » 5 [WHZ 3 R ERHE - 5T
HHUSFE AT EE A ZEACFE (Brenner, 2006)

TERERIRERHEE o e BRI bk E S E L - o =RE » #85T
Ak /LB - B0 238 VIR kI Ry 45~60 538 - BHak A ke WAET] Ak
BFNG « BB R e S AL B EEE - [ EmMEa R
GFERHR RN ERAIRER] - ZahE 2R ERE - ELIEINEE AT S - 2R
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1. Purpose/Objective

The development of the direct selling industry in Taiwan and abroad has been
accelerating at a remarkable rate in recent years. However, few, if any, academic theories
on the process development of direct sellers have been formulated, and most research on
direct selling has focused on the exploration of business and individual operating models,
as well as sales growth. To explore the dynamic nature of the entrepreneurial process
of direct sellers, this study uses Entrepreneurial Marketing (EM) as a theoretical lens
and adopts a qualitative process method, in which events are analyzed chronologically.
Acting as entrepreneurs as well as marketers in the entrepreneurial process, direct sellers
consistently explore new opportunities, leverage resources, account for risk (Jones and
Rowley, 2011; McMullen and Dimov, 2013), recruit and expand sales teams, and retain
customers in their networks (e.g., Keong and Dastane, 2019). Our study aims to identify
how EM construct levels evolve across the three entrepreneurial stages by exploring how

direct sellers use EM to advance their businesses and customer relationships.

2. Design/Methodology/Approach

To account for the dynamic and complex nature of entrepreneurial process, this
study uses a qualitative process tracing. This study also employs triangulation by using
multiple data sources, verbatim transcription, and investigator analysis to ensure the
validity of the findings. We analyze the data collected from researchers’ field notes, focus
group interviews, one-on-one interviews, archival documents, public news broadcasts,
and official websites of the targeting direct selling companies. One of the researchers

serves as the moderator in the focus group interviews and collects data through a funnel
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approach. Through typical case sampling, we recruit 14 direct sellers from one domestic
and one foreign direct selling enterprise (i.e., PRO-PARTNER and Nu Skin) for semi-
structured interviews, which are audio recorded and transcribed verbatim for the content to
be checked and analyzed. Three researchers iteratively process and separately analyze the
data, and then engage in peer discussion to reach a consensus regarding the data. In short,
we analyze data, match patterns, and develop a model accordingly to examine the ever-

evolving EM constructs and the mechanisms for advancing the entrepreneurship.

3. Findings

This study identifies the three stages of an entrepreneurial process: the rudimentary,
growth expansion, and stable symbiosis phases. For direct sellers, the goal of each phase
may differ; herein this study, we find the goals in the three stages include the breakthrough
of status quo, team building, and team growth. Moreover, direct sellers adjust their
strategic actions regarding EM constructs on the basis of the goals in each stage. Once they
achieve these goals, they proceed to the next stage. Besides, we also find two relational
management mechanisms—optimizing customer relationships and inspiring partnership—
could facilitate direct sellers’ proceedings to subsequent phases.

Viewing from the EM perspective, we discover during the rudimentary phase,
direct sellers are more entrepreneurially oriented than customer or innovation oriented.
Consequently, they tend to take risks and make drastic changes. Despite the uncertainty
involved in starting a new business, most novices are willing to take risks contingent on
a commensurate reward and support from their uplines and the direct selling company.
Such novices seize opportunities, often leveraging their personal networks. However,
they often do not have an ability to adapt selling behavior to satisfy individual customer’s
needs. In other words, in this rudimentary stage of entrepreneurship, direct sellers often
leverage company resources to enhance their businesses and deepen their understanding of
institutions and products; however, value cocreation with customers is rare in this stage.

In the second phase, the growth expansion stage, direct sellers begin to engage in
team building and become more customer oriented to optimize their businesses. They
also dedicate more time and effort to customer relationships by improving services,

communicating efficiently, listening to customers, and interact with customers in a
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reciprocal way. These affective activities based on mutually beneficial exchange enable
the relationship between direct sellers and customers to move from a state of relational
transaction towards mutual dependence based on bilateral commitment and trust.
Relational bonds and shared norms then encourage customers to join sales teams as direct
sellers continue to leverage their experience and knowledge and expand their teams.
Unlike the first two stages, the stable symbiosis stage involves direct sellers sharing
business opportunities and partnering with their customers to drive their teams’ growth.
During this stage, direct sellers strengthen their partnerships with some customers
who then become members of the sales team. To create stable symbiotic relationships,
customers and direct sellers help each other, collaborate, share experiences and resources,
and cocreate value. They also share knowledge, which enables direct sellers to respond
to potential business opportunities, energize their team members, reinforce shared values,

and develop their businesses. In this stage, direct sellers become innovation oriented.

4. Research Limitations/Implications

The findings can help direct sellers and interpersonal-oriented microentrepreneurs
develop business strategies and serve as references for companies implementing training
programs for direct sellers. Entrepreneurs should understand the entreprenecurial stages to
apply the appropriate EM initiative and thereby optimize resource allocation and returns.
In addition, direct sellers can gain partners through customer optimization and foster stable
symbiotic relationships by inspiring partnership. Without understanding relational states
and acting accordingly, direct sellers may be unable to proceed to subsequent later stages
of entrepreneurship.

This study has several limitations that future studies can address. First, because
various EM constructs are involved in each stage, objective measures of changes in these
constructs should be developed and evaluated (Toghraee, Rezvani, Mobaraki, and Farsi,
2017; Schweiger, Stettler, Baldauf, and Zamudio, 2019). We examine direct sellers’
entrepreneurial experience by using multiple data sources, and our analysis is sensitive to
the context underlying the phenomenon; however, the findings may not holistically reflect
direct sellers’ sales performance. Studies should thus include outcome measures (e.g., sale

performance data) to elucidate the causal relationships among EM constructs and improve
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the comprehensiveness of the model.

Secondly, future studies may gain more generalizable findings through a comparison
of directs sellers in terms of their sales performance. Additionally, heterogeneity among
members of sales teams should also be considered to support our findings (Yin, 2009;
Miles, Huberman, and Saldafia, 2014). Furthermore, strong relationships can also
deteriorate over time for any number of reasons (Zhang, Watson, Palmatier, and Dant,
2016); most of our interviewees have engaged in entrepreneurial activities in the 5 years
prior, which may have resulted in a focus on positive relational development. Studies
should observe the entrepreneurial process for longer periods to explore the ebb and flow

of relationships in the direct selling business.

5. Originality/Contribution

This study makes three contributions to EM theory and the literature on direct
selling. First, this study uses EM as a theoretical lens to explore the growth of direct
sellers, whereas other studies have used EM as a lens to explore new ventures, small and
medium-sized enterprises, and corporations and how organizations innovate by utilizing
opportunities, managing risk, and leveraging resources. In other words, most studies on
direct selling have either focused on operational models at the firm level or the antecedents
of individuals’ sales performance; few, if any, have explored the entrepreneurial process
for direct sellers. Second, we examine dynamic changes and initiatives of direct sellers
by employing a qualitative process method and analyzing how direct sellers adjust their
marketing endowments and initiatives during each entrepreneurial stage to achieve their
goals. Thus, this study provides a comprehensive understanding of entrepreneurial growth
in the direct selling industry. Third, we draw on studies on Western direct sellers to
elucidate the same phenomenon in an Eastern cultural context, where relational networks
are especially valued. We thus answer the call of researchers (e.g., Bachmann, Ohlies, and
Flatten, 2021; Poon and Albaum, 2019) to examine how relationships develop in the direct

selling market in Non-Western cultures.
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