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= taAE 7S dido R Adeluufde] wE A guio] shelduide] 717 A
o, AEAFEAA I el mAlE Fs wAskaL stk

Ul Hol oA 7193e] 1359 0 Sl s dido® g AExpne] w4 A
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I.ME

ttebA Al (multi-level marketing) 22
YES A vA® (network marketing) T
4] v (distributor) UEY ] 2|3
A E o Au] A7} 2R} B8 519 vhu) ¢l
Al AF AE= ARPEAS e

A Bl gl g Bels o
3 7194 del ol S FaF g 7}
A v1e) el 4 A% a4ad)

otk (dd+t ¢ 2007).

o del oigk #Ert Ad FeAelx
Eetal dAH o vdAAud-e
deo] o] Eo] g Erh= FAE ¢ 2
t} (Granfield and Nichols 1975, Wotruba
1990; Wotruba et al. 1987, Sudbury 1990).
T olfre v A= AMY S 224
o= HAufjde] Ao thgk =Sio] °Fsv]

o]t} (Pratt and Rosa 2003; Mswili
and Sargent 2001). "/P"rﬁﬂ”ﬂr” Ao Atk

7193 gl Aol T+ ko] glof
ol ke ARE] st} O]*?*Oixlﬂ oL,

ZYd AR EA ol wE njEu]go]
w7 wie] AAlE Aol A w WES
A uAY 717 AgsS st 5 glo
), g FEe djdoe] S mE sX
7] wtel taARE % At} =
2ol F<Qlo] ut} (Pratt and Rosa 2003).
Tgh Aol gk Anjpe] 14
o] wjg- FAAo]7] wiEel dArvjde x4
o 3] FAE TAAE 2= How By

i

a2 4t} (Peterson et al, 1989; Raymond
and Tanner 1994; Kustin and Jones 1995;
Pratt 2000). Raymond and Tanner (1994)

= ARRA AFE Aeldk dedede]
olHsti §l= A sheldvigle] ¥ &
T Lﬁli ol Qlaf =23} Aol thsl
e 2a o el
21 o] H] 5o (sense-making)
A0 A A TAAEE M

oh ShARE om R 7 AdE A olx] sk
FiLES (DA ALl AAEE <
AN = AofsiAY (2)22 ¢ whdshs
BARE AU QAR XI}EHEAE
ZAo] dief whdels FAH AAS F
Aloll AU A gt (Pratt 2000).
cheA e A2 YA olar, o] d A o]

H, o2 el A3 dAvjdor FAH

ZAERE A 4
TEo® (Bass 1990), eldvf<lel &befa
e oisk WA 24 (transformational

leadership)¢] % Q35}t}.

v A Aol A WS gy o] Fad
olfF= =¥ #t} (Sparks and Schenk
2001) zqag %x%o] zzlq.‘— 1:1‘:;] q_p]_
AzxAolA &8 73k Fa3 il
WA gy olgele HE ity i
o 71gelA= fAA Ed-Fat A
A A thek Al Aol = o]y g 9 A A
AL EAEHA gom, webA 3= %
A, i Fe wgs AYA e A9
nj o] atejdufd o2 Apalol ko] F
At & e
geth =4, shelamieaS AAA AHR
th= 71 o]/de] $17F=] (higher-order values)
& Fshe AEke] Astrh Adre]

jg,
)

=
2
o
29
fr
Y
2
P,L‘
N



g Aol wujais AEo] Ayl HHol
AFEANA WS A g Relga Wa
o, AN AEe #AZ ek AL
slF Zleleh M gk AA, WA
Ea ARz shelRvia] Yoot
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filo
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A apeldmidor stols oA4 =
BAA 7HAE Z24dstel WA# 7 (intrinsic
value)& F73tA st ol Aol
A FIHAE Awe AoEs &
Azl

 ATE vhd AR el o] 9]l
Ao WA griido] st o] Aol
nA= S BHete d 53] Uk
WHE A Eu g daeke] @Al g A
T7F BA e, duide o] Fash
oA S ez ¢ Ag7 %8
BaEa A givhs HoA 2 A o
=S oulE AU vk 3 WA
guiydel dig 7€ AF7F FLA Y F
TRk AT m A= JEd 241 E

239 9ol 1 0]
SISk

J

391 ol 91 0]

R

- 7147 A

3} A|AA) A (market orientation)S AT

Aoz AEAdS

el S A
R e i
do] Aol FFE MA= Aoz B Qi

AT A ZHidol F
ate] Bl 9 Al FFE AL o)E
AR SN 2A Ak FPEs Ao
Bl gtk o & 9] Jung et al. (2003)&
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a9 el 4 9
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il 9lo ™, Gumusluoglu and Ilsev (2009)
= WA lﬂﬁ”o Al A

E]H/“Oﬂ gk B 71 AlA A

o] uwhe} thgFetA Hdste] gk gl
owve Hy MY HA EAd 23 E&
it ©]&(Ghiselli 1971; Bennis 1976; Berman
and Miner 1985), Zjtise} F-ako] s 4§
Z 4] 0] &(Stogdill and Coons 1957; Blake
and Mouton 1982), 12|11 A}3to] & (Fiedler
1967; Vroom and Yetton 1973; House
1977; Hersey and Blanchard 1993)0. & &
e ‘:} HAZole 22 A &l
A 719 F AAe] Alstdel wek Wkt
il 701'5.3 = W84 2u 4 (transformational
leadership)ell &gt A7 S E3 Q)
t} (Burns 1978; Bass 1985).

WA 2juie 7he]2mk 2lo i (charismatic
leadership), 7214 2|tj4)(transactional leader—
ship)¥ 37 d&4 2 ids diAstaL 3l
= AEE A Jidelth WEA gy
< Bass (1990)7F Aoz AFE A%

ol
-

A& FH A e

AR A, v e
g SO
4Fe Ewad, 4% Auge 9

o 1

o offt b (H
o

oS B RO A

2

o> M,
o
rorg
i1t
Ac)
>
Y

ot

FA 7= e A o]‘jr (Bums 1978 Kuhnerr
and Lewis 1987). W84 g4y o]&
Maslow (1943)¢] &+ TA|Ae] ztoldd
L35 H&3 Aow WA us P
o nakel &5 EAsIAI7IH ol2fg ¢
HE9 FEeel e Fatsd A4 &
Ao HT} EL i
et o0 I A B = R B A S i
4

23S
&9, 7 E BSAA AMEE VI3E =
stefal sk IHAR gvAdeltt (Burns

1978; A2d= 2001).

W82 g2 t4]e 7he] ~vk(charisma), 7H
WA vl (individualized consideration), #|
2 Z}=(intellectual stimulation)®] A 7}A]
319 AYS FALAE 3} (Bass 1985,
Bass and Avolio 1990). 7}8]2=vbe= 294
Hldel ol &R, 9deF 4” de, A

N
=

] )
1 S oX oF d
o
K
do
el
=
o
oz
o
=3
o 4>

=
o 2 (o o
ftl
il
o,
i
-
%0,
=
in)
o
rl
4
ol
i)
il
=2
X

o

%Eﬁ}fﬂ TO}'T‘;T 0}04%
I ZAAS et 5YAEA 1 (Bass
1990), AF3]A wshed ], AA|39], =)y
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91 2 Zstaeel #AlE 2] Bue A
A, A, olul&R27]H, 7FA] A FH 8
B AA AL S T
(House and Howell 1992).
NEA wie= gt FstEel Al sE A
A4S Zha a5S AlEEta &k
|A g5t As Ex
st s ulsth
F 7HA 84% FEEHE v
oA FHAwst &
romx v v
ZE fRQlel wet s &
WEA wiE = 2u et F
Al el gk wkRztol
stso ArjEese] S3s T8 A
Foll 7]ofste= Q<lojth (Bass 1990).
A& A= (intellectual  stimulation)< €]
t7b F3t2 stola Al gk 14S 5
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ol

o, T oo 4y O 2 oy i X oo
4z lo

E

ool
o

ZIA olsiE et FeldE ST AR
= WHAA FAE webEa FAsE
Aol et 14E Az YFon = F
AEE TS vAE= Zloltt (Bass 1985)
A AFE Fzee s BelR 8o
T 4RE BT sloiM VEe] 55 H
of ol Hrh FoAl #HE Nistes
A=ske, el Al ZAl AL AMEE of
ojtjol & gt

=t} (Dvir et al. 2002; Howell and Avolio
1993; Lowe et al. 1996). 53] Northouse
(200D)= WEA el gk 39719 7]

FATE BAG FIREY JelFT

719 #AIglel WA grqo] ZaA ol
G- IR E e Aow Hast
Adnk FYeME JIAYHE (FeF
2001), Z=AvaFol(x18] 2008), *H-ahe]
a4 (A4, $AT 199) 5 vhde &
ofel A} W& A o] A e F8H
FFS WA= Ao HuEi rk

WA oy 22 9 A #
Ae gaAdzHoME Fae Aol
v Al 2o A 2 o] At shela
njde] Sgu #welo] @y ] wiie] 4
A hat A ofH HARTE
AHA FegS sk T ds ofFE
ARl #AE 7T FoEugRE 2l A

=

of sl thaAlgu] 2 o] A9l A
(Sparks and Schenk 2001), ®& 2 2t 4]
o] 7tA= 542 HAAAE T Tt~
wh EA e, AR oE oW g
HARFFETY 9 2e #aAdS 7Hd Aol

o wgebd el e A,

71 A9 A de] HaEAd oA
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ot (A1gA 9] 1996). T3 AR A Y
[e)

e hAE 7199 Fapeu ok At

A5 7197t Al WS sl 9
2 w3 71ge] gt ARAL FES
R R E R RE R
g BAae AL ourt v

Al (entrepreneurship)< H| 1%

ol FES F3 e Jideltt (Hitt
and Ireland 2000; Busenitz et al. 2003). 7]
A7F AAL 2y 5He A-(AHE A
grii)el™, 7ol #g4 FHHET 7Y
= A FgdA

3 (Schumpeter
1934). B2 A= 7197F AAle] vt

of Al ZEA Aol olsfiEa Uk
(Barringer 1995, Barrett 1995, Morris and
Kuratko 2002, Covin and Slevin 1986). -
AA oz 71947 BAle AAE =Y, A=

=, =R A HH,
Mz 224 &3 5 3AF Ak AX
t} (Schumpete, 1934).
oA 7147k 713 E

O (W

Q4 B EASI, o 8T ATAY
Aol AFAFAOR BN T, ol

t} (Kuratko and Hodgetts 2001). & 7]
7heh ARIAMAE WEA7 = g 3 A AR
o]

skzlo]t} (Kuratko and Hodgetts 2001).
71E A Wy Ad gdalel 7197 4

A3 g o Bue 2 gom
= S

H R4
7197F alel d&FS vHtE AAHS )
I Qo dE 59 Kotter (1995)= &4
Q1 vl 24 el As] FFHol wat
7197F BAle] ddEithar Bal glvk wgh
HaAGAEe] s 94w F7F
o=x 7I7E ABalel FXEvhal 2k
(Howell and Higgins 1990). 7}4 F&&

w3 L AT EE Ling et al. (2008)9]
1527 EJAte] HaAdGAs didez s
Hog orjde WmEE ggydel Ul 714

WAoo g 7197 BAe ARt B
ok AA, WY A o 5 B3
S 7HAek 7197 Al dEds o F,
HuAgdase] =AU} BHF F5H
82 Foto] vAdS AL A HF
S e ddge=mA Fodrbaer g2
244 e#E Jsta 5T FAHS ©]
Fol U s 2wtk B4, WA gy
A Ao Eastel S Sske] 719
7F Al s Fvh 5, ALA AT
A AE A A9 AHEA AY &
AA A RS EleEel A ek A
el =52 F J=F dhar o]z <ld
T8% A Ao wE A4S THHA
HE AdE Fot 7197 BAle H33H

(Zhao, Siebert, and Hills 2005). A A, ¥
S 7H MY A g Fsbel Al Aele]

AET JAEAS Hee S LA
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Hir

< ¥y
A
3hi= Zahra (1996)¢] F78 2 #ehs o]
t}. o]9} FAFSHA Hiller and Hambrick
(2004)8] ATelME FE2 S-S Al

2, o oW
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ol

e
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=
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N
)
o
127
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Mo
o
ol
e
iin)
o
)
2
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Y REE Ayt
ojlty. 7147 A
Holl A F&d SAoltt (Biggart 1990;
Gransfield and Nichols 1975). thetA )
A2 TS AP Haste] & o Sy

I

w Aekatel] &) AEy Au| A7t =
e 553 S4S AY Aok (9
9] 2010). =, vhetAlFdel FA}skE o
ZERHES = o

HAoR F9H7] W&
=<ghloose) #AE 7T
A dow, mepr mxpHo 7 AEEH]
Aall FRA7HEAE w3 st okgitt (Msweli
and Sargent 2001). 3Al(innovation), %473
3 g7](rejuvenation), A2 ‘AYe] HH

o] £Yg swen s 717t GAlo]

otz TrkAdu) Ao taEel FE o
A4 2 FEAoTT & ¢ vk

e R el A A ATl AAE
WA duye sgRiase 97 4
N FHA GFe = 5 Ak 53 A
A Fye] @Asge waAAeh 2
Aze HAL spdster st A7k B
of #34 AFL F + Utk ULl 7%
b GAE chAg) Rl A o sED R
B 14 el Wi 49Ut ohet £9
Fure w19 AR Aol o 2
4aqu}, olstel A HrEREe 7Y
7 AL N9 Agolels folw 1)
Aeke] Bgel e AT

_T‘z}
Bullel 719b Agat FHHA
e B
3. BN 2|EdTt AIFKIEH 7Hof 2|

==
Zoate AR AAE ZE FEH
ANAARe [AAMA Ak 1gla AAsk bk

Sz AFeoldtt (Jaworski and Kohli

1993). Aol Had Fg421 7id

o)
A

R

Fgol wAR TG A

Aol mlate] AR A2

M7y Folste] AFAHRE FESHaL

Yol AWE nFsH 10 uj=
S

£ 41

oo
- o I rin
2 lo fg ook X Jrorfr

v 5o FPA Al onE
s gtk & AZARHE vAYRA
FERtE 24 0 BE A7} 392



of Bt ouE wu Qov, uAe BE
Ao GFL vAE AF L B
e EFsn Adrks HelA meh s

Az /\]ﬂ;q-skxgg —ggj}x]u} T;]/\E.F/]‘:’

2
o] Yth H2EYFHE st vF-ay
z 59 & oigk AEdg

o] o =4S Wy
7 glom, E=gk Ujial
7% (internal marketing) xFelA] t]~Eg]
FEO ARt Ed3 AaE Eol7] flgh
‘:’}74]5‘“”\2 ofgA A% A7t gk
7Fs8t (Msweli and Sargent 2001).
’\]Zc}x]f%“éo Ak g YJEHE 7)¢
o] A& o8 FHUT JE W] Sls 2
T Ao A Qi =AY
 FREoRA HuPFAe el ol
AA 9dFS W=tk (Narver and  Slater
1990). Kohli and Jaworski (1993)& A|%A]

FAol AdFE A= AARFEA HA
95 AA AAgATE T8I Ao
B k. AR aATAE FE
stal AAS-91E FAsH st 7198 H%E
AashE vl Fo3 W dxgE I
B GAe] Fagk AR Zye] vk
AFA GG o] AR A FVe FE
Aol7] wioltt we HuAgxke] Y
Aol AlFA g dFgFS T HATA
=

s/ % A|A]= A 9l Harris and Ogbonna
(2001)3= o] 4 (participative) 1|3 %9
# (supportive) @Al AFAF TS =3
sh= Zo® ®RAskal k. Slater and

Narver (1995)% 9A] Hudgx2] g4l

DUoeh Mot
n 2
E‘/'\
o
6

v
m &
=
oX o
:L%
N D
N
O[_>",
20X
Fkl &)

(B X ox

oo ro
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94 Ggel EAGA BE A5 A
APAE BEAE Qo] B dow
=
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1 gk ol5e WA me A8
il
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-

chA g e AEAQ A 9% 2
Agl7) Sletel A DALTFE A3
o= olshste] WA nAA Trbtok drk
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e SAAFIL A AE A% A
AFstels oled ARARH g BEE
e 53 A9 Fukshl B web
ox3 e E R AP

Schumpeter (1934)+ %2 A o) A
A &A1 9 PLJE Fefehs o=
Atk HEe] 7197 AAlell tigk A
7= Schumpeter®] Aol& +&3te] 7|90
gmet 9E7RE B3 salsald 249

- =
T Tk dE

£-9] Dollinger (1995)+= 7

—
==

l

_1

—

A7F e FI B dfellA ot
s EEshe gl 2AREREeR
Avg3skal 13l Drucker (1985)% 34ls 7]
A7F BAe A% sdelgta Fxsta 8
o edd 7197 B2 AlRe e R
Z87] 98l f19E Arsta galHes 4
ds Slsta Adehs SEdolzta &
T ATt (Kao 19%)

ol#fgt #HS A5k Kohli and Jaworski
(1990, 1993)+= HzHdG#e] 2183y A=
7F AR A d dEEs A
ASS HAFALE Weerawardena (2003) %=
JzPAe] HAuAdIAES Uz A
EAS AAE A, 7197F AAle]l AgAIEE
/\éoﬂ UH-?— ]— ?:5_ 7(4_4 Oﬂ‘d]:i’ﬂ»—o— 63/\]—6’]—1:]—
= e g9t Matsuno et al. (2002)
T frAabel A3E Raglon shaoAx
iatol = ZHA S tide®E 3 ATolA
Aol styetal &

&
ol AR AR F4

N

Q= 719 A
g0l ol 3

dge mAths ol nuHL Ut (&4
% WP 2008, olsk el 7197k Aol
ARG FAGE o] e AT
2 F3el A3l Moy vaARY
o) Wt M A FAL R vt
ABvgle 544 AAFeln AP S
she AtglomA J197h A A9
o AL FEeA ekt Ao %

Hrok webA oy 7R S stk

7197F A3 71473 wheke] dA ek
a}o 7]* AT 7147 Bale] 71973 Hell
SAAQ s nxE= Aow Ky Yk
7197}k ;Q’L% 71947 (Covin 1991; Zahra
1991, 1993), 7194¢] ol&-d= (Zahra 191; Zahra
and Covin 1995; Antoncic and Hisrich 2001),
A (Kuratko, Ireland, and Hornsby 2001),
2gE T AH) 2~ AE(Zahara, Kuratko, and
Jennings 1999) 53 T4 AU BAE P
Ue Aoz WAL k. 53] 7197t
A 719483 o] #AE g 4k
of A @A FAH vk HellA
g A Qe e fFARE 237t v A
o7 Gﬂzﬂ‘:}.

“%*301 7]%”#—% ARsh= vl Fast
f221ds ¥elal vk Narver and Slater
1990 AgAGAel 719e] Fogel] 3
AR S AL AeS Flskar ok
Kohli and Jaworski (1993), Slater and Narver
(1994), Matsuno et al. (2002)2] AZ<-ol
HE AgAGHe] 9Tl FAH
e vAE Ao s gk o4 7]
£ APAAS welsh BEA 2Ae ol
ok 2o shel ML
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44 Selmiele] 7197k ek stelzle
of APgHGAE TR A YT

u

a5 shslaglel 717k Agre ssln
shgle] gale} FAAQ WS Wtk

A6 shelmEiasl ABAGE S sl

o] et FAAY WAE weth

A gHARe GRS

A& A2)E e A Es W
oR AwA wlae] oA o] 54, 6l
& AWsty Ay HAS AR F
Aol Ads gwdl & s dwska A
TE AAske AR 13857 slE gl
W, ole #AAT SHS @ 375 Alejsa
13545 Aol ol gstalth. A ol A]
Bl 28 717 oF 9 dolglek

2. /idel E3EE

il
Mo
BN
>
2
el
i
i,
i
rln
g
4
it
rlo
N
2
>

&)

[}

=

ek Eel/mlsel A4

m
By

7 Xé AN

< Bass(1985)7F 7l¢g ML
Leadership Questionnaire
Ak F 2270+ T WFA gyl o
AxA Fhe)avb= 137 £, A w
de 671 w3, AAASS 37 ZFolth
A2 &4 (MRK)S Kohli, Jaworski, and
Kumar(1993)el] ¢]&lf #A|A1E 2 %=21 MARKOR
o 207 BFE SAlel Ageng

= >

=2 A8l AW AZ(intelligence generation),

d =
a =

fo & o

filo
offt
%
i
ol
ol
ol

A B E(intelligence  dissemination), ¥H
A Al (response  design), W22 3 (response
implementation)?} ¥##A ¥ 2218 ZH 3T
7147} 412 Matsuno, Mentzer and Ozsomer

T
(2002)0ll efsf AR 97 £EFES v

Ardell BHA s Ak Fa4, 9%
T, sEAN BEd B3 8 4
At sheldvile] A= soAdat 4%
4 5 ol@d2008)0] &8 AFH g
o} BEw ) FFor =Ash 7 )

o et &A1z Q 91 FA(exploratory factor
analysis) 2%}, 7|dje} 28] F5% 8219
7F Al AZE obd 7R
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2 sulets o5 el FuASI 2 A% A 20BN B89 SR T
At owd kel vEA Uehg 4 vk A9 B4 ds) <E 1>A e o] 2 )
ol MLQE Z&dlel auile Z4am  de ZHNSE BAAAYS e o=
Qe 71FE ATl E3 BAF 5 Aot FAHAth e Az AFAG] 4
=l FE4 2002) HAE3 AXNAES5 AHA¥IL wRAA2,
HESA A3, Whg2dg18 whs-Adl9 ke
(2 1) LAY 2 AN 24 Zot
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o Fhe] =vls 798
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= H 216 912
vl & 8519 .880
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EERES i e Y 4,084 68063 0.904
vl e &Y -517 752
vl & &Y -5-22 730
EREEP) 911
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= 2141 .806
7} AR5 812
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AP 722
3 548 834
& 54 547 820 1.891 63.037 0.689
55749 723
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e AW AE4 802 o -
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AR =6 667
A A BFES 831
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o LOUC
aF A BFE9 692
3 }o 2
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A 523 7)1 870
ES X123 )0
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(2F 2) MEHS7Ie| BEE

A o] o] Fol Tt
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Gerbing (1983)¢] A|A|gk Axlol] wle} LISREL

8728 ol&d FFaEMs B3I RE
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M F ARAETE 1=
. 3t
o - <}sj
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::cj_]—%g}_oﬂ];]_ zﬂo]:tjtﬂ_/] ZX473J/]_-— X27Lo]
80.40, df=35, p=0.00002, RMSEA= 0.098¢]
gom, Ak 39 2487
o] 57.79, df=32, p=0.00345, RMSEA= 0.078
om FAHUY. F wd
261= AF% 3904 794 OJ Hnow &
A9 WA A e BEggye
AYe Aoz elE,

,/

k-2 Al

Chi-Bquare=57.79, 4£=32, P-+value=0_00345, RMBEA=0_075

£ ABEIMIR AL AopRE)
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Adom foldel Hoz vehtot (x2
=132.625, df = 71, p—value= 0.00001), 1}H=]
APE A5 gAw wEa Frol

(GFI=0.876, AGFI=0.817, NFI=0.893, NNFI=0.930,
CH=0945, TFI=0946, RMSEA=0.030, RMR=0.080).

Ax11

\
N\,

& =) Y31

194714

Al sk

=0.253, t=3.195), st¢jujde] 719 7+4
kol = p=0.10 Fa oA Fo2¢l g3k
o] vl &
B )\ygg/f
/
/ H] 34=9)
Ay9;

}\XZI\ =
i ey NS S B!
/

Ax31

=
£

} L(error term)# 2P7<H1r651dual)~ "L"/]"ﬂ/‘i %E@F
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}-0 O_u

<E 3>E FREYoAM Y FAAF} &)

I AGe -3k gl B spd e 2o
& HoFI gtk A deldnele] WY
A ZEAL p=.10FFl A Ao #HA<]
FES A Z= Ao T eSO (731

= —0.071, t= —0.747), wepA <IHd 1>

A= Ao YeRdt) (v,=0.154, t=1.923).
web <7FA 28 <7HA 3>L

A A= A

ok
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>4 AT AR
Favs! Jh e _ 1o =
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7M1 | BYA YA -> (+) A a Y31 —-0.071 0.095 —0.747 77}
7Hd 2 | e gud -> (4) 7197 AE | 0.154 0.080 1.923 A<
7 3 | WEA gy —> (+) AR Va1 0.253 0.079 3.195 A
M 4| 7197 A —> () AR Ba1 0.732 0.212 3.445 A
ba 5 | 717 e —> (+) A Bs1 0.143 0.261 0.548 7\ 7}
Hd 6 | AARAE —> (+) 4T Bss 0.423 0.194 2.181 A4
F}e] 2=m} Ap11 1.0 b - - -
kS P ; ;
PN A A= Aol 0.935 0.053 17.806 -
HEEES Apa 0.875 0.058 15.086
A A1 1.0 b - -
N7 T an gy N
Jel o . 21 0.512 0.189 2.713
=54 Ays1 0.830 0.224 3.707
BRF= Aya2 0.886 0.106 8.331
NG | BEFE Ays2 1.0 b - -
g Wr--A17) Agea | 0.930 0.106 8.799
Elaai] Ay7o 0.974 0.105 9.244
) woj) & Ayss 1.0 b - -
s Hlﬁ#%‘ Ayos 0.969 0.097 9.956
71 oiml = Ayto.3|  0.583 0.095 6.143
U7t Ayi1,3|  0.396 0.099 4.012
a 2HQr ¥E g, b 1w 24" @
shgldulglel V17 e ARG B4 <M 6> AAET
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o2 yehytoen (8,=0.732, t=3.445), u} nAlE Aer A" AW ide AR
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o] 7197k ko] kgl A Atk 07| mw, b A g el Bk
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e Aow yehta o] (8,,-0.143,  SHIsmile] Aol mA= GFe] oA
t=0.548), <7HH 5>% Z|zsta gk vy 1A S AeR dEhhal /AL e
stoz steidvilel ARAFHe sqw T FelHd dlew vEua o =
mele] Aule] folFel deEs mA= A Z197F Ao Agelw FEAe] A¢
_ 2~z s o) _
0% UERtom(8,-0.423, t=2.181), np  p=006 F=eIA, I Etel A p=0.10
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M Qo e e, A7
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A7 LR A2 A 719714 A&
TENE =35y HH ey =3y &y =8y e
0.366 0.113 0.732
A A & 0.077) ° (0.064) - - (0.212) -
4721¢ 1.765 3445
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Z197H4 A% | (0.080) - - - - -
1923
0.106 0.177 0.423 0.452 0.310
A 3} (0.087) (0.060) (0.194) - (0.203) (0.160)
1.213 2.956 2.181 2.227 1938

v. 42 9l 9] th Aol gk o w| o (sense-making)
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WL Q4] B WA 23 e

& wwl] AEAS geARmAel 4 moy maasiz mojmy st A
Sl S vl ele] Gl FASR gguge speiBugel chaBulel o
Aol izt 2ud w55 Fs A 5 BAA 0 AS 7T 9 2AA
oF eAE sl Aol waste  gug gesin p4Y Anadozyy
Ao wiE FWstal vk AAR td selmm e Aa] w5 s) (Pratt and Rosa
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A SR & el g TA AT HE g B 489 AdRge AT
Ak webA  divkge] oA 7] o, Sl BE olsiet wHE Ea A
ALl el AEes Sl skl 24 Qe sta, Al Aol FEEA
o4E WA 7| B2 A AeS oly WUl =o HIEZ HHHEE =gsic)
sheltvl el e afe] ARG (Florence  (Sparks and Schenk 2001). 4912kl 1]
2003). ojelg = thekAld =4 el AT

e AR A el ole] AR A2 3 29 m s (strong culture)E HAFA S
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et Fod Jue Bo ol FH5h,
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sl 7| A= Y SR e}

o BAZE B A HEA = o=
Rog ®usta k. dF o, g
AL S Aol G mAAT A0
A FEFES VMAA B= e B
9o (Hughes and Morgan 2007; Michael



52 {TA7 153 3%

and Combs 2008, & 2008, ©7]&

=
juivy
ro, ©
N
ins
N
N
0y
O ox
o
o
=
N
i lo
2
o
[o
o L

o] 2
Morgan 2007), ¥
o] AlGA & %

=
of Ao F

a1 2t} (Kerr and Jermier 1978; Kerr and
Slocum 1981). W2 2lH|4 A+-7}F o] &4
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Q771 Bast @ Aelrk
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AZ 3] (2008), “©Y, 2AWATF] H AN
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O 27 PIMEXIF 16(4), 1-40.
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Abstract

Successful management of distributors is crucial for the success of multi-level
marketing (IMLM) because MLM sells products and services through distributor networks.
The present study examines the impact of the up-line distributors’ transformational
leadership on down-line distributors’ entrepreneurship, market orientation, and
performance. The proposed research questions were examined based on a survey of 135
down-line distributors working at the largest domestic MLM company. A mediation
mechanism was found that the up-line distributors’ transformational leadership increases
the down-line distributors’ entrepreneurship and market orientation, which in turn
influences their performance. Based on the findings, the present study suggests the
importance of transformational leadership in MLM. Practical implications for the roles of
transformational leadership and its impact on corporate management in specific business

areas are also discussed.
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1. Introduction

Multi-level marketing (hereafter MLM) has a problem of employee’s high turnover
although the importance of managing distributors is greater than in other business types
(Granfield and Nichols 1975; Wotruba 1990; Wotruba et al. 1987; Sudbury 1990). Primary
reason for this is that the distributors’ organizational commitment is low due to the
very nature of multi-level marketing (Pratt and Rosa 2003; Mswili and Sargent 2001).
In MLM companies, compared to other types of companies, no physical workplace
exists, which results in the low level socialization of the distributors, and because sunk
cost is low, distributors may easily quit business relationships with network marketing
companies. Also, because most of the distributors has other occupations, they invest less
in time and efforts for MLM (Pratt and Rosa 2003). In addition, consumers’ attitude
toward MLM is in general negative and therefore, distributors’ organizational
identification is low and sometimes negative (Peterson et al 1989; Raymond and Tanner
1994; Kustin and Jones 1995; Pratt 2000). Therefore, in MLM, leadership is more
important than in other business areas. In particular, transformational leadership, which
is the type of leadership that changes organizational members’ attitude and motivates
them to achieve organizational goals through providing more power and autonomy, is
highly evaluated (Bass, 1990).

2. Literature Review

Theories on leadership have evolved to various perspectives such as individual's
trait-focused approach (Ghiselli, 1971; Bennis, 1976; Berman and Miner, 1985);
leader—follower interaction approach (Stogdill and Coons, 1957; Blake and Mouton, 1982);
and situation-oriented or contingent approach (Fiedler, 1967, Vroom and Yetton, 1973;
House, 1977, Hersey and Blanchard, 1993). Recently many scholars focus on
transformational leadership theory because its emphasis on innovation and change
(Burns 1978; Bass 1985, 1990) as the competition among companies becomes severely
strong in today’s globalized world.

Compared to traditional leadership theories that emphasize the transactions or
exchange between leader and followers, transformational leadership is the one that

boosts followers’ and organization’s performance through actualizing followers’
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individual potentials by helping them realize their self-efficacy and values (Burn, 1978;
Kuhnerr and Lewis, 1987). Transformational leadership consists of charisma,
individualized consideration, and intellectual stimulation as conceptual components (Bass
1985, Bass and Avolio 1990). Charisma provides vision for future to followers through
transcending vision, ideology, and heroic actions and makes followers identify with
leaders through acting as a role model (Bass 1990; House and Howell 1992).

Individual consideration refers that leaders help followers learn the sense of
responsibility and initiative through taking care of each individual follower with
consideration, trusting and respecting them. Individual consideration improves an
organization’s performance by improving followers’ satisfaction with leader and own
sense of self-efficacy (Bass 1990).

Intellectual stimulation refers that leader help followers gain better perception of a
problem, analyze the problem from a new perspective, and take a new direction for
problem solving (Bass, 1985). Thus, leaders with an emphasis on intellectual stimulation
help followers learn and adopt creative perspectives in analyzing and dealing with task

situations beyond conventional criteria.

3. Research Model and Hypotheses

3.1 Research Model

Presented in <Figure 1>, primary question in the research model of this study is an
examination of the relationship between transformational leadership and down-line
distributors’ performance. In particular, this study proposed an hypothesis that up-line
distributors’ transformational leadership influences down-line distributors’ attitude and

behavior, which in turn affect their job performance.

3.2 Hypotheses

Previous studies show that transformational leadership has positive relations with
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followers’ attitude and organizational performance (Dvir et al., 2002; Howell and Avolio,
1993; Lowe et al., 1996). Considering the nature of MLM of which primary characteristic
is to achieve high performance through the understanding and consideration of individual
distributor (Sparks and Schenk 2001), transformational leadership composed of charisma,
individual consideration, and intellectual stimulation is hypothesized to a have positive

relationship with down-line distributors’ performance level.

Hypothesis 1: Up-line distributors’ transformational leadership would be positively

associated with down-line distributors’ performance.

Since the distributors working in MLM perform their job independently and their
relationships with companies are relatively loose, they need strong entrepreneurship in
order to survive (Msweli and Sargent 2001). Therefore, entrepreneurship that emphasizes
innovation, rejuvenation, and adoption of 'new game rules’ is necessary for the MLM

distributor. As a result, the following hypothesis is proposed.

Hypothesis 2: Up-line distributors’ transformational leadership would be positively

associated with down-line distributors’ entrepreneurship.

Transformational leadership provides followers with a sense of belongingness,
commitment, inspiration, and intellectual stimuli (Menguc et al. 2007). Market orientation
is an key organizational capability that can be obtainable through such leadership.
Especially, Narver et al. (1998) claims that it is not possible to create market orientation

without transformational leadership. Thus, the following hypothesis is proposed.

Hypothesis 3: Up-line distributors’ transformational leadership would be positively

associated with down-line distributors’ market orientation.

MLM is primarily required to access to customers by actively understanding their
needs in order to obtain a leading position in market. However, this kind of market
oriented corporate activities requires willingness to take a high level of risk taking
(Slater and Narver, 1995). Thus, risk-taking entrepreneurship is an important factor to
learn market orientation (Hult & Ketchen, 2001). Furthermore, it is reported that the
market orientation plays an important role in determining company performance (Narver

and Slater, 1990). On consideration of this, the following hypotheses are proposed.
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Hypothesis 4: Down-line distributors’ entrepreneurship would be positively associated

with their market orientation.

Hypothesis 5: Down-line distributors’ entrepreneurship would be positively associated

with their performance.

Hypothesis 6: Down-line distributors’ market orientation would be positively

associated with their performance.

4. Sample and the Data Collection Procedure

All variables used in this study were measured by using 5-point Likert-type scales
ranging from ’absolutely disagree’ (1) to ’absolutely agree’ (5). Transformational
leadership was measured by the 22-item MLQ (Multifactor Leadership Questionnaire;
Bass, 1985), which consists of three components (charisma, intellectual stimulation, and
individualized consideration). Market orientation (MRK) was measured by the 20-item
MARKOR (Kohli, Jaworski, and Kumar, 1993). Entrepreurship was measured by 9
items developed by Matsuno, Mentzer and Ozsomer(2002). Down-line distributors’
performance was measured by a 4-item scale to assess financial performance
developed by Lee(2008). Research data were collected through a survey conducted at
two distribution centers located in Seoul and Kimpo with down-line distributors working
for MLM company XYZ. A total number of 138 questionnaire was collected and 135

questionnaires were used for data analysis except three incomplete questionnaires.

5. Results and Discussions

5.1 Measure Validations

In order to examine the discriminant validity of the measures, a confirmative factor
analysis using LISREL 872 was run with the procedure suggested by Anderson and

Gerbing (1988), in which the chi-square difference value between the constrained model

and the unconstrained model was tested. Fit indices of the constrained model were x2
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=80.40 (df=35), whereas those of the unconstrained model were x2=57.79 (df=32),
showing that the two models was significantly different ( x2=22.61, df=3). Therefore, it
was examined that latent variables used in this study had a discriminant validity for

the subsequent test for the structural model.

5.2 Hypotheses test

<Figure 2> presents the proposed structural model. Considering the fit indices of the
structural model, x?2 value, which is highly sensitive to the sample size, was significant
( x2=132.625, df = 71, p=0.00001), but other fit indices were at satisfactory levels
(GFI=0.876, AGFI=0.817, NFI=0.893, NNFI=0.930, CFI=0.945, IFI=0.946, RMSEA=0.080,
RMR=0.080). Therefore, the proposed structural model was accepted with minor
modifications. <Table 1> shows the path coefficients of the structural model, t-values,

and the results of hypotheses test.

6. Conclusion

The present study found the mediation effect that up-line distributors’
transformational leadership influences down-line distributors’ entrepreneurship and
market orientation, which in turn influences their performance. Based on the findings the
following implications are claimed.

First, it was found that transformational leadership is significantly important in the
context of multi-level marketing. This finding supports Bass(1990) and other researchers’
argument that transformational leadership increases organizational performance by
transforming followers’ faith, action, and value system. While no previous study has
examined the effects of transformational leadership in the context of multi-level
marketing, the present study provides knowledge on the mechanism how transformational
leadership influences down-line distributors’ performance in an indirect way by examining

the mediating effect of entrepreneurship. An implication from this result is that the
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transformational leadership is highly recommended in MLM context, in which down-line
distributors’ individual initiatives, vision, and innovative propensity are strongly required.
Secondly, this study showed that the effect of transformational leadership on
performance is also  mediated through market orientation. From this result, two
implications can be discussed. The one is that, as revealed in many studies on market
orientation (Kohli and Jaworski, 1993; Harris and Ogbonna, 2001; Menguc et al. 2007),
collecting and sharing market information and building corporate policy to support such
efforts are highly required. The other is that in order to boost down-line distributors’
performance level through leadership management, a leadership strategy more
effective in market orientation (i.e., vision provision) is highly recommended than

all-around leadership strategy.

Thirdly, it was found that down-line distributors’ entrepreneurship did not increase
their performance. This finding is not consistent with the previous findings that
proposed direct relationship between entrepreneurship and performance. Findings from
this study suggest that the three components of entrepreneurship (innovativeness, risk
taking, proactiveness)(Covin and Slevin, 1986; Barringer, 1995, Barrett, 1996) may have
separate relations with performance. For example, this study showed that innovativenss
and proactiveness had positive relationships with performance, whereas risk taking did
not (Hughes and Morgan, 2007; Michael and Combs 2008; Koo, 2008; Park, 2009), and
this finding is consistent with the claims that entrepreneurship influences performance

indirectly through the mediation of market orientation (Yoon and Park, 2008).
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Footnote 1: Values of the observed variables are the sum of measured items except performance.
Footnote 2: For simplification, the error terms and residuals are not presented in the figure.
TFL: transformational leadership of up-line distributors

ENT: entrepreneurship of down-line distributors

MKR: market orientation of down-line distributors

PER: performance of down-line distributors
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(Table 1) Results of Hypothesis Test

Hypotheses Paths i z;t;;t:g St:ﬁgjsrd t-values refjlt ts

H1 TFL —> (+) PER * Y31 | 0071 | 0.09% -0.747 | rejected

H?2 TFL -> (+) ENT M1 0.154 0.080 1.923 accepted

H3 TFL —> (+) MKR Va1 0.253 0.079 3.19% accpeted

H 4 ENT -> (+) MKR Ba1 0.732 0.212 3.445 accepted

H5 ENT -> (+) PER B3 | 0143 | 0261 0548 rejected

H6 MKR > (+) PER Bss | 0423 | 0194 2181 | accepted
Transformational | charisma As11 1.0" _ _ -
leadership intellectual stimulation Aro1 0.935 0.053 17.806 -
(TFL) individualized consideration Az | 0875 | 0088 15.086 -
innovativeness Ayt 10" - - -
Entreg;ﬁ];‘;“hip risk taking Ayar | 0512 | 0.189 2713 -
proactiveness A y31 0.830 0.224 3.707 -
intelligence generation )\1/42 0.886 0.106 8.331 -
Market orientation | intelligence dissemination )\?/52 10° - - -
(MKR) response design )\y62 0.930 0.106 8.799 -
response implementation )\y72 0.974 0.105 9.244 -
relative sales Ayss 1.0° - - -
Performance relative profitability Ayos | 0969 0.097 9.956 -
(PER) relative revenue Aoz | 0583 | 0.095 6.143 -
revenue growth )\yll.3 0.396 0.099 4.012 -

a: The directions in the parentheses are the hypothesized ones.

b: Parameters constrained at 1.0.




