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Mobile Social Networking and Salesperson Maladaptier Dependence Behaviors

Abstract

This study investigates technology dependence esedavith the work-related use of
mobile social networking (MSN) by salespeople. Alsdor maladaptive technology
dependence behaviors (MTDB) is developed and eoatliyivalidated using survey data from
242 mid-level sales managers in the US. Persombjcdnrelated antecedents, as well as
consequences of MTDB for sales outcomes, are ammiaed. Results suggest that emotional
attachment to MSN and perceptions of its greaferddinces for task accomplishment may lead
to maladaptive behaviors of overreliance on MSNdbrcompletion, blind trust, cognitive
absorption and dysfunctional use. These assocgimnease in organizations with competitive
psychological climate. Findings also show that gSN for prospecting does not lead to
maladaptive dependence, as opposed to usingdui&iomer relationship maintenance.
Salespeople using MSN for relationship maintenaxtebit more maladaptive behaviors if they
experience work-related role stress. Finally, sgeple who exhibit MTDB are less likely to
complete their assignments and participate in teaw hese findings provide tools for
organizations to develop technology use policiesjgh sales training, and enhance the work
environment. Future studies can examine dependeaniethers types of technologies (CRM,
marketing automation, etc.), and in other contéodine retailing, social media analytics, etc.)
Highlights:
- A new construct of maladaptive technology dependdiahaviors (MTDB) is developed
- Media system dependency theory is used to proptssoaetical framework
- Antecedents and consequences of MTDB are testie icontext of sales profession

- Practical implications for organizational use ofbile social networking are offered
- Directions for future maladaptive technology reshare suggested

Keywords: Mobile Social Media; Professional Sales; Maladapiiechnology Dependence;
Technology Addiction, Dark Side of Social Networgin
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1. Introduction

Sales and marketing professionals increasinglizatgocial networking applications to
gain better access to customers, analyze and ¢sdher needs, obtain referrals, and to identify
new revenue sources (Agnihotri et al., 2012). Mohitcess to consumer social networks via
smartphones and tablets offers salespeople adalifotemefits of real-time communication and
personalization of customer experiences, as wealpasrtunities to provide relevant time-
sensitive and location-based services (Giamancdzaadoire, 2012; Magedanz and Simdes,
2009). However, along with the opportunities fosipiwe impact on sales effectiveness, issues
such as inappropriate technology use, technologyuse, and technology dependence may
arise, undermining organizational efforts to adbpse emerging technologies for better
performance outcomes. Furthermore, the boundanyrspa role of salespeople who facilitate
connection, communication and coordination botlniwwithe company and between the company
and its external stakeholders, makes detecting teatimology abuses especially challenging
(Kusari et al., 2005).

Therefore, ensuring that mobile social networksmgsed efficiently, by the intended
users, and in a manner that contributes to stiateyl operational goals of the firm becomes an
issue of critical importance (Agarwal and Karahagr2@00). Not addressing this concern may
negatively impact sales outcomes and organizatipedbrmance. The fact that many
organizations have not yet developed policies l@srgoverning the use of mobile technologies
by their sales force, emphasizes the imperativentterstand causes and consequences of
undesirable behaviors and ways to prevent themdq@er2010).

While previous research addressed issues of teagnabuse in the workplace (Genova,

2010; Young, 2010), no studies to date have assessebecomena in the specific context of



ubiquitous mobile connectivity between boundaryrsiiag salespeople and the continually
evolving social networks of customers. This contextnique in that salespeople working in the
field increasingly rely on mobile technology, whiishnot subject to direct supervision or
monitoring. This universal penetration of socialdiaeand mobile technologies into sales
practice leads to blending the spheres of workerdonal life, necessitating a dedicated
research effort to a) identify and measure undek&rand detrimental technology-related
behaviors by salespeople in the realm of mobiléasoetworks, b) determine personal and
environmental factors that engender such behawaois ) evaluate potential consequences of
such behaviors for the sales outcomes.

This study draws upon the Media System Dependehepfly (Ball-Rokeach and
DeFleur,, 196; Ball-Rokeach, 1985) to explore maladaptive mobile tetdgy behaviors in the
sales context. In particular, we seek to identigladaptive technology dependence behaviors
manifested by salespeople in the process of usolglensocial networking for work and to
examine their personal and job-related antecedastsell as their consequences for sales
performance. In this study, mobile social netwogkiMSN) for sales is conceptualized as the
use of mobile (e.g. smartphone or tablet) intedaoeengage with networks of customers and
prospects via external to the company social mgidithorms (e.g. Facebook, LinkedIn, etc.),
with the goal to facilitate the sales functioncommunications, transactions and relationship
building (Andzulis et al., 2012). MSN maladaptivepeéndence behaviors (MDBSs), in turn, are
defined as manifestations of excessive and undéedrimteractions with mobile devices and
social media platforms exhibited by salespeopklaénprocess of using MSN for work (Ball-
Rokeach, 1985; Caplan, 2002). Specifically, this study contributes to the litena by:

1) Developing a construct and a measure for MSN MDRbwalidating it in the sales context



2) ldentifying and assessing the effects of persondljab-related antecedents of MSN MDBs,
as well as moderators of their effects
3) Assessing the consequences of MSN MDBs for salsespgob performance.

We accomplish these goals by developing and testitmnceptual model of antecedents
and consequences of maladaptive behaviors, ustagcdlected via a survey of 242 salespeople
employed in the United States, in service and nmantufing industries. The remainder of the
paper offers theoretical development of the researadel and hypotheses, describes data
collection and analysis methods, reports the resaitd discusses theoretical contributions of the
findings. Based on the research findings, theaktontributions, recommendations for
managers and future research directions are provide
2. Theoretical Development
2.1. Media System Dependency Theory and Technology Depince

The Media System Dependency Theory (MSDT) (Ball-€awh and DeFleur, 16; Ball-
Rokeach, 1985) posits that individuals and groubseae their personal and collective goals by
relying on certain media for informational and sbcieeds. Greater reliance on media to fulfill
goals leads to greater importance of media fouier, potentially resulting in media
dependence. At the individual (micro) level, thepdndence can be identified and measured
with regard to a specific medium. Three generagaties of technology use motivations are
responsible for media dependence, including unaledstg (obtaining information and
knowledge through the medium), orientation (acagiskills and accomplishing tasks using the
medium), and play (enjoying entertainment and raiax through the medium) (Grant et al.,
1991). These goal categories are not mutually skabiand a single medium can satisfy more

than one goal (Ball-Rokeach and DeFleur, 1976). M&Bs been previously applied to examine



dependency relations with mass communication cHarsueh as television (Grant et al., 1991),
newspapers and radio (Loges, 1994). It has also &epirically tested in the contexts of the
Internet (Patwardhan and Yang020Sun et al., 2008) and social media use to explain
maladaptive user behaviors (Yang-Hwan, 2008). kample, Sun and colleagues (Sun et al.,
2008) applied MSDT to Internet dependency and sdaat some users become dependent on
the Internet as a source of information, entertaimimnand interpersonal connections. Yang-Hwan
(2008) applied MSDT to study how social media usates problems with respect to the
motivation of college students. They found thatudes and intentions to use social networks
for entertainment and information gathering purgasay result in more positive attitudes
towards social media, which in turn leads to gnemitentions to use social media technologies
and can cause dependency. However, no studiesattavepted to ascertain the role of job-
related objectives in conjunction with personaldas in engendering maladaptive behaviors of
professional salespeople who use mobile media Gk wsiven that mobile social networks can
easily blur personal and professional domains atidfg informational, orientation and play
objectives at the same time, MSDT can be instruatémiexplaining how the job requirements
to acquire and connect with customers may combitie personal needs to develop
relationships and enjoy social interactions, legdmpotential maladaptive behaviors among
boundary-spanning salespeople.
2.2. The Construct of Maladaptive Technology Dependenc8ehaviors (MTDB)

Technology dependency, defined as excessive atwhtmolled interaction with the
technology devices and software (Caplan, 2002yukeatly results in dysfunctional behaviors
characterized by the urge to seek technology aedt @ the expense of other important

activities. This can be observed in the work envinent when users become increasingly



dependent on computer-related technology and faabéd and confused when their computers
break down or when the Internet is disconnectegd&ea, 2001). Other potential negative
consequences of technology dependency include pigibal outcomes such as depression and
social isolation (Caplan, 2002). The focus of gtigly on maladaptive behaviors (as opposed to
attitudinal or psychological aspects of dependeseh as technology addiction), is determined
by the following stipulations: 1) behaviors aretbetmeasurable and addressable in managerial
practice, providing greater relevance to the resesrsultsand 2) emerging MSN technology
offers uniquely novel use opportunities and mayb®explicable by the existing psychological
addiction perspectives (Essig, 2012), primarilychese MDBs may not rise to the level of
addiction (Beard and Wolf, 2001). As such, thiseistvgation seeks to identify and categorize
MDBs manifested by salespeople in the processingudSN for work. MSDT also suggests
that dependency is conditioned by both the usewsr@nment (e.g. work settings or job
requirements) and by individual differences (BatikiRach and DeFleur, 1976). According to
MSDT, these antecedents in combination may leadaiadaptive behaviors manifested by
unbalanced use of technology and potential log®ofrol(Ball-Rokeach and DeFleur, 1976). A
user is believed to be dependent on certain resswvben the attainment of goals or satisfaction
of needs by the user are contingent upon thesdfispesources (Ball-Rokeach and DeFleur,
1976). MDBs are manifested in the work context whsers are excessively dependent on
technology, have difficulty functioning professidigavithout it and experience a compulsive
urge to seek technology (Seppala, 2001).
2.2.1. MTDB Dimensions

The four proposed dimensions of MTDB include: dtge absorption, dysfunctional

utilization, blind trust, and overreliance. Thespects reflect both the users’ salient behaviors



and their subjective experiences with technologyaval and Karahanna, 2000). It is important
to note that new technologies (such as MSN) magspecially relevant for studying
maladaptive dependence behaviors because thebigrgtaus, pervasive and interactive. These
characteristics of new digital technologies maylleausers’ deeper cognitive, affective, and
behavioral involvement, resulting in deeper techgglimmersion with more prominent
manifestations of all four MDB aspects.

Dysfunctional use refers to the salesperson use of MSN technologypmwork related
activities such as gambling, games, multi-mediaisgadating, pornography, and chatting. Such
activities may constitute a waste of work time, veas instead of focusing on clients and their
needs, the salesperson is entertaining him/he@edfreliance denotes dependence on MSN
technology to such an extent that a salespersoot igble to complete his/her work if the
technology stops working, thus resulting in semsegtiof anxiety and vulnerability (Shu et al.,
2011). This might negatively impact productivitychese the salesperson sees the mobile social
network as the only tool to get work done, possieading to low creativity in dealing with
customers. In addition, technology problems coeédllto work stoppageBlind trust is the
salesperson’s unwarranted confidence in the efftgiebenevolence, and reliability (Benbasat
and Wang, 2005) of MSN technology. A salespersardcpossibly have strong confidence in
information collected via MSN, irrespective of whet it is actually correct or useful. Such
excessive belief and faith in the integrity of infation gathered from MSN platforms may
cause a salesperson to not look for alternativecesiCognitive absorption denotes the user’s
feelings of temporal immersion, as well as heigateenjoyment and curiosity (Agarwal and
Karahanna, 2000). In the state of cognitive absmmpthe user’s judgments and faculties

become less effective in the technology use expegieand may even be temporarily suspended,



and the user’s assessment of physical surroundingsand even self-perception become
misleading due to temporal immersion (Agarwal ardadkanna, 2000). This is further
exacerbated by heightened enjoyment and curiogiytal pleasurable interaction with the
technology (Agarwal and Karahanna, 2000). Therefmognitive absorption could negatively
affect the salesperson’s time management, causspgogortionate focus on tasks requiring
technology use, while disregarding other relevahtgctivities.

While these aspects appear to represent the doofcemaladaptive technology dependence
behaviors (MTDB) well, presently no construct exiti specify and measure these constituent
dimensions, or to understand the nature of th&tiomships within MSN in the sales contexts.
This paper addresses these issues and developsadnstruct and the associated scale for
MTDB. Further, it also examines its nomologicalvnetk that includes its antecedents and

consequences.

-------- Insert Figure 1
2.3. Research Model and Hypotheses Development

-------- Insert Figure 2

2.3.1. Personal Antecedents of MTDB

Many users view their mobile devices as an extengfdhe self, as well as means to be
socially connected with others (Daliot-Bul, 200¥pbile social networking applications
personalize activities of their users in real tit@jng into account each user’s preferences and
interests, and provide an opportunity to expresmgelves instantaneously, leading to possible
development of emotional attachment to these agipdics. Excessive emotional attachment to
on-demand technology can have negative long-temaempuences for psychological health, such

as separation anxiety, by engendering a false sdrsseurity and reliability (Keefer et al.,



2012). Successful salespeople are expected to twildally beneficial long-term relationships
with their clients. According to Geiger and Turl@p05), client socializing is a valuable selling
strategy aiming chiefly for long-term business 8img, as well as fostering and sustaining a
close client relationship in the business-to-bussreontext. While MSN applications may help
with this task, these social relationships repres&ak ties, and are superficial or ephemeral.
Hence, relying on relationships formed through M&giglications may reduce face-to-face
interactions and potentially lead to increasingaland professional isolation (Turkle, 2011).
Building a strong buyer—seller relationship, catim selling, may not develop due to
overreliance on MSN for communication. Many useey/mompensate attachment to technology
for interpersonal attachment due to social isotatpotentially leading to maladaptive
technology dependence behaviors.

H1: The higher the emotional attachment to mobile social networking, the higher the

mal adaptive dependence behaviors.

Perceived technology affordance refers to the pialerf using a specific technology for
goal-oriented actions (Markus and Silver, 2008 @lcision to use technology is based on
user’s perception of its functionality and instrurtadity for achieving his or her goals (Gibson,
1986). In the context of MSN use for sales, twoctionalities of this technology can be
distinguished. Specificallgiversity of featuresis the extent to which MSN use can enable the
salesperson to accomplish tasks in multiple waystéddn, 2003)Diversity of task, on the other
hand, is the range of sales-related tasks thabeatcomplished by using MSN (Lysonski and
Johnson, 1983). According to MSDT, a user who kebdn the affordance of technology to
satisfy his/her goals is more likely to become aelemt on technology. People are dependent on

technology due to its potential (affordance) tas$atheir needs (Ball-Rokeach, 1976). Hence,



the salesperson is more likely to be dependent 8N Mpplications if he/she believes that the
technology will help him/her achieve more saleslgoamore possible ways. A salesperson may
become increasingly dependent on technology bea#uteaffordance to communicate and
build better relationships with clients, understéimeir needs, and educate customers about
different products (Andzulis et al., 2012). Sineéespeople serve as a bridge between social
networks inside and outside the organization, #reymore likely to see mobile technology as
important because of its ability to help them canttth with customers and with colleagues
inside their organization (Agnihotri et al., 201Ehcusing on MSN technology to achieve all
their goals, however, may lead to overuse, causialgdaptive dependence. In addition,
overreliance on computer-mediated social interastitue to their affordance and unique
communicative capabilities, makes mobile sociaivoeking applications seem more like a life-
line to the outer world rather than a means of campation (Caplan, 2002), potentially leading
to maladaptive dependence behaviors.

H2: The higher the perceived affordance of mobile social networking for sales, the higher the

mal adaptive dependence behaviors.

2.3.2. Job-Related Antecedents of Maladaptive Technology 4&

According to Hunter and Perreault (2006), salesjgomb-related motivations to use
technology include access to, analysis, and comeation of information for sales planning and
adaptive behaviors. Applying MSDT to the sales egnpurports that salespeople are motivated
to use MSN for work-related tasks such as a) pispmeand b) managing relationships. We
define prospecting motivation as the process bylwhkalespeople attempt to look for qualified
buyers. It may include cold calling, canvassingadvertising. Social media give the salesperson

the ability to look for early leads or obtain d&diinformation about them (Krishnan et al.,



2012). Salespeople may also use social networkedjarto request referrals and to data-mine
social profiles of current customers, looking foogpects. The two-way communication also
allows to discover new sales opportunities for stealling and up-selling (Rapp et al., 2012).
We define relationship management motivatiothasprocess of attracting, developing, and
retaining customers with strong, lasting relatiopsthat mutually benefit sellers and buyers.
Social media may potentially be used to enhancebaiild social capital through online social
interactions and exchange of information (Krisheaal., 2012). Salespeople also use MSN for
“social media monitoring” to collect information pi@ning to customer requirements,
complaints, and experiences from blogs and socédianapplications (Trainor, 2012).
Salespeople can obtain real-time feedback, or laont potential demand for a new product or
service, by using MSN. Valuable information carodle obtained by observing the issues,
guestions, concerns, and even experiences sha@mgtomers (Rapp et al., 2012).

Due to increased competitiveness, salespeopleasioigly utilize MSN applications in their
work environment, becoming “knowledge dependentf mnneed of ongoing real-time data on
consumer habits and product performance (HuntePanceault, 2006). MSN allows the
salesperson to keep up with changing customerstgsteferences, and habits. Stone and Stone
(1990) hypothesize that while users may initiakg siechnology for instrumental purposes, they
may eventually become dependent. A salespersorsaglISN becoming more helpful in
attaining career goals than other tools. Hences#esperson will have increased exposure and
attention vis-a-vis the technology, making it ptayexceedingly important role in his/her life
(Ball-Rokeach, 1985). Prolonged exposure may piatiéntead to the formation of unhealthy
habits of media use such as spending extendedusing MSN, resulting in disruption of real,

meaningful social ties (Weiser, 2001). Prolongeel esuld also spill the online experience over
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to the user’s offline life, making the user livean imaginary world and losing touch with reality.
According to the learning theory, habitual useeatinology may commence non-pathologically,
but with the passage of time may lead to maladamtependence behaviors through operant
conditioning (Shaffer et al, 2000). Due to condigd behavior and the interactive nature of
technology, its use becomes more aligned with pettef stimulus and response of behaviorism
than a functional tool to get work done, leadindudher maladaptive dependence behaviors.
For a salesperson, this may translate to his/hévatmn to use MSN for specific aspects of the
job. As these users are successful, they intetis#fyriginal motivations, eventually leading to
maladaptive dependence. We thus hypothesize:
H3a: The higher the prospecting motivation, the higher the maladaptive dependence behaviors.
H3b: The higher the relationship management motivation, the higher the maladaptive
dependence behaviors.
2.3.3. Moderating Role of Organizational Environment

Organizational environment plays an important mlstrengthening the relationship
between technology use and technology dependertawloes. Dependencies are linked to the
organizations’ goals in seeking, using and distiiguinformation. Structural dependency can be
described as the effect of policies in the workiemment on strengthening the relationship
between individual media uses and dependence lmha@rganizations increasingly encourage
their employees to rely on digital and social mediaaise profit, build brands, learn about their
environment, and increase their access to natammhinternational markets (Ball-Rokeach,
1985). Such social, institutional and relationattexts surrounding the employees lead to the
formation of norms, expectations, and sanctiorrelgtion to using mobile social networking

media in sales (Mirela and lulia, 2013). We propitsee organizational factors as moderators of
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the relationship between motivations to use MSNMretogy and its resulting maladaptive use.
Competitive psychological climate is the extent to which employees believe orgaitnat
rewards to be dependent on their performance irpaoson to that of their coworkers (Brown et
al., 1998). In an environment with low competitibie salesperson can obtain help and social
support from colleagues, which may reduce emotibonabls with technology. According to
MSDT, individuals are prone to use technology aedome dependent on it in times when
individuals sense vulnerability. Hegemony oveoimiation resources is considered a source of
power within institutions, and the more accessformation the individual has, the better he/she
can achieve work goals, which may potentially istgnthe role of emotional attachment in
forming maladaptive behaviors. This may be esplgcaahplified in an environment where
employees are competing against their colleaguneswaere there are ‘winners’ and ‘losers’.
Hence, a competitive psychological climate may fbgstrengthen the relationship between
emotional attachment to MSN and maladaptive depaselbehaviors. A competitive climate
also strengthens the relationship between perceeatuhology affordance and MDBs, since
competition forces salespeople to become moreeiti@and effective. The more capabilities the
technology provides for salespeople to achieve ttwnpetitive goals, the more the salespeople
will depend on these technologies. Furthermor@lesperson’s ability to control information
resources using the technology gives him/her povithiin the organization. This increased
access to information makes the individual moreedépnt on technology to achieve his/her
goals (Ball-Rokeach, 1985).
H4a: Competitive psychological climate positively moderates the relationship between emotional
attachment and maladaptive dependence behaviors.

H4b: Competitive psychological climate positively moderates the relationship between perceived

12



affordance and mal adaptive dependence behaviors.

Role stress exists when individuals experienceaolbiguity and role conflict (e.g.,
Fournier et al., 201 Rizzo et al., 1970). Role conflict occurs when a salespeperceives that
different groups’ expectancies and demands areadintory and cannot be satisfied at the same
time, leading the individual to feel torn in muleirections (e.g., Onyemah, 20@8zzo et al.,
1970). Role ambiguity is observed when the salsgeperceives that he/she does not have the
information necessary to perform a job or taskgileg the individual to feel helpless (e.qg.,
Onyemah, 2008Rizzo et al., 1970). If employees are workingmoaganization with clearly
defined roles, there will be minimal role ambigutyd conflict, leading to less role stress. Lack
of role stress means less confusion and tensiopldyees will need less information due to
lower uncertainty and will therefore spend lessetiom mobile social networks collecting
information to understand their business envirormiEms, in turn, will weaken the relationship
between technology use and maladaptive dependehesibrs. On the other hand, salespeople
are boundary crossers, which makes them more \albifesto role stress because their job entails
serving constituents inside and outside the orgaioz. According to MSDT, dependency
behaviors with respect to media use are heightenedvironments with high uncertainty due to
the increase in social conflict presenting chaléentp established beliefs, institutions and
practices. Furthermore, the individual relies ordiméechnology to understand the environment
in times of uncertainty in order to decrease thterexof cognitive and affective discomfort (Ball-
Rokeach, 1985). Hence, higher role stress will miaken more likely to spend more time using
technology to analyze and understand the complsibss environment of their competitors
and customers. This, in turn, may play an impontal& in strengthening the relationship

between job-related motivations for technology @seh as prospecting or building

13



relationships, and maladaptive dependence behalaesto increased global competition, firms
seek to form alliances with diverse partners alivgsupply chain. Successful firms depend on
their sales forces to communicate and build stretegionships with partners (Kiessling et al,
2004). This may put additional role stress on geeple trying to serve multiple customers and
almost certainly having to use technology to camat®, communicate, and build relationships.
Social media enable salespeople to maintain custoetaionships and enhance customer
retention, after the sale is complete. They coelg bthe salesperson develop in-depth knowledge
about the client’s environment and needs, helgiegsalesperson to provide relevant solutions to
customer problems (Giamanco and Gregoire, 2012)o/ling to MSDT, when a user perceives
technology to be helpful for achieving certain go#they selectively expose themselves to the
technology, leading to potentially spending momeetiusing mobile social network technology,
thus increasing the likelihood of dependence (Ralkeach, 1985). This, in the long term, could
make role stress strengthen the relationship betwpecific task motivations and maladaptive
technology dependence behaviors.
H5a: Role Stress positively moder ates the relationship between prospecting motivation and
mal adaptive dependence behaviors.
H5b: Role Stress positively moderates the relationship between relationship management
motivation and maladaptive dependence behaviors.
2.3.4. Impact of Maladaptive Technology Behaviors on Sal@erson’s Performance

Job performance is the salesperson’s ability isfyagxternal customers while balancing
organizational needs effectively and efficientlycdn be evaluated by such important outcome
variables as team participation and task completion

Team participation is a process when membersgobap or a team contribute, cooperate,
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and collaborate by influencing, interacting, shaimformation, and offering ideas. Team
members also communicate frequently in order toralsge individual members’ knowledge and
develop a common knowledge base (Zhang and Be2fldyl,). Salespeople exhibiting
maladaptive dependenbehaviors are more likely to be cognitively absdrbg technology.
They are more likely to not feel the passage oétita enjoy themselves while surfing aimlessly
or being mentally absent (Agarwal and Karahann@Dp0Spending excessive time using
technology may lead to social isolation, since they spend most of their time online instead
of communicating with their professional commuratyd co-workers face-to-face. In addition,
their social needs exceedingly become fulfilledrol providing temporary relief from their
communication and social problems. Over time, tb#ine social skills may erode and they
may not be able to relate, empathize, or commumietigctively with others (Freeman, 2009).
Therefore, they become unlikely to pay attentiob@@able to communicate with their
teammates or work groups.

H6a: The higher the maladaptive dependence behaviors, the lower the team participation.

Task completion is the amount of work completad|uding activities, actions, information
and resources needed to complete it (Toms et AB)2Maladaptive dependence behaviors will
make salespeople more likely to utilize their tiwigh mobile social networking in non-work
related activities such as entertainment and seitig| while devoting less time to important job
activities, leading to decreased productivity (Th@on and Bluvshtein, 2008). Therefore, they
are less prone to finish their task requirementSN\Mpplications may fill social voids in the
user’s life and produce an ongoing cycle of mongethelency and less attention to work.
Increasingly, supervisors discipline and evendimgloyees who spend excessive time using

technology in non-work-related activities. Accorglito a 2005 survey on technology abuse in
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the workplace, conducted by the American Managerssiciation and e-Policy Institute, over
half of participating organizations reported to @dived or disciplined workers over technology
abuse issues (Thompson and Bluvshtein, 2008), demadimg a belief that technology over-use
for personal reasons impacts the ability to conepledrk tasks.
H6b: The higher the mal adaptive dependence behaviors, the lower the task completion.
3. Method
3.1. Survey Design and Instrument Development

Existing measurement scales were used for alltagsts in the research hypotheses, except
for the construct of maladaptive technology depanddehaviors. This construct was developed
and its scale was created in this study. Initexhitgeneration for the measurement of the
construct adhered to the construct’s proposed itiefin Based on the literature, maladaptive
technology dependence behavior is representedunydfmensions: cognitive absorption,
dysfunctional use, blind trust, and overrelianceoider to further develop and refine the scales,
126 items were reviewed by five academics and eduated through structured interviews with
three salespeople (Churchill, 1979). Based on thenlback, redundant and ambiguous items
were either modified or eliminated. This procesdradsed the content validity of the instrument.
The resulting 97 items were subjected to additipnedsurvey validation and testing using the
Q-sort methodology (Moore and Benbasat, 1991)s8i@speople with significant work
experience were chosen and participated as judgés iQ-sort process (Churchill, 1979). Three
of them were chosen from academia, and the othee tame from industry. A thorough analysis
was conducted following each round to evaluatedeuide the disposition of ambiguous items
(Churchill, 1979). The items were placed in threends of Q-sort. After the three rounds, the

inter-judge raw agreement score was 100% (108/108)placement (hit) ratio increased to
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100% (216/216), and the Cohen's Kappa score inecems100%. Since 100% is the maximum
score to estimate convergent and discriminant iglicing the Q-sort method (Landis and
Koch, 1977), the final 23 items were submitteduse in a large-scale survey.

Scale items measuring emotional attachment waptad from Thomson et al. (2005), and
those measuring perceived technology affordance Wwased on Tsai and Ho (2013). The scale
for prospecting motivation was adapted from Rodzigat al. (2012), and that for relationship
management motivation - from Plouffe et al. (20E)le stress measures came from Rizzo et al.
(1970), and those for competitive psychologicahelie - from Brown et al. (1998). Team
participation items were adapted from Anderson\Aedt (1998), and task completion items -
from Claessens et al. (2010). All of these scalesevadapted as necessary to account for the
sales profession and mobile social networking cdrdéthe studyThe wording of some items
was changed to make sure they would be understpsdlbspeople, without changing the
meaningAll items were measured on a five-point Likert scdfom 1 — strongly disagree to 5 —
strongly agree.

3.2. Data Collection

An online survey was used for data collection. Tése=archers used an email list of
executives obtained from the LexisNexis executearsh database. This search engine provides
contact information of executives based on thdirtjbe, industry, and location. We targeted
middle level sales executives, managers and sapkpm the field, since they are the ones
involved with day-to-day interaction with customearsd exposed to MSN applications to a great
extent. An initial sample frame of 4500 potente&gdpondents meeting the research criteria of
being middle executive sales manager and using M8hhology in their business was created,

from the larger email list. The researchers serdilsnto potential participants asking them to
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participate in the study. If an executive did navé a listed email but had a listed phone number,
the researchers called the number and attemptadktto the participants. If the participant did
not have a listed email or a telephone numbengbearcher called the participant’s place of
work and asked to be transferred to the particidaittally, 50 respondents filled the
guestionnairgthe researchers called the remaining potentiad 4d5pondents to encourage them
to participate. This was followed up with a maximaftwo email reminders. The final number
of responses was 450. After discarding 208 respgotisd were incomplete, 242 valid responses
were retained, for a response rate of 5.6% (242450

3.3 Statistical Analyses Used

To ensure empirical validity of the newly develd@dTDB construct, an exploratory factor
analysis (EFA) using SPSS 15.0 was conducted Wétpturposes of scale purification and
dimensionality assessment. This test was followed bonfirmatory factor analysis (CFA),
using AMOS 5.0, to evaluate the properties of #fsed scale and to assess its convergent and
discriminant validity.

Structural Equation Modelling (SEM) was used talgse the measurement model and to
test the hypothesized relationships (Hair et @8)9Following directions from Anderson and
Gerbing (1988), our analysis used a two-step agprda the first step, the measurement model
of each construct was tested to establish construct validity and reliability; in the second step, the
structural model of the hypothesized relationskps tested. SEM is considered an appropriate
technique in this situation, because the purposkeo$tudy is to examine a series of
interrelationships between simultaneous endogeand$xogenous variables in defining
multifaceted constructs and studying path dependences (Hair et al., 1998). The path

model is used to test the direct relationships betwindependent and dependent variables using
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the iterative maximum likelihood algorithms for patnalysis in AMOS. The moderation effects

were tested in AMOS using the interaction moderakioown as Ping (1998 SEM method.
Following a reviewer’s suggestion, we conductedniéa’s single factor test to address

the issue of potential common method variance, soraes arising with data collected through

self-administered surveys. This test uses explordéctor analysis to examine the un-rotated

factor solution and determine if a single factan eacount for most variance in all variables. In

our case, no single factor explained greater tta 8f the variance. Since this value was lower

than the 50% threshold (Podsakoff et al, 2013)¢carecluded that the possibility of common

method bias to be present in our data was low.

4. Results and Discussion

4.1. Validation of the MTDB Construct

Exploratory factor analysis (EFA) with Oblimin rd¢itan was performed on the MTDB construct

using SPSS 15.0. The validation of MTDB was donh wie following objectives: 1)

purification of the scale; 2) unidimensionality assessment; 3) establishingonvergent validity;

and 4) establishing discriminant validity (Churthl979). Five dimensions converged, based on

their factor loadings. They were labelled temparahersion, heightened enjoyment and

curiosity, dysfunctional use, blind trust, and oeéance. These dimensions broadly followed the

aspects described in the Media Systems Dependdreyy (MSDT) by showing all the factors

in the construct (Table 1).

-------- --- Insert Table 1 --------==mmmmmmm oo

Confirmatory factor analysis (CFA) was then usadfdirther construct validation and to test
whether second-order factors exist. The Analysidloment Structures (AMOS) 5.0 was

employed to evaluate the properties of the scdle.ldrger the factor loadings or coefficients (as
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compared with their standard errors and expresgeleocorresponding t values), the stronger
the evidence that the measured variables or fampresent the underlying constructs (Bollen,
1990). Item purification was carried out by elinting the items if their factor loading score was
below a threshold value of 0.5. CFA supported the-tomponent structure instead of the five
factors in the EFA due to the existence of a sisgleond-order factor. Cognitive absorption,
dysfunctional use, blind trust, and overrelianceentbe four factors produced by the CFA.
Temporal immersion and heightened enjoyment/cuyidsim the EFA converged in the CFA

onto a single second-order factor that was namgdittee absorption (Table 2).

-------- ---- Insert Table 2

As seen in Table 3, the composite reliability esldior all the factors are above 0.7,
indicating a strong reliability of the measure (Bgr2013). The AVE values were compared to
the correlation coefficients among the construthte AVE values (shown on the diagonal) all
exceed 0.5. All square roots of AVE values excéedcorrelation coefficients, establishing

discriminant validity.

-------- ---- Insert Table 3
We next carried out CFA for all the other constsuébdr which we adapted scales from the
literature. The results are shown in Table 4.

-------- ---- Insert Table 4

4.2 Hypotheses testing
Figure 2 and Table 5 summarize the results of hgxses testing. Hypotheses H1, H2, H3b,
H4a, H4b H5b, H6a, H6b, were supported, while hiypsés H3a, and H5a were not supported.

The RMSEA below 0.09 supports good model fit. T, GFI and IFl approached the 0.9
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threshold and are deemed acceptable for this extplgrstudy.

-------- - Insert Tabl@ 5 --------=mmmm e

-------- ---- Insert Figure 3 ------------==-=-mmmmmmme oo
4.3 Discussion

Our findings indicate that greater emotional attaeht to MSN increases likelihood of
maladaptive technology use (supporting H1). Usdrs develop a strong emotional bond with
mobile social networking technology exhibit gredind trust, overreliance, and cognitive
absorption dimensions of MTDB. Perceived affordapicéthe MSN technology to accomplish
diverse tasks by offering diverse features canials@ase MTDB (H2 supported). This means
that a salesperson may develop maladaptive depeadsrfocusing on the technology’s
potential to build relationships with clients oiand could potentially neglect other
opportunities to connect with customers, such es-ta-face interactions, focusing on
developing weak ties at the expense of strong fhekle, 2011).

Contrary to our expectations, the prospecting naditvn of using MSN does not appear to
cause maladaptive behaviors among salespeoplenet3pported) During the prospecting
stage, salespeople try to search for interestedrblby looking at probable leads. It potentially
entails cold calling and canvassing. Social media give the salesperson the capability to look
for early leads or obtain detailed information atibeem (Krishnan et al, 2012), but a face-to-
face meeting may be needed for buyers and setlersrhmence a business transaction. A
personal touch may perhaps be needed to gainidmtlinitial trust as “people buy from
people”, and a salesperson possibly will needdbe-to-face interaction to know if the client
has the authority, finances, and willingness to @oyson andotruba, 1992). Therefore, MSN

may not play an important role in the initial stefishe sales process such as the prospecting
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stage, and thus this job-related motivation maylead to maladaptive dependence behaviors.
Another job-related motivation to use MSN by saégpe, the relationship motivation, was
found to be related to MTDB, supporting H3b. As sladesperson spends more time in social
media trying to build relationships with clientsgtprobability of greater habitual use of MSN
and the resulting BTDB may increase.

Competitive psychological climate was found to insié¢y the influence of emotional
attachment on MTDB, supporting H4a. It appears ithathighly competitive environment, the
salesperson may have difficulty receiving help sodal support from colleagues. This may
increase emotional bonds with technology to conhetit with clients and with people outside
work for emotional and social support. AccordingM8D theory, individuals are likely to use
technology and become dependent in an environmieaterthey feel helpless (Ball-
Rokeach1985). Perception of greater expert powsulting from access to and control of
professional information, reduces the individuédsling of helplessness (Mechanic, 1962), thus
linking emotional attachment to maladaptive behsvi@ompetitive organizational climate also
strengthens the relationship between perceivedt#dofy affordance and MTDB, supporting
H4b. Competition motivates salespeople to become mesourceful and competent. Technology
assists the salesperson in realizing his/her catiyeebbjectives. Therefore, believing that one
can competently utilize mobile social networks eanpete with colleagues is likely to increase a
salesperson’s dependence on technology, eventaalling to maladaptive dependence
behaviors. Furthermore, the salesperson’s capatulcontrol information resources using
technology affordance gives him/her authority witthe organization, increasing his or her
competitive standing. This enhanced access torirdion makes the individual more dependent

on technology to achieve his/her goals (Ball-Roked®85).
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Job-related role stress does not increase the eff¢loe prospecting motivation on MTDB
(H5a is not supportedziven the earlier finding of no effect of the prespng motivation on
MTDB, it is apparent that increased job role stid®ss not make this effect statistically
significant. It is possible that being boundaryrepers and serving clients outside and inside the
firm, salespeople are uniformly characterized lghHevels of role stress. Interestingly, role
stress does magnify the correlation between tladioakhip motivation to use mobile social
networks and maladaptive dependence behaviorspgimpH5b. In an environment where
there is ubiquitous role stress, individuals areenikely to seek more information in order to
reduce confusion and ambiguity (Ball-Rokeach, 19B®&)Jationship building in an environment
with lots of unknowns and uncertainties may makalasperson more motivated to collect more
information from their clients and communicate tne often, leading to an increased likelihood
of maladaptive dependence.

Maladaptive technology behaviors were found to dishi team participation (supporting
H6a). As time passes, the user's face-to-facelsigis will likely decrease as the volume of
digital communications increases. This may leaditanished participation in teams and
reduced communication with teammates or work gralygsto lack of time and opportunity for
meetings and coordination of activities. Maladaptiechnology behaviors also lower sales task
completion (6b supported). This may happen duadeasing opportunity to be distracted and
waste his/her time with mobile social networkinghon-work related activities such as
entertainment and socializing, while dedicating lsie to essential job activities, resulting in
dwindled productivity (Thompson and Bluvshtein, 8D0For that reason, a salesperson will be
less inclined to finish his/her task requirements.

Before moving on to discuss theoretical and prattiontributions of our study, we make a
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note of its limitations. First, the use of crosstgmal data provides only a snapshot of the
potential association of MSN technology use anceddpncy behaviors. As new applications are
developed and become more widespread in indubBgetrelationships could change. Therefore,
in the future, longitudinal research may be in ar&econd, the data were collected from
salespeople working in firms located in the Uni&dtes. Given the range of cultural differences
in technology use, as well as different perceptifutsire research should consider the
generalizability of these findings to other partshe world. It would be useful to engage in
comparative research studies to see the impactliofre on technology dependency in the MSN
context.
5 Contributions to Theory and Implications for Practice

This paper makes a number of theoretical contimstio our understanding of how
salespeople are adjusting to the ubiquitous aneapare use of mobile technologies that is
increasingly becoming the norm. First, we concdptwevelop and define the construct of
‘maladaptive technology dependence behaviors’ lelsparsons in the context of their use of
mobile social technologies. This concept adds athewretical dimension to the existing
research on technology use by salespeople. Whitg/ stadies document the traditional
adoption issues such as resistance, time awaydustomers, etc. (Andzulis, 22, Ahearne et
al., 2013), research has only recently startedsitiyating the negative impacts of technology on
professional salespeople, such as technostressfd@aet al., 2014, 2015). Our investigation of
maladaptive technology use behaviors extends #rigvascent stream of research into a new
conceptual direction by showing that excessiveraathdaptive dependence is another potential
dark side to the adoption of technology by saleglgdo our knowledge, this is the first

reported research to study this phenomenon inréreeat professional sales. Next, we show that
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maladaptive technology dependence behaviors arerteng inhibitors of positive salesperson
outcomes. Further, we identify antecedents and natois of maladaptive dependence
behaviors, introducing important theoretical arfeasesearchers to further explore, to advance
the understanding of this phenomenon. As a reletagirical contribution, we develop a scale to
allow measurement of maladaptive technology depamelbehaviors. Taken together, we
believe that the above represents a new, integeatid relevant theoretical development in the
area of technology impacts on professional salgdpeand a fruitful area for further research
moving forward.

Second, and expanding on the antecedents of maikaeldppendence behaviors, we show
that attitudes toward technology, as embodiederetinotional attachment and perceived
affordance, as well as relationship management euitomers, are important antecedents
potentially leading to maladaptive dependence bhehawVhat is conceptually interesting is that
all of these ar@ositive attributes of the salesperson. Thus, through these antecedemishow
that factors that are desirable for the salespeedsa have the undesirable effect of increasing
maladaptive dependence behaviors. Third, and fogusi the moderators of the relationships
between the antecedents and the maladaptive bebawie® show that both role stress and a
competitive psychological climate play an importesié in strengthening these dysfunctional
relationships. Again, we note here that both tmesderators aranavoidable attributes of the
salesperson’s job. Literature shows that salespanpieneral experience high role stress
(Wetzels et al., 2000) and that they are psycho#dlyi competitive (Schrock et al., 2016).
Therefore, through these relationships we showftitabrs, which are widely prevalent in the
working environment of the salesperson, also hgeetfect of increasing the incidence of

maladaptive technology dependence behaviors. Fowuetllshow that maladaptive technology
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use behaviors can lead to detrimental effects grakpects of the performance of salespeople in
terms of their task completion and teamwork. Ovetlaérefore, through the above contributions
we theoretically enhance the literature by concaptand empirically examining various
aspects of the phenomenon of maladaptive technaeggndence of professional salespersons.
In terms of contributions to practice, our studg hanumber of implications for the

management of how the professional sales forcetashaology. First, understanding the factors
that constitute excessive dependence on technal@gyassist organizations in creating
appropriate strategies to help salespeople cothese factors. Factors such as blind trust,
dysfunctional use and overreliance on technologlyekample, are potentially changeable
through training and education about the healthdywarhealthy uses of technology. Businesses
should have a well-documented and well-disseminieithology use policy to foster healthy
attitudes that address these factors (WalstronDaufty, 2003). Training of employees should
be balanced, showing both the potential drawbacldbanefits of technology, thus giving
employees the right perspective on technology (Waisand Duffy, 2003). For example, such
training could be designed to prevent overreliaaroe blind trust in technology. By promoting
realistic attitudes, expectations and motivati@raiiobile social networking by salespeople,
management could mitigate their maladaptive depwele

Second, managers should take heed of the fatt@rgnhance maladaptive dependence
behaviours. The practical problem is that manyheke factors are desirable in salespeople and
need to be present to a certain extent, for themséatechnology effectively. For example,
positive perceptions of technology in the form @fthperceived technology affordance or
positive emotions toward it, as well as a high progty for customer relationship management,

are all desirable attributes. Therefore, it isidifft to suggest that management should eliminate
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or indiscriminately reduce these factors. What aserimportant, therefore, is to communicate to
salespeople the potential dark sides of theseip®séctors in the form of their tendency to
increase potentially harmful dependence on teclgyolbor example, sales management needs
to also include accurate training and communicadioout the use of technology for client
relationship development and enhancement, and skapstic technology affordance
expectations such that salespeople do not go amendlwith these factors. Third, in order to
reduce maladaptive dependence behaviors, mandgerk strive to create a healthy work
environment with low competitive psychological clite and low role stress. In some industries,
creating a competitive environment is encouragexvéver, if maladaptive dependence
behaviors become problematic, this may need taildaited. Managers must therefore be
proactive in creating a positive work environmemttheir salespeople to help offset negative
effects of dependency on social networking appbeat Fourth, maladaptive mobile technology
dependence behaviors represent an important isatiegles managers need to pay attention to
due to potential implications for job outcomes. Rased team participation and lower task
completion may potentially cause financial losses th decrease in production, missed
deadlines and forced overtime. To the extent ptesssiales managers and salespeople should be
educated on the topic and be alert to these befsalvam the start. The new measurement scale
may help organizations to assess the possiblenmesd# these behaviors in their sales force, and
allow interventions to be developed. Further, salagagement should be very cautious in
selecting social networking applications, and enage their use to be mindful and specific,
rather than random.

6 Future Research Directions and Concluding Remarks

This study investigated maladaptive dependencevimisaassociated with the use of mobile
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social networking applications. We believe our tieagion and empirical results provide a good
groundwork for future research. Research going&otvcan build on our study in two potential
directions. First, it would be valuable for futussearch to study mobile social networks
dependency beyond the sales context. Studies tmakdt the impact of mobile social
networking dependency on professionals in otheasaseich as customer service representatives,
since many firms are starting to provide customeevise using social media. The sales position
is unigue in a number of aspects, so the genebdityeof this work to other areas should be
tested. Further, there are other harmful long-tenpeacts of mobile social network applications
on individual users that could open avenues farrutesearchers. These include the impact of
technology on the user’s health and well-being sasctvork-life balance. Technology use could
also have a negative impact on the user’s privadyperception of security. In addition,
technology could also harm employee motivation @mdiuctivity due to social loafing.
Exploring other outcomes associated with maladepependence behaviors associated with
social networking technologies, along with potdnuigigating moderators, would be a
worthwhile endeavor. Future studied could also erardependencies toward others types of
technologies used by salespeople, such as custetagonship management systems and sales
force automation technologies, thus developingradetstanding of technology dependency
across different sales technology platforms.

Finally and in conclusion, technologies such asifadocial media are increasingly being
used by professionals in various functions to eteetheir work tasks. From our study, it is easy
to suggest that maladaptive dependence behavisosiated with them should be reduced
because they lead to negative work performanceomés. However, as we also show, a number

of antecedents and moderators associated with aytiad dependence behaviors are positive,
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desirable or unavoidable factors that are diffitoleliminate. We thus call for deeper and
continued examination of the phenomenon of maladaptchnology dependence behaviors that
not only reveals to scholars its complex and nudrfiaeets, but also presents a realistic

challenge for practitioners that needs to be adeks
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Appendix. Scales from the literature adapted for tle study.

A) Personal antecedents:
« Emotional attachment (Thomson et al, 2005):

The extent to which the following words describeytypical feelings toward mobile social networks
technology:

v Friendly

v' Connected

v Attached

» Perceived technology Affordance

Diversity of features (Tsai and Ho, 2013), a fivar scale (1 = “strongly disagree,” 5 = “strongly

agree”).
v" Having more operation mode choices can help me enmy work faster.

v Having more operation mode choices can allow nszlect the proper mode so as to reduce
errors in my work.

v' A greater selection of operation modes would alogvto interact with the mobile social
networks application more easily.

v A greater selection of operation modes would aliogto operate the mobile social networks
application more easily.

Diversity of tasks (Campion et al, 1993), a fivamacale (1 = “strongly disagree,” 5 = “strongly

agree”).
v Mobile social network applications give me a chatuckearn about a variety of different tasks

v Mobile social network applications give me a chaiecdo more interesting tasks

v Mobile social network applications enable me perfalifferent tasks to keep up with the day-
today needs of my work.

B) Job related antecedents

» Prospecting motivation (Rodriguez et al, 2012)

Mobile social network applications are:

Part of a formalized value proposition that is veoynpelling to our prospects.

Part of specific criteria established to defineaaoeptable prospect for our company.

Important in providing salespeople with a solid erslanding of our customers’ business needs.
Helpful in making the salesperson consistentlyofwlb standardized process to qualify
opportunities.

Important in holding the salesperson accountabiledaverting leads to closed business

AN NI NN

<

» Relationship management motivation (Plouffe etCdl3),

What kind of “overall” impression do your custometake on you when you communicate with them
using mobile social media? (Anchors are: 1 “Extrignmegative,” to 4 “Neither negative nor positivég’
7 “Extremely positive”)
v" How satisfied are you with your customer relatidpstas a result of your use of mobile social
networks? (anchors are: 1 “Not at all,” to 4 “Moalkety,” to 7 “Perfectly”)
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v

v

Do mobile social networks communications make yasttyour customers? (anchors are: 1 “Not
at all,” to 4 “Moderately,” to 7 “Perfectly”)

Do mobile social networks communications build adyfoundation for a future relationship with
your customers? (anchors are: 1 “Not at all,” thMdderately,” to 7 “Perfectly”)

C) Moderating role of organizational environment

AN

ANEN

AN N N N N N N N N

Competitive Psychological climate (Brown et al, 899
My manager frequently compares my results withehafsother salespeople
The amount of recognition you get in this compaeypahds on how your sales rank compared to
other salespeople
Everybody is concerned with finishing at the tophef sales rankings
My co-workers frequently compared their resultshwitine

Role stress(Rizzo et al., 1970)
I know exactly what is expected of me. (R)
| know what my responsibilities are. (R)
Explanation is clear of what has to be done. (R)
| have clear, planned goals and objectives foraby (R)
| feel certain about how much authority | have. (R)
| have to do things that should be done differently
| have to break or bend a rule or policy in oraecarry out an assignment.
| work with two or more groups who operate quitéedently.
I do things that are readily accepted by one peaswohnot accepted by others.
| do not have adequate resources and materialetai my job.

D) Impact of maladaptive technology behaviors on dasperson’s performance

AN N N N N N N

Team participation (Anderson and West, 1998)

How worthwhile do you think these objectives argdar team?

We share information generally in the team rathantkeeping it to ourselves
We have a "We are in it together' attitude

We all influence each other

People keep each other informed about work-relatgees in the team
People feel understood and accepted by each other

Everyone's view is listened to even if it is in anamity

There are real attempts to share information througthe team

There is a lot of give and take

Task completion (Claessens et al, 2010)

| have focused on finishing tasks based ----- %-of the, (fill out a percentage from 0-100)

v
v
v

Tasks that be done now and cannot be done aftay teithout consequences.
Tasks are important in the eyes of my supervisor
Task are fun to execute
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Tablel.

Exploratory factor analysis for maladaptive technology dependence behaviors

Items

a) Temporal immersion

Time appears to go by very quickly when | am usheyMobile social networks
technology.

Sometimes | lose track of time when | am using neokibcial networks technology.
Time flies when | am using the mobile social netkeaiechnology.

While using the Mobile social network media, | absarbed in what | am doing.
While using mobile social networks technology, | emmmersed in the task | am
performing.

b) Heightened enjoyment and curiosity

| have fun interacting with mobile social netwotkshnology

| enjoy using mobile social networks technology.

Using mobile social networks technology excitesausiosity.

Interacting with mobile social network technologgkes me curious.

Using mobile social networks technology arousesmmagination.

¢) Dysfunctional use

| play games using mobile social networks technpldgying work hours.

| use mobile social networks technology for datiluging work hours.

I chat with friends and family using mobile soagtworks technology during work
hours.

I have been caught using mobile social networksrtelogy for personal reasons
during work hours.

It is acceptable to me to use mobile social netetekhnology for entertainment
during work hours.

d) Blind trust

These mobile social networks technology keep mgrétts in mind.

These mobile social networks technology provideiasgd information (such as
product recommendations).

These mobile social networks technology provideexdrinformation.

e) Overreliance

My work is done more than 80% mobile social netvgadchnology.

All of information transferring is carried out byadile social networks technology i
my organization.

All of knowledge sharing is carried out by mobitecil networks technology in my
organization.

Component

1

770
73
.886
.891
.824

2

.819

.832
.876
713

707

3

.760
.583

791

.814

.760

4

739
.900

.892

5

72
912
.851

Cronbach
's Alpha
0.921



Table 2.

Confirmatory factor analysis for maladaptive technology dependence behaviors

Label Description of the item

1) Cognitive absor ption
a) Temporal immersion

Time appears to go by very quickly when | am usheyMobile social media applicatio

Sometimes | lose track of time when | am using eatdcial media applicatior
Time flies when | am using the mobile social meajdplications

While using the Mobile social network media, | absarbed in what | ardoing
While using mobile social media applications, | iammersed in the task | am performi
b) Heightened enjoyment and curiosity

| have fun interacting with mobile social media kggtions

Using mobile social mediapplications provides me with a lot of enjoym

| enjoy using mobile social media applicati

Using mobile social media applications excites myasity.

Interacting with mobile social media applicationak®s me curiou

Using mobile social media applications arousesmmggination

2) Dysfunctional use

| play games using mobile social media applicatidumsng work hour:

| use mobile social media applicaticfor dating during work hour

| chat with friends and family using mobile soaiaédia applications during work hot
| have been caught using mobile social media apipdics for personal reasons dur
work hours.

It is acceptable to me to use mobile social media agiitafor entertainment durir
work hours.

3) Blind Trust

These mobile social media applications keep mysts in minc

These mobile sociimedia applications provide unbiased informatiorciisas produc
recommendations).

These mobile social media applications provideemtrinformatior

| trust the information provided by these mobileiabmedia application

4) Overreliance

Mobile social media applications have replaced mwbr communication devices in t

office.

It is difficult to imagine my work without mobileosial media applicatior

My work is done more than 80% mobile social media applica

All of information transferring is carried out byotnile social media applications in r
organization.

All of knowledge sharing is carried out by mobite®l media applications in r
organization.

Factor
analysis
1st
order
(initial)

0.8¢
0.84
0.9¢
0.6¢
0.62

0.8¢
0.7¢
0.8¢
0.8¢
0.8¢
0.71

0.7¢
0.61
0.64
0.8
0.6¢
0.5¢
0.7

0.9C
0.8¢

0.7
0.4%
0.8C
0.92

0.9¢

Factor
analysis
2nd
order

0.67

0.81

N/A

N/A

N/A

Model fit for the entire model 1st iteration withtaising modification indices: CFI=0.82 GFI=0.731=0.82
Model fit for the entire model 2nd iteration aftesing modification indices: CFI=0.91 GFI=0.81146.91

Fit indice:
GFI=1
CFI=1
NFI=1
IFI=1
GFI=0.9%
CFI=0.97
NFI= 0.96
IFI=0.97
GFI=0.9¢
CFI=0.99
NFI= 0.98
IFI=0.99
GFI=0.9%
CFI=0.98
NFI= 0.98
IFI=0.98



Table 3.

Reliability and discriminant validity for maladaptive dependence behaviors dimensions

Cognitive
Absor ption

Dysfunctional
Use

Blind trust

Overreliance

CR

0.715

0.834

0.854

0.915

Cognitive Dysfunctional  Blind

AVE MSV ASV Absorption Use Trust Overreliance
0.558 0.315 0.191 0.747

0.504 0.192 0.138 0.350 0.710

0.603 0.315 0.179 0.561 0.314 0.776

0.730 0.192 0.151 0.370 0.438 0.351 0.855



Table 4.

Factor analysisfor all the model constructstaken from literature

Description ofthe iten

1) Emotional attachment

Describe your typical feelings toward mobile so¢ialedia application«-Friendly
describe your typical feelings toward mobile sotialedia applications-
Connected

describe your typical feelings toward mobile sotiaedia application-Attachec
2) Perceived technology affordance

A) Feature Diversity

Having more mobile social media feature optionpsiehecomplete my worl
faster.

Having more feature options allows me to reducersin my work

A good selection of feature choices allows me teract with the mobile soci
media application more easily.

Having more feature optiorallows me to select the proper sales m

B) Task Diversity

Mobile social media applications give me a chaondedrn about a variety
different tasks

Mobile social media applications give me a chawogamore interesting tast

3) Prospecting motivation : | use M obile Social Media Apps

To develop compelling value propositions compelfioigour prospect

As an essential part of criteria established tineedir acceptable prospect for ¢
company.

To convert leads to closed busin

To develop compelling value propositions compellioigour prospect
4)Relationship management motivation

What “overall” impression do your customers habout your organization whe
you communicate with them using mobile social media

How satisfied are you with your customer relatiopstas a result of your use
mobile social media applications

Do mobilesocial media communications enable you to trustrtfeemation
provided by your customers?

Do mobile social media communications build a gfmdhdation for a futur:
relationship with your customers

5) Competitive psychological climate

My manager frequently compares My results with thdsereer salespeople in v
organization

The amount of recognition | get in this companyetets on how my sales ra
compares to other salespeople.

Every saleqperson in my organization is concerned with finighat the top of th
sales rankings.

My co-workers frequently compare their results with rr

6) Role Stress

| have to do things that should be done differe

| have to break or bend a rule or policy in ordecarry out an assignme

| work with two or more groups wroperat quite differently

| do things that are readily accepted by some aglles and not accep by others
7) Team participation

We share information generally in the team rathantkeeping it to ourselv

Loadincg

0.77
0.8¢

0.6t

0.91

0.8¢
0.7¢

0.8C
0.9¢
0.87
0.8C
0.8¢

0.72
0.8C

0.5¢
0.87
0.77

0.8¢

0.7¢
0.6
0.5¢
0.81
0.62
0.5¢
0.6(
0.6

0.8C

Fit inde>
CFI=1
GFI=1
IFI=1

GFI=0.7¢
CFI=
0.82
NFI=
0.81
IF1=0.82

GFI=1
CFI=1
NFI=1
IFI=1

CFI1=0.96
GFI=0.96
IFI=0.96

CFI1=0.96
GFI=0.96
IFI=0.96

CFI1=0.98
GFI=0.98
IF1=0.99

CFI=0.72
GFI=0.96
IFI=0.91

CFI1=0.96



Table 4 Continued.

Factor analysisfor all the model constructstaken from literature
Description of the itel

We have a "We are in it together" attitu

We positively influence one anott

We keep one another informed about v-related issues in the te¢

We feel understood and accepteceach othe

Everyone's view is listened to even if it is in anamity.

There are real attempts to share information tHrougthe tean

8) Task Completion

| focus on finishing ---------- % of the (-100/ percen tasks thahave to be
done now and cannot be done after today withousermurences

| focus on finishin¢ those task ---------- % (/ (-100 percent ) th are importan
in the / eyes of my supervisor

| focus on finishing---------- % (0-100/ percent of the task: that are fun t
execute

Loading
0.9C
0.87
0.8:
0.8C
0.6:
0.8C

0.82
0.7¢

0.2t

Fit Index

GFI=0.94
IF1=0.96

CFI=1
GFI=1
IFI=1



Table 5.

Results of the hypothesestesting

Hypothesis

H1: Greater emotional attachment is positivelpted to maladaptiv
dependence behaviors.

H2: The higher the perceived technology affordattoe higher th
maladaptive dependence behaviors.

H3a: The higher the prospecting motivation, thénaigghemaladaptive
dependence behaviors

H3b: The higher the relationship management maotix;

the higher the maladaptive dependence behaviors

H4a: Competitive psychologicclimate positively moderates t|
relationship between emotional attachment and raplag technology
behaviors.

H4b: Competitive psychological climate positivelpderates th
relationship between perceived technology affordaared maladaptive
technology behaviors.

Hb5a: Role stress positively moderates the relatiipnisetweer
prospecting and maladaptive technology behaviors

H5b: Role stress positively moderates the relakijpnsetweer
relationship management and maladaptive techndiebgviors
H6a: The higher the maladaptive dependence belsatia lower th
team participation.

H6b: The higher the maladaptive dependence belstia lower th
task completion.

*%%

0.19:2

**%

0.03:

% % %

0.06

% % %

0.00:

0.02%

Beta-

Significance

value
0.74¢

0.32¢

-0.04(

0.22¢

0.11¢

0.34¢

0.094

0.51¢

-0.29(

-4.2¢

Significant and supporte
Significant and support
Not Significant and nc
supported

Significant and support

Significant and support

Significant and support

Not Significant and nc
supported
Significant and support

Significant and support

Significant and support



Figure 1.

Components of the maladaptive technology dependence behaviors construct
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Figure 2.

Proposed theoretical framework
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Figure 3.

Results of hypotheses testing

Competitive psychological
climate

H4a :( p=0.032, Beta coefficient
=0.110, significant)

H4b :(p<0.001, Beta coefficient
=0.348, significant)

Beta coefficient
=0.226, significant)

H5a: (p=0.06, Beta coefficient =0.094, not significant)
H5b (p<0.001, Beta coefficient = 0.519, significant)

Personal Antecedents Haa + Hab +
H1: Emotional '96;9
attachment (p<0.001, |41+ \- :
Beta coefficient > Maladaptive
=0.748, significant) H6a: Team
technology N
dependence participation
) (p=0.003, Beta
H2: Perceived behaviors coefficient = -0.28,
technology H2+ significant)
affordance (p<0.001,
Beta coefficient Hep
=0.329, significant)
Job Related Antecedents H6b: Task completion
(p=0.028, Beta
D" coefficient = -4.2,
H3a: prospecting s significant)
motivation (p=0.192,
Beta coefficient = -
0.040) not significant
:zkr)‘.aRelatlonshlp ‘?\')’\OX HSa + HSb +
gement
motivation (p<0.002, Role Stress




Highlights

- A new construct of maladaptive technology dependence behaviors (MTDB) is developed
- Media system dependency theory is used to propose atheoretical framework

- Antecedents and consegquences of MTDB are tested in the context of sales profession

- Practical implications for organizational use of mobile social networking are offered

- Directions for future mal adaptive technology research are suggested



