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F u n ction s H u rt or  H elp  S ales  P erform ance

A b stract

D espite the rap id grow th of the C R M  industry and w idespread in tegration of artif ic ia l 

in te lligence (A I) in to C R M applications, m any organ izations strugg le to ensure their 

em ployees use techno logy effectively to drive sales perform ance optim ization. W e address th is 

paradox by investigating how C R M system s and their A I functions im pact salesperson 

perform ance th rough both positive and negative stress m echanism s. D raw ing on the C hallenge­

H indrance Stressor Fram ew ork and Job D em ands–Resources m odel, w e theorize a curv ilinear 

re lationsh ip betw een C R M in fusion and sales perform ance, m ediated by tw o opposing 

m echanism s: technostress and salesperson brico lage. In  Study 1, w e f ind  that technostress (self­

underm in ing behav ior) and brico lage (job crafting behav ior) exp lain dual pathw ays th rough 

w hich C R M in fusion in fluences sales perform ance. Study 2 extends these f ind ings by 

dem onstrating that A I-assisted adaptive selling steepens the curv ilinear effects of C R M  

in fusion— enhancing brico lage and m itigating technostress. O ur resu lts offer novel insights 

in to techno logy-induced stress and adaptive behav ior in dig itally transform ing sales 

env ironm ents.

K eyw ords : C R M In fusion, A rtific ia l In te lligence, T echnostress, B rico lage, Sales

Perform ance, C hallenge-H indrance Stressor Fram ew ork
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1 . In trod uction

A m idst rap id dig ita lization , the global custom er re lationsh ip m anagem ent (C RM ) 

m arket is fo recast to grow 10.17% betw een 2025 and 2029 (S tatista, 2025). Prov iders like  

Salesforce, SA P, and M icrosoft have aggressively incorporated artif icia l in te lligence (A I)  

too ls— E instein G PT , SA P Sales C loud 's guided selling , and D ynam ics 365 C opilo t 

respectively— in to their C R M system s, aim ing to autom ate routine sales tasks, im prove 

analy tics, and enhance custom er engagem ent. D espite these innovations, a persistent paradox 

rem ains: organ izations strugg le to optim ize C R M  usage am ong their salesforce (D ick ie et al., 

2022; Sundaram et al., 2007). A cadem ic literature reflects th is tension. W hile C R M  system s 

are broad ly acknow ledged to im prove salesperson perform ance, actual usage often lags, and 

resu lts have been inconsistent. M any organ izations treat C R M  system s as dig ita l f iling  cab inets 

rather than strateg ic sales enablers (D ick ie et al., 2022). Prior stud ies have produced m ixed 

f ind ings on the C R M -perform ance re lationsh ip (see T able 1), inc lud ing som e show ing no effect 

(e.g ., O hiom ah et al., 2019; R om án &  R odríguez, 2015) and others suggesting a curv ilinear 

re lationsh ip (e.g ., A hearne et al., 2004).

—  in sert T ab le 1 h ere  —

Sim ilar challenges have been observed w ith  A I  sales too ls (H autam äki &  H eik inheim o, 

2025; Jarotschk in , Soykoth , &  C haker, 2025; K halil  et al., 2025). For exam ple, the A I-pow ered 

C R M  system s outlined earlier prov ide m any usefu l functions such as A I-pow ered sales content, 

custom er data in tegration, pred ictive analysis, real-tim e conversations, and m eeting 

sum m aries. H ow ever, m any salespeople have found in terpreting A I-generated resu lts, align ing 

these w ith strateg ic goals, and incorporating them seam lessly in to their w orkflow to be

challeng ing (D ick ie et al., 2022). H ence, w hile A I  so lu tions prom ise to enhance productiv ity ,



they can sim ultaneously overw helm em ployees w ith cognitive, techn ical, and em otional 

dem ands (K oponen et al., 2025).

T his inconsistency betw een the continued investm ent in C R M  techno log ies and the 

lim ited, som etim es adverse perform ance outcom es begs deeper theoretical investigation in to 

the m echanism s shaping C R M effectiveness. H ence, w e theorize and test a curv ilinear 

re lationsh ip betw een C R M  in fusion and sales perform ance. Particu larly , w e exam ine how the 

em beddedness of C R M  applications in  salespeople’ s daily routines— term ed C R M  in fusion—  

can in itia lly  hinder but ultim ately enhance perform ance. T his conceptualization of techno logy 

usage represents the deepest level of techno logy engagem ent, i.e., far beyond the in itia l  

acceptance of techno logy (H unter &  Panagopoulos, 2015). In fusion reflects a salesperson’ s 

ability  to m axim ize the C R M ’ s capabilities, in tegrating the technology’ s functionalities in to 

their everyday sales w orkflow , to drive productiv ity (Jones, Sundaram , &  C hin, 2002; 

Sundaram et al., 2007). D raw ing on the C hallenge-H indrance Stressor Fram ew ork 2.0 

(C H SF2; Podsakoff et al., 2023), w e conceptualize C R M  in fusion as a challenge stressor, and 

exp lore how vary ing in tensities of C R M in fusion drive either a challenge or a hindrance 

appraisal, and subsequen t im pacts on sales perform ance.

A dditionally , w e propose tw o m ediating m echanism s that exp lain how C R M  in fusion 

shapes sales perform ance: technostress and salesperson brico lage. T o exp lore these dual 

pathw ays, w e align the C H SF2 w ith  the Job D em ands–R esources (JD -R ) m odel to propose and 

confirm that C R M in fusion in itiates a self-underm in ing path v ia technostress and a 

m otivational path v ia brico lage. T hese processes m ay coex ist and exert differentia l effects 

depending on the in tensity of C R M  in fusion.

T echnostress refers to a transactional process of stress appraisal and cop ing

precip itated by techno logy usage (T arafdar, C ooper, &  Stich , 2019). T rad itional v iew s have



fram ed technostress as inherently negative, but recent literature high ligh ts its dual nature: either 

m otivating perform ance (techno-eustress) or hindering it (techno-d istress), depending on 

ind iv idual appraisals and availab le cop ing resources (T arafdar et al., 2024). In contex ts like  

M icrosoft’ s C opilo t im p lem entation, salespeople w ho receive insuffic ient support m ay 

experience anx iety and reduced confidence, lead ing to counterproductive behav iors such as 

avo idance, fatigue, or burnout— hallm arks of the “ hindrance”  path in  stress theory .

In contrast, salesperson brico lage— the ability to im prov ise by recom bining lim ited 

resources— reflects a proactive, adaptive behav ior triggered by resource constrain ts (E p ler &  

L each, 2021; A hm ad et al., 2024). Salespeople frequently operate in  resource-constrained, fast­

evo lv ing env ironm ents, especially w hen in tegrating sophisticated C R M  too ls. W e show that 

higher levels of  C R M  in fusion can prom ote brico lage by enhancing access to custom er insights 

and enabling ta ilo red selling strateg ies. B rico lage thus functions as a “ m otivational”  

m echanism w ith in  the C H SF2 fram ew ork .

Furtherm ore, given that 60% of sales tasks are pred icted to be A I-autom ated by 2028 

(G artner, 2023), w e investigate the ro le of A I-assisted adaptive selling in m oderating these 

effects. W e conceptualize A I  broadly , focusing on A I-enab led functions em bedded in C R M  

system s such as enhanced analy tics and custom er engagem ent, rather than on a specific type 

of A I. W hile C R M  A I  functions offer personalization and autom ation capabilities, they also 

in troduce new sources of cognitive load. C onsistent w ith  the C H SF2, w e f ind  that A I-assisted 

adaptive selling ultim ately enhances the m otivational process during salespeople’ s C R M  

in fusion by supporting adaptive behav iors and m in im izing resource inadequacies. A lthough 

salespeople m ay face frustration and anx iety at early stages of A I  in tegration— reflecting 

hindrance stress, w e f ind that successfu l use of A I  functions can buffer technostress and

am plify brico lage. T his dynam ic is ev ident in organ izations deploy ing A I-augm ented C R M s



like Salesforce E instein G PT , w here users can face early frustration but ultim ately experience 

im proved perform ance once acclim ated.

B y  leverag ing lead ing w orkp lace stress fram ew orks w ith  exam ples from  A I-enhanced 

C R M  system s, our study offers exp lanations fo r the ligh t and dark sides of C R M  in fusion. O ur 

dual-study design fu rther strengthens external valid ity : Study 1 tests the m ediated curv ilinear 

re lationsh ips using data from salespeople in the U nited K ingdom ; Study 2 exam ines the 

m oderating effect of A I-assisted adaptive selling using a U nited States sam ple. C ollectively , 

our research prov ides tim ely insights in to how organ izations can better support salespeople’ s 

C R M in fusion, accounting fo r both the stress-inducing and m otivational potentia l of sales 

techno log ies. T he subsequent sections provide an overv iew of our theoretical fram ew orks, 

hypothesis developm ent, analysis, and discussion of im p lications fo r theory and practice.

2 . T h eoretica l B ack grou nd  an d  H yp oth eses

2. 0. C hallenge-H indrance Stressor Fram ew ork 2.0 (C H SF2)

T he C hallenge-H indrance Stressor Fram ew ork (C H SF) (C avanaugh et al., 2000) is a 

prom inent fram ew ork w idely used in organ izational stress research (Podsakoff et al., 2023). 

A ccord ing to the C H SF, job stressors can be categorized as: 1) DCBAc h a l l e n g e  s t r e s s o r s  – “ job 

dem ands that prom ote the accom plishm ent of job tasks and the personal developm ent of the 

ind iv idual” ; and 2) h i n d r a n c e  s t r e s s o r s  – “ job dem ands that are perceived as barriers or 

obstacles that thw art the accom plishm ent of job tasks and personal developm ent of the 

ind iv idual”  (Podsakoff et al., 2023, p. 169). G enerally , challenge stressors drive a m otivational 

process lead ing to positive job outcom es, w hereas hindrance stressors are responsib le fo r 

psycho log ical or physical strain , lead ing to negative job outcom es (Podsakoff et al., 2023).

T he C H SF also suggests that any stressor (challeng ing or hindering) ultim ately leads 

ind iv iduals to experience a negative psycho log ical state since stressors tax energy during stress



cop ing (e.g ., L eP ine et al., 2004; Podsakoff et al., 2023). E arlier conceptualizations of the 

C H SF suggest separate causal pathw ays fo r challenge and hindrance stressors. H ow ever, the 

conceptualization of challenge stressors requ ires fu rther consideration since they can be 

perceived as hindering, and do not alw ays lead to positive outcom es (D ow nes et al., 2020). T o 

address these issues, Podsakoff et al.’ s (2023) updated fram ew ork , the C H SF2 exp lains one of 

the possib ilities that such cases occur— that up to m oderate in tensities of challenge stressors 

m ay be perceived as potentia l fo r personal gain and goal ach ievem ent; how ever, the sam e 

stressor at higher in tensities m ay be perceived as hindering and an obstacle to personal grow th 

and ach ievem ent.

C onsistent w ith Podsakoff et al.'s (2023) C H SF2, w e use JD -R as a supporting 

fram ew ork to com prehensively exp lore dual m ediating pathw ays betw een challenge stressors 

and perform ance. T he JD -R m odel show s that challenge stressors can lead to DCBAj o b  c r a f t i n g , 

“ em ployees’  personal in itiative to change their job dem ands and job resources in  order to better 

align the design of the job w ith their ow n abilities and preferences,”  and is an im portant 

com ponent of the resources gain cycle (B akker, D em erouti &  Sanz-V ergel, 2023, p. 33). T his 

path reflects the m otivational process in  C H SF2. T he JD -R m odel also show s that hindrance 

stressors can lead to s e l f - u n d e r m i n i n g , “ em ployees’ dysfunctional behav iors that create 

obstacles and m ay underm ine perform ance,”  w hich occurs w hen the strain of job dem ands 

leads to m aladaptive behav iors (B akker, D em erouti, &  Sanz-V ergel, 2023, p. 33). T his second 

path leads to strain and negative outcom es described in C H SF2. Im portantly , JD -R 

acknow ledges the possibility of techno logy being a double-edged sw ord, prov id ing the 

salesperson w ith  resources w hich resu lt in  positive outcom es (e.g ., increased w ork efficiency);

but also hindering dem ands w hich drive negative outcom es (e.g ., burnout) (D em erouti, 2025).



T o ensure the re levance of our theoretical m odel to the sales contex t, w e selected

brico lage (job crafting) and technostress (self-underm in ing) as im portant m ediators that the 

sales literature has identified as typ ical salespeople behav iors and experiences in an era of 

rap id ly increasing techno logy dependence. T here is ev idence that salespeople engage in  

brico lage by utiliz ing ex isting techno log ies to so lve prob lem s at hand (A hm ad et al., 2024; 

E pler et al., 2024). Sim ilarly , technostress has been show n to increase salespeople’ s w ork 

dem ands and insecurity (D em erouti, 2025; T arafdar, Pullins, &  R agu-N athan, 2014). W e 

identified and confirm ed the re levance of these m ediators from  transcribed in terv iew s w ith  23 

B 2B sales directors in the U K . T he sam ple quotes that represent brico lage and technostress 

dim ensions are prov ided in  A ppendix A  (supp lem ent). W e also consu lted w ith  academ ic sales 

research experts to validate our theoretical m odel before proceeding w ith  data co llection .

In  Study 1, w e investigate the curv ilinear re lationsh ip betw een C R M  in fusion and sales 

perform ance v ia the m ediating effects of salesperson brico lage (i.e., job crafting) and 

technostress (i.e., self-underm in ing). Subsequently in Study 2, w e investigate the m oderating 

ro le of A I-assisted adaptive selling (i.e., job resource) in C R M  in fusion’ s re lationsh ip w ith  

brico lage and technostress, respectively .

2.1 . T he curvilinear effect of C R M  in fusion on sales perform ance

Sales researchers have investigated the effect of salespeople’ s techno logy usage on 

perform ance accord ing to various conceptualizations sum m arized in  T able 2. G iven our focus 

on the optim ized use of C R M , w hose im portance has been em phasized in  prev ious research 

(e.g ., Jones, Sundaram , &  C hin, 2002), our investigation centers on the in fusion 

conceptualization . T echnology in fusion, “ the extent to w hich a salesperson m axim izes the 

potentia l of the techno logy,”  is considered the highest level of techno logy usage (Sundaram et 

al., 2007, p. 103). W hen salespeople in fuse techno logy in to their daily operations, they can



leverage the techno logy w ith m in im al cognitive expense, giv ing them the advantage of 

m ax im izing their sales perform ance (Sundaram et al., 2007). In fusion differs from other 

techno logy usage variab les such as “ adoption”  and “ acceptance” , and reflects the effective 

em beddedness of C R M in daily sales routines, rather than m ere use frequency; and w as 

developed to link  techno logy usage to ind iv idual perform ance (Sundaram et al., 2007).

—  in sert T ab le  2  h ere  —

T his study challenges prev ious f ind ings on the C R M –perform ance re lationsh ip (See 

T able 1), suggesting a curvilinear re lationsh ip betw een C R M in fusion and perform ance. 

A ccord ing to the C H SF2, ind iv iduals appraise stressors as challeng ing w hen they perceive 

them as hav ing the potentia l fo r  personal gain and goal ach ievem ent; but the sam e stressor m ay 

be appraised as hindering w hen perceived to be an obstacle to personal grow th (Podsakoff et 

al., 2023). W e believe that C R M  in fusion can be perceived as challeng ing or hindering based 

on sh ifting appraisals as increasing levels of C R M in fusion in fluence the salesperson’ s 

perception of their stressors.

Salespeople are requ ired to m anage and optim ize the tim e spent on clien ts, techno logy, 

and other duties (A hearne et al., 2004). A t  very low  levels of C R M  in fusion, there is lim ited 

em beddedness of C R M  in  the selling process. For exam ple, the salesperson m ay only be using 

C R M  fo r record ing calls and tak ing m eeting notes, or as a plann ing too l fo r call and em ail 

rem inders— tasks that do not necessarily drive sales perform ance (H unter, 2019; M outot &  

B ascoul, 2008). T hus, at very low  levels of  C R M  in fusion, techno logy-related job dem ands are 

m in im al, and w ill  unlikely have a sign ificant im pact on sales perform ance.

H ow ever, as salespeople fu rther em bed C R M  in to the sales process, they m ust exp lore 

and m aster new features (A zer &  A lexander, 2024). D uring th is process of  m astery , salespeople 

m ust overcom e: (1) inertia— re ly ing on proven processes to avo id learn ing new m ethods or



procedures; and (2) trade-o ffs—believ ing that the costs (tim e, productiv ity loss) of deepening 

their know ledge of techno logy are greater than the potentia l benefits (Jones, Sundaram , &  

C hin, 2002). Im portantly , th is process of increasing in fusion m ay requ ire salespeople to alter 

their routines so that techno logy can be used to its fu llest potentia l (Sundaram et al., 2007). For 

exam ple, em bedding C R M  too ls in to the selling process cou ld requ ire the salesperson to also 

spend tim e on preparatory tasks such as inputting useful clien t data to benefit from  the C R M ’ s 

analy tical capabilities, rev iew ing tra in ing m anuals or v ideos to im prove operational effic iency, 

updating com puter system softw are, and seek ing assistance from IT  support serv ices. Such 

additional dem ands requ ired to benefit from  C R M  as in fusion increases consum e salespeople’ s 

resources (tim e and energy), and detract from  prim ary selling goals (i.e., closing deals and 

securing contracts). C onsequently , w e propose that as salespeople’ s C R M  in fusion increases 

from low  to m oderate levels, they appraise their in teraction w ith the C R M as hindering, 

resu lting in  a negative re lationsh ip w ith  perform ance.

C onversely , salespeople in fusing C R M  from  m oderate to high levels are m ore likely  to 

have a better com m and of  the C R M ’ s functions and can better reap the benefits of its analy tical 

capabilities. T hese salespeople have already invested tim e to deepen their know ledge of the 

C R M ’ s productiv ity-enhancing too ls. A t these higher levels of C R M in fusion, desp ite 

continuously facing job dem ands, the salesperson is m ore likely  to appraise the in teraction as 

challeng ing. T his challeng ing appraisal occurs because the salesperson’ s increased C R M  

in fusion above m oderate levels creates m ore resources than dem ands. In  essence, the C R M  is 

high ly em bedded in the sales process, such that salespeople requ ire less cognitive effort to 

nav igate the techno logy. T hey use the C R M to drive task effic iency, positively driv ing

perform ance. T herefore, w e hypothesize:



H 1gfedcbaZYXWVUTSRQPONMLKJIHGFEDCBA: C R M  in fusion has a curvilinear re lationsh ip w ith  sales perform ance, such that the 

re lationsh ip is negative fo r up to m oderate levels of in fusion, after w hich the 

re lationsh ip tu rns positive.

2.2 . T he m ediating effect of technostress

W hen ind iv iduals in teract w ith techno logy, technostress can m anifest th rough the 

perception of f ive different techno dis-stress creators or techno-stressors: DCBAt e c h n o - o v e r l o a d , 

increased and faster w ork load due to the use of sales techno log ies; t e c h n o - i n v a s i o n , a 

perception that the use of techno log ies is invad ing personal life; t e c h n o - c o m p l e x i t y , feeling 

incom petent to use sales techno log ies; t e c h n o - in s e c u r i t y , job insecurity and fear of being 

rep laced by techno logy or ind iv iduals w ith superior technolog ical sk ills; and t e c h n o ­

u n c e r t a i n t y , an unsettling feeling of constantly being requ ired to learn and adjust to new sales 

techno log ies (T arafdar, C ooper, &  Stich , 2019; T arafdar et al., 2024). B ased on the C H SF2, 

techno-stressors reflect both challenge (e.g ., com plex ity , w ork load, w ork pace) and hindrance 

(e.g ., uncertain ty , am bigu ity ) stress characteristics. O verall, they have the potentia l to either 

lead to strain or a m otivational process, w ith  differentia l im pacts on perform ance. H ence, w e 

investigate how C R M  in fusion drives perform ance v ia technostress, albeit curv ilinearly .

E xpanding from  its earlier focus on negative consequences, contem porary technostress 

research has aligned m ore closely w ith  the occupational stress literature, w hich m aintains that 

stress can be both negative (d istress), lead ing to burnout; and/or positive (eustress), prom oting 

job perform ance (L eP ine et al., 2004; T arafdar, C ooper, &  Stich , 2019). T echnostress is m ore 

likely  to lead to a positive outcom e w hen the ind iv idual appraises the stress as challeng ing—  

that is, hav ing the potentia l to drive grow th th rough sk ill developm ent and goal atta inm ent 

(T arafdar, C ooper, &  Stich , 2019). C hallenge appraisals also im p lic itly  requ ire ind iv iduals to 

feel they have the necessary resources to overcom e stress (B akker, D em erouti, &  Sanz-V ergel,

2023).



In  the contex t of th is dual nature of technostress, w e propose that low er perceptions of 

technostress stem m ing from  C R M  in fusion are m otivational, and positively drive perform ance. 

H ow ever, higher levels of technostress beyond a th resho ld negatively im pact perform ance. 

C H SF2 supports th is ind irect curv ilinear re lationsh ip by exp lain ing that a strong positive direct 

effect betw een the challenge stressor and perform ance can w ithstand the negative ind irect 

effects of w ork strain , but excessive dem ands lead to a hindrance appraisal w hich resu lts in  

negative outcom es th rough increased strain (Podsakoff et al., 2023). T he JD -R m odel prov ides 

fu rther support, w here techno-stressors are conceptualized as self-underm in ing behav iors. 

T hus, increased strain from greater techno logy use w ill  likely drive negative outcom es 

(T arafdar, C ooper, &  Stich , 2019). For exam ple, in attem pting to better em bed C R M  

applications in to their selling tasks, salespeople m ay need to w ork overtim e (techno-overload), 

and cancel or m odify personal plans (techno-invasion).

H ence, w e argue that low  perceptions of techno-stressors can push the salesperson to 

spend personal resources (e.g ., tim e, energy) to discover the best w ays to em bed C R M  to drive 

sales perform ance. T his process w as ev ident from in terv iew s w e conducted w ith sales 

professionals regard ing em bedding sales techno logy in to their ro les:

“ I 'm  s e e i n g  a  l o t  m o r e  p e o p l e  s p e n d i n g  a  l o t  o f  t i m e  l e a r n i n g  a  l o t  o f  d i g i t a l  a n d  

L i n k e d I n  L e a r n i n g  [ … ]  I  g u e s s  a r o u n d  s t a y i n g  r e l e v a n t , [ … ]  I  d o n ' t  w a n t  t o  b e c o m e  

i r r e l e v a n t  i f  I 'm  i r r e l e v a n t ,  I 'm  r e d u n d a n t ” . (B 2B too l supplier, sales director).

“ T r y i n g  t o  g r a s p  t h e  t e c h n o l o g y  a n d  u n d e r s ta n d  h o w  t o  u s e  i t  e f f e c t i v e l y  h a s  c a u s e d  

t h e m  s o m e  c o n c e r n .  A n d  I  t h i n k  t h e  c a d e n c e .  T h a t  c a u s e d  t h e m  s o m e  c o n c e r n ”

(P ro fessional serv ices, C E O &  founder).



“ A t  t h e  b e g i n n in g  w e  d i d n ' t  h a v e  t h e  t e c h n o l o g i e s  i n  p l a c e ,  s o  t h e r e ' s  a  l o t  o fgfedcbaZYXWVUTSRQPONMLKJIHGFEDCBA 

f r u s t r a t i o n  a r o u n d  g e t t i n g  t e c h n o l o g y  u p  a n d  r u n n i n g ”  (D istribu tion and log istics, 

H ead of sales operations).

H ow ever, unsurprising ly greater in tensities of techno-stressors beyond a th resho ld 

becom e counterproductive to driv ing perform ance because they w ill  be m ore resource-tax ing. 

C onsequently , w e propose that w hilst in fusing C R M in to sales activ ities, only salespeople 

experiencing low  perceptions of technostress w ill  enjoy the m otivation that drives sales 

perform ance. O n the other hand, at higher levels beyond a th resho ld , technostress w ill  lead to 

an increasing ly degrading effect on their sales perform ance. T hus, w e hypothesize:

H 2 : T echnostress m ediates the ind irect curvilinear re lationsh ip betw een C R M  in fusion 

and sales perform ance.

2.3 . T he m ediating effect of sales brico lage

Salesperson brico lage is “ a salesperson’ s ability to effectively utilize availab le 

resources by assessing, reconfiguring, and w ork ing to leverage them in order to m eet new 

challenges and create opportun ities”  (E p ler &  L each, 2021, p. 115). Salesperson brico lage 

inc ludes c u s t o m e r - l e v e l  a d a p t a t i o n s  to assess, realign , and reassign availab le resources during 

the selling process; and r e s o u r c e - l e v e l  a d a p t a t i o n s  such as strateg ic behav iors in  response to 

the business and econom ic env ironm ent to m aintain sales perform ance (E p ler &  L each, 2021). 

B ased on the C H SF2, w e conceptualize brico lage as m otivational behav ior, w hich entails the 

contro l and allocation of resources to drive perform ance and counter w ithdraw al behav iors 

(Podsakoff et al., 2023). T his conceptualization of brico lage is sim ilar to the concept of ‘ job 

crafting’ w ith in  the JD -R m odel— proactive steps to change job dem ands and resources, and 

increase personal and job resources to m eet perform ance goals (B akker, D em erouti, &  Sanz-

V ergel, 2023).



G iven our conceptualization of C R M in fusion as a challeng ing job dem and, w e 

investigate how it ultim ately drives the m otivational path that im proves perform ance v ia 

brico lage, albeit in a curv ilinear fash ion. W e expect that as salespeople increasing ly em bed 

C R M  in  the sales process, there w ill  be a resu ltant increase in  brico lage, w hich in  tu rn drives 

perform ance. For exam ple, as salespeople increase C R M  in fusion, they can better utilize the 

C R M ’ s analy tical too ls and access useful custom er insights that enable custom er- and resource­

level adaptations in  the selling process. T he re levance of  brico lage regard ing sales techno logy 

w as ev ident in  our in terv iew s show n in  the fo llow ing  quotes:

“ Y o u  d o  h a v e  t o  b e  a  l i t t l e  b i t  m o r e  r i g o r o u s  a r o u n d  t h e  u s e  o f  t h e  C R M  t y p e  s o f t w a r e s .

I  t h i n k  y o u 'v e  g o t  t o  b e  c o m f o r t a b l e  a n d  c o n v e r s a n t  w i t h  a l l  o f  t h e  d i f f e r e n t o n l i n e  

p l a t f o r m s ,  a n d  y o u 'v e  g o t  t o  u n d e r s t a n d  c u s t o m e r  l i m i t a t i o n s  a r o u n d  t e c h n o l o g y . Y o u  

g o t t a  b e  a b l e  t o  a d a p t  a n d  f i n d  d i f f e r e n t  c h a n n e l s  t o  g e t  y o u r  m e s s a g e  a c r o s s . . . ”  (O il  

and gas industry , sales m anager).

“ W e  h a d  t o  a d a p t  t h e  s k i l l s  t o  b e  a b l e  t o  c o n t i n u e  t o  s u p p o r t  m y  c u s t o m e r  v i a  d i g i t a l  

p l a t f o r m s . ”  (B 2B too l supplier, reg ional business director).

W e propose that because increasing levels of brico lage correspond w ith a positive 

reappraisal of stress, th is challenge appraisal of resource constrain ts and subsequent proactive 

behav ior positively drives perform ance (Podsakoff et al., 2023). T he JD -R m odel supports th is 

fram ing of brico lage as job crafting behav ior, allow ing the salesperson to perpetuate a gain 

cycle w here availab le resources are optim ized to generate other resources, reduce job dem ands, 

and ultim ately drive sales perform ance (B akker, D em erouti, &  Sanz-V ergel, 2024). T hus, w e 

hypothesize:

H 3 : Salesperson brico lage m ediates the ind irect curv ilinear re lationsh ip betw een C R M

in fusion and sales perform ance.



2.4 . T he in teractive effect of A I-assisted adaptive selling .

Sales organ izations that invested in  A I  alongside their sales techno logy have reported 

sign ificant increases in  revenue and return on investm ent (D ick ie et al., 2022). A I  assistance 

enhances sales strateg ies by aid ing creativ ity in  addressing custom er inqu iries and persuasion, 

increasing product and serv ice personalization , and strengthen ing custom er loyalty (Jia et al., 

2024; L edro et al., 2025). H ow ever, like other sales technolog ies, A I  im p lem entation presents 

nuanced opportun ities and challenges (Jaro tschk in , Soykoth , &  C haker, 2025). W ith m any 

C R M  application prov iders em bedding A I  assistance onto their platform s, w e exp lore how A I-  

assisted adaptive selling can in fluence brico lage and technostress, w hich w e have prev iously 

argued can have positive and negative effects respectively on the ind irect re lationsh ip betw een 

C R M  in fusion and sales perform ance.

A daptive selling is the salesperson’ s ability  to custom ize their selling approach, using 

a custom er-oriented lens to alter sales behav iors in  response to changing circum stances in  the 

sales process (C hen &  Z hou, 2022; K im  &  M cFarland, 2024). B ased on th is concept, w e define 

A I-assisted adaptive selling as the use of A I  too ls to adapt to changing circum stances during 

the sales process by facilitating typ ical adaptive selling behav iors. Som e w ays that A I  too ls can 

assist salespeople in  adaptive selling inc lude: greater personalization of offers (C hen &  Z hou, 

2022), high ligh ting w hat signals to pay attention to from clien ts, prov id ing so lu tions to 

com plex clien t questions to close a sale, or ta ilo ring targeted clien t prom otions based on 

custom er segm entation (Salesforce, 2025). In essence, the A I function enhances the 

salesperson’ s selling effectiveness and experience, m echanism s that exp lain how adaptive 

selling drives positive outcom es in  the selling process (C haker et al., 2025).

G iven rap id advances in  A I  sales too ls, salespeople m ay f ind  that they are constantly 

hav ing to update their techn ical know ledge to optim ize sales. Salespeople w ho em ploy A I-

assisted adaptive selling functions w ould be better able to identify creative and innovative



so lu tions (Jia et al., 2024; 2022, K halil et al., 2025), access clien t in form ation faster, and

leverage C R M  analy tical functions to com plem ent their ow n resourcefu lness to reconfigure 

clien t so lu tions (M cC lure et al., 2024). H ow ever, salespeople in fusing C R M  from  low  up to 

m oderate levels m ay f ind  in itia l attem pts using A I-assistance dem anding. T his fric tion arises 

because A I  too ls m ay in troduce com plex ity in to fam iliar, estab lished processes, thereby 

im pacting their brico lage ability . A dditionally , to optim ize the benefits of A I, som e level of 

experim entation m ay be necessary (H autam äki &  H eik inheim o, 2025). T his experim ental 

process m ay m ake in itia l attem pts at brico lage unsuccessfu l. N evertheless, from  m oderate to 

high levels of C R M  in fusion, an increased ability  to leverage A I  assistance cou ld subsequently 

help the salesperson better utilize in form ational resources and im prove their brico lage abilities. 

C onsequently , w e propose that salespeople’ s use of A I-assisted adaptive selling negatively 

in fluences the re lationsh ip betw een C R M  in fusion and brico lage fo r up to m oderate levels of 

C R M  in fusion, after w hich, its in fluence becom es positive.

A I-assisted adaptive functions can help em ployees w ork m ore effic iently and dev ise 

innovative so lu tions to w ork hurd les (K halil  et al., 2025). In  prov id ing these job resources, A I  

can reduce em ployees’  perception of  technostress (e.g ., reduce w ork overload and com plex ity , 

and increase w ork-life balance). For exam ple, som e A I-assisted adaptive selling too ls (e.g ., 

sales-i on SugarC R M ) can read ily prov ide actionab le insights on thousands of custom er data 

and products, freeing tim e (i.e., resources) fo r salespeople. N evertheless, these A I-assistance 

too ls also place additional dem ands on salespeople. A part from dealing w ith the possib le 

com plex ity and in trusiveness of A I  too ls, A I  m ay also heighten em ployees’ job insecurity 

(K halil et al., 2025). T herefore, at up to m oderate levels, w e argue that A I-assisted adaptive 

selling can be perceived as a hindering job dem and, am plify ing the negative effects of C R M  

in fusion on technostress. H ow ever, fo r subsequently higher levels of C R M  in fusion above the

th resho ld , A I-assisted adaptive selling becom es an im portant resource the salesperson can



leverage to m ake their tasks m ore efficient. Salespeople’ s use of  A I  at these higher levels w ould 

m ake them less susceptib le to the self-underm in ing attribu tes of technostress. T hus, w e put 

fo rw ard the fo llow ing  hypotheses:

H 4a : A I-assisted adaptive selling has a steepening effect on the curvilinear re lationsh ip 

betw een C R M  in fusion and salesperson brico lage, such that the re lationsh ip becom es 

m ore negative fo r in itia l increases in in fusion but m ore positive fo r subsequent 

increases beyond the th resho ld .

H 4b : A I-assisted adaptive selling has a steepening effect on the inverted curv ilinear 

re lationsh ip betw een C R M in fusion and technostress, such that the re lationsh ip 

becom es m ore positive fo r  in itia l  increases in  in fusion but m ore negative fo r subsequent 

increases beyond the th resho ld .

—  in sert F igu res 1 &  2  h ere—

3 . M ethod ology  an d  A n alysis

3.1 . Study 1 – T esting the M ediation M echanism s of T echnostress and B rico lage

3.1 .1 . Sam ple and D ata C ollection

W e co llected survey data from  a panel of  B 2B salespeople in  the U K  th rough Q ualtrics, 

a com m on sam pling m ethod in  B 2B  sales research (Peasley et al., 2020). O ut of  207 responses, 

eight responses w ere incom plete, leav ing a f inal sam ple of 199 B 2B salespeople w ork ing fu ll­

tim e in  various industries i.e., m anufacturing (31.2% ), retail and consum er (12.1% ), business 

serv ices (10.1% ), techno logy (7 .0% ), and f inancial serv ices (6 .0% ). T he sam ple w as 30% 

fem ale w ith a m edian age of 38 and had an average of 9 years of sales experience—  

characteristics consistent w ith  contem porary sales research (e.g ., E pler &  L each, 2021; E pler

et al., 2024).



3.1 .2 . M easures

W e used estab lished m ulti-item scales from prior research to operationalize all 

constructs (see T able 3). Item s w ere m easured using seven-po in t L ikert scales (1 = strong ly 

disagree, 7 = strong ly agree). T o ensure conceptual precision and contex tual re levance, w e 

asked respondents to evaluate their experiences specifically in  re lation to the C R M  system they 

use in their daily w ork. W e m odified Jones, Sundaram , and C hin’ s (2002) th ree-item 

techno logy in fusion scale to m easure C R M in fusion. Sim ilarly , all f ive techno-stressor 

dim ensions (T arafdar, Pullins, &  R agu-N athan, 2014) w ere adapted to reflect stress perceptions 

arising from C R M  in teraction . W e m easured salesperson brico lage using E pler and L each’ s 

(2021) seven-item scale. U nlike prev ious research exam in ing sim ilar and re lated constructs, 

E pler et al. (2024) argue th is conceptualization of brico lage specifically reflects salespeople 

behav iors, rather than a disposition or trait. T his contex tualization ensures that responses reflect 

situational (state) assessm ents rather than enduring ind iv idual dispositions, thereby addressing 

concerns about tra it–state variance ra ised in prior brico lage stud ies. F inally , w e asked 

participants to self-rate their sales perform ance using four item s adapted from B ehrm an and 

Perreau lt (1982).

W e inc luded contro l variab les based on their theoretical re levance to increase the 

robustness of our m odel and to ru le out alternative exp lanations. W e contro lled fo r sales 

experience (experience as a sales professional) and job tenure (length of serv ice w ith  current 

em ployer) (M ullins &  A gnihotri, 2022); rem ote w ork (G olden, 2007); sales-specific social 

m edia in fusion (B ata et al., 2018) using a m odified version of Jones, Sundaram and C hin’ s 

(2002) 3-item techno logy-in fusion scale; and behav ior-based sales contro l— activ ity contro l 

(five item s) and capability contro l (five item s) from  K ohli et al. (1998). T hese factors w ere 

show n to in fluence sales attitudes and perform ance in  prior stud ies (e.g ., A hm ad et al., 2024;

M ullins &  A gnihotri, 2022).



3.1 .3 . R eliab ility and V alid ity

W e conducted a confirm atory factor analysis (C FA ) to evaluate the convergent and 

discrim inant valid ity  of the study m easures. G iven the exp loratory nature of the study and a 

sm aller than conventional sam ple size, the m easurem ent m odel f it  the data w ell (χ2 /d f =  

1855.032/1138 =  1.630, C FI =  0 .900, IF I  =  0.901, R M SEA =  0.056). T he standard ized load ings 

of all m easurem ent item s to their constructs w ere sign ificant (p < 0.05), dem onstrating 

convergent valid ity  (see T able 3). W e assessed discrim inant valid ity  fo llow ing  tw o approaches. 

F irst, all values of the average variances extracted (A V E )  exceeded the th resho ld of 0.50, and 

their square roots w ere greater than the correlations w ith  other constructs (Fornell &  L arcker, 

1981). Second, w e exam ined the hetero trait-m onotrait ratio (H T M T)  and ensured that H T M T  

values w ere below the cut-o ff value of 0.90 (H enseler, R ing le, &  Sarstedt, 2015; see A ppendix 

B  in supplem ent). W e confirm ed the re liab ility of the study’ s la tent variab le m easures, all of 

w hich exceeded the C ronbach’ s α th resho ld of 0.70 (N unnally &  B ernstein , 1994). T able 4 

sum m arizes correlations and descrip tive statistics fo r Study 1 variab les.

—  in sert T ab les  3  &  4 h ere  —

C o m m o n  M e t h o d  B i a s

T o m itigate potentia l com m on m ethod bias (C M B ), w e used procedural rem edies 

inc lud ing random izing item order, assuring respondents of anonym ity and confidentia lity , and 

em phasiz ing that there w ere no righ t or w rong answ ers (Podsakoff et al., 2003). A dditionally , 

w e applied post-hoc statistical tests to check the potentia l im pact of C M B  (Podsakoff et al., 

2003). F irst, w e conducted L indell and W hitney’ s (2001) correlational m arker techn ique, 

w hich has been show n to be effective in  detecting C M B  (B ozionelos and Sim m ering, 2022). 

W e used another la tent construct, sales orientation (T hom as, Soutar, &  R yan, 2001) as our 

m arker variab le, w hich had the second-low est correlation w ith  brico lage (r  =  0.013) in  Study

1, prov id ing a conservative adjustm ent factor. W e partia led out th is coefficient fo r each pair of



the Study 1 variab les, and com pared w ith  the unadjusted bivariate correlations. T here w ere no 

substantive changes in the sign ificance of the correlations betw een our m ain constructs. 

A dditionally , w e assessed variance in flation factors (V IF )  and found that all values w ere w ell 

below the recom m ended th resho ld of  3.3 (K ock, 2015).T ogether, these tests prov ided ev idence 

that C M B is unlikely to pose a concern in our analysis. Furtherm ore, the inc lusion of both 

positive and negative re lationsh ips in the theoretical m odel reduce the likelihood of C M B  

(Peasley et al., 2020).

3.1 .4 . A nalysis &  R esults

W e conducted hierarch ical regression analyses on SPSS, m ean-centering all pred ictors 

to facilitate in terpretation of in teraction and quadratic term s. Pred ictors w ere entered 

sequentia lly : (S tep 1) contro l variab les (sales experience, job tenure, rem ote w ork, social m edia 

in fusion, behav ior contro l); (S tep 2) independent variab le (C R M  in fusion); (S tep 3) squared 

term of independent variab le. A ll  variance in flation factors (V IF )  w ere below 5.0 , ind icating 

no m ultico llinearity concerns.

T able 5 (M odel 4) show s a positive linear re lationsh ip betw een C R M  in fusion and sales 

perform ance, corroborating f ind ings of recent stud ies (e.g ., O hiom ah et al., 2019). H ow ever, 

consistent w ith  H 1, the squared term fo r  C R M  in fusion w as also positive (β =  0.087, DCBAp  =  0 .021), 

ind icating a curv ilinear re lationsh ip . T o determ ine w hether th is re lationsh ip w as U -shaped, w e 

fo llow ed procedures outlined in H aans, Pieters, and H e (2016): (T est 1) squared term  

sign ificance and expected sign; (T est 2) suffic iently steep slope at low  and high values of the 

pred ictor variab le; and (T est 3) tu rn ing poin t w ith in  the observed data range. W e used ±2 SD 

to define low and high C R M in fusion values. F igure 3 illustrates that as C R M in fusion 

increases, sales perform ance rises at an accelerating rate. H ow ever, even at -2SD below m ean 

values of C R M  in fusion, the re lationsh ip w ith  sales perform ance is already positive, albeit at a 

low er rate (S lope C R M -low  =  0.105, p  =  0.137; Slope C R M -high = 0.600, p  =  0.000; tu rn ing



poin t at -2 .500, or 3.455 on a 7-po in t scale). T hus, the re lationsh ip is curvilinear but not U - 

shaped; instead resem bling a J-curve, w here benefits are m ore pronounced at higher C R M  

in fusion levels (K halil et al., 2025). H ence, salespeople at low  C R M  in fusion exh ib it m odest 

gains, w hile m oderate to high in fusion y ields increasing ly stronger perform ance im provem ent.

—  in sert T ab le 5  h ere  —

—  in sert  F igu re 3  h ere  —

W e used the M E D C U R V E m acro (H ayes &  Preacher, 2010) to estim ate nonlinear 

ind irect effects th rough technostress and brico lage, using 10,000 bootstrap sam ples at -1 SD , 

m ean, and +1 SD levels of C R M  in fusion. Prior to runn ing the M E D CU R V E m acro, w e tested 

ind iv idual paths of the m ediation hypotheses to confirm if  these should be selected as linear or 

quadratic in the M E D CU R V E m acro param eters. T he resu lts of the regressions of the 

ind iv idual paths betw een C R M in fusion and sales perform ance v ia both m ediators—  

technostress and brico lage, w ere all sign ificant and quadratic. H ence, w e assum ed quadratic 

re lationsh ips fo r all ind iv idual paths w hen selecting the M E D C U R V E m acro param eters. 

T able 6 prov ides a sum m ary of  the pre-tests and subsequent M E D CU R V E resu lts fo r Study 1, 

w hile A ppendix C (see supplem ent) prov ides a m ore detailed discussion of the pretests.

For H 2, the ind irect effect of C R M  in fusion on sales perform ance v ia technostress w as 

negative and sign ificant at m oderate levels of C R M  in fusion (θ = -0 .036, 95% C I [-0 .098, - 

0.000]), positive but nonsign ificant at low  levels (θ = 0.003, 95% C I [-0 .030, 0.033]), and 

negative but nonsign ificant at high levels (θ = -0 .036, 95% C I [-0 .112, 0.001]). T hese resu lts 

prov ide lim ited ev idence that increasing C R M  in fusion reduces perform ance v ia technostress, 

giv ing only partia l support fo r H 2.

For H 3, the ind irect effect of C R M  in fusion on sales perform ance th rough brico lage 

w as positive and sign ificant at m oderate (θ =  0 .091, 95% C I [0 .008, 0.193]) and high (θ =  0.202, 

95% C I [0 .036, 0.455]) C R M  levels, but nonsign ificant at low  levels (θ =  0.010, 95% C I [-0 .046,



0.062]). T hese resu lts also ind icate partia l support fo r  H 3, suggesting that higher C R M  in fusion 

prom otes sales perform ance v ia brico lage, w ith  effects increasing from  m oderate to high levels.

P o s t - h o c  A n a l y s i s

W e conducted post-hoc tests to show the robustness of our m odel. F irst, w e reversed 

the causal direction of  H 1 to exam ine w hether sales perform ance has a curvilinear re lationsh ip 

w ith  C R M  in fusion. T able 1 in  A ppendix D  show s that th is re lationsh ip is insign ificant (β =  

0.060, p  = 0.263). Sim ilarly , w e used the M E D CU R V E m acro (H ayes &  Preacher, 2010) to 

exam ine the reverse-causal direction of the m ediated re lationsh ips using the sam e param eters 

as in  the m ain analysis. For H 2, the m ediation w as insign ificant fo r each m agnitude of C R M  

in fusion (low  θ =  -0 .001, 95% C I [-0 .020, 0.009]; m oderate θ =  -0 .009, 95% C I [-0 .049, 0.011]; 

high θ =  -0 .018, 95% C I [-0 .098, 0.014]). W e also found insign ificant resu lts fo r H 3 (low  θ =  - 

0.001, 95% C I [-0 .048, 0.034]; m oderate θ = 0.003, 95% C I [-0 .061, 0.060]; high θ = 0.012, 

95% C I [-0 .090, 0.139]). F inally , w e analyzed alternative m odels fo r H 2 and H 3, treating the 

m ediators as m oderators instead. T ables 2 and 3 in A ppendix D show the resu lts of the 

curv ilinear m oderation of technostress (β = 0.047, p  = 0.250) and brico lage (β = -0 .079, p  =  

0.071) to be insign ificant. O verall, these resu lts do not provide ev idence of reverse causal 

re lationsh ips in  Study 1 and show that technostress and brico lage are better su ited as m ediators 

rather than m oderators, consistent w ith  the application of the C H SF2 and JD -R fram ew orks.

—  in sert T ab le 6  h ere  —

3.2 . Study 2 – E xam in ing the M oderating E ffects of  A I-assisted A daptive Selling

3.2 .1 . Sam ple and D ata C ollection

Study 2 exp lored the m oderating ro le of A I-assisted adaptive selling in  the curv ilinear 

re lationsh ips betw een C R M in fusion and the m ediators— technostress and salesperson 

brico lage. T o test these effects and validate Study 1 f ind ings in  a different contex t, w e co llected

survey data from a U .S. sam ple of salespeople v ia Pro lific . E lig ib ility  criteria requ ired



participants to be em ployed fu ll-tim e in  account m anagem ent, sales, or business developm ent; 

and to use verified C R M  applications. W e received 349 responses and, after quality checks to 

rem ove incom plete or outlier cases, retained 317 valid observations. Partic ipants represented 

diverse industries, m ain ly retail and serv ice (25.9% ), f inance and insurance (19.9% ), and 

professional, scientific , and techn ical serv ices (10.4% ). M ost respondents w ere aged 26-41 

(53.6% ), 46.7% w ere fem ale, and 75.1% held a university degree. T he m ajority (45.1% ) had 

been in  their current sales ro le fo r up to th ree years, w ith  average C R M  use of 4.6 hours per 

day. Partic ipants w ere com pensated at a rate of U SD $13 per hour.

3.2 .2 . M easures

W e used estab lished m easures from  prior research to operationalize all constructs on 5- 

poin t L ikert scales (1 = strong ly disagree, 5 = strong ly agree). T he m ain constructs— C R M  

in fusion, technostress, and brico lage— w ere m easured as in Study 1. T he m oderator, A I-  

assisted adaptive selling , w as assessed using a seven-item scale adapted from  C hen and Z hou’ s 

(2022) m easure fo r adaptive selling capability . Partic ipants w ere instructed to consider the A I-  

enabled features of their C R M  system s w hen responding.

T he analyses inc luded contro l variab les theoretically linked to perform ance outcom es: 

salesperson agility (K alra, L ee, &  D ugan, 2023), grit (E p ler &  L each, 2021). W e also 

contro lled fo r B 2B sales contex t (dum m y coded), Salesforce1 C R M usage (54.9% of the 

sam ple, dum m y coded), daily C R M  usage (A yyagari, G rover, &  Purv is, 2011), and tim e since 

last C R M  tra in ing.

1 Salesforce had the largest global m arket share fo r C R M  applications (21.7% ), ahead of  M icrosoft (5 .9% ), O racle

(4 .4% ), and SA P (3 .5% ) as ranked by the In ternational D ata C orporation (Salesforce, 2024).

3.2 .3 . R eliab ility and V alid ity

W e conducted a confirm atory factor analysis (C FA ) to evaluate the convergent and 

discrim inant valid ity of the study m easures. T he m odel dem onstrated good f it (χ2/d f =



1458.390/880 = 1.657, C FI = 0.934, IF I  = 0.935, R M SEA = 0.046). A ll  item load ings w ere 

sign ificant (p < 0.05), supporting convergent valid ity (see T able 3). T w o item s each from  

brico lage and grit, and one from techno-uncertain ty , w ere rem oved due to low  load ings. 

D iscrim inant valid ity  w as supported since all A V E  values exceeded 0.50, the square roots of 

A V E s w ere greater than in ter-construct correlations (Fornell &  L arcker, 1981), and all H T M T  

values w ere below the cut-off poin t of 0.90 (H enseler et al., 2015; see A ppendix B in  

supplem ent). R eliab ility w as also confirm ed, w ith  C ronbach’ s α values above 0.70 fo r  all la tent 

constructs (N unnally &  B ernstein , 1994). T able 7 presents the descrip tive statistics and 

correlations am ong all study variab les.

—  in sert T ab le 7  h ere  —

C o m m o n  m e t h o d  b i a s

W e applied the sam e procedures as in  Study 1 to m in im ize and assess potentia l C M B . 

Post hoc, w e applied L indell and W hitney’ s (2001) correlational m arker techn ique. W e used 

the second-low est correlation am ong the Study 2 la tent constructs (betw een A I-assisted 

adaptive selling and agility ; r  = 0.089) as a conservative adjustm ent factor. W e partia led out 

th is coeffic ient fo r each pair of the Study 2 variab les, and com pared w ith the unadjusted 

b ivariate correlations. A s there w ere no substantive changes in the sign ificance of the 

correlations betw een our m ain constructs, w e can conclude that C M B  poses little  concern in  

our study. A ll  V IF  values w ere below 3.3 , ind icating no m ultico llinearity or C M B  concerns. 

Furtherm ore, testing both positive and negative re lationsh ips helps reduce C M B likelihood 

(Peasley et al., 2020).

3.2 .4 . A nalysis &  R esults

Sim ilar to the analy tical approach in  Study 1, w e used hierarch ical regression analyses 

in SPSS to test the hypothesized curvilinear and m oderating re lationsh ips. A ll  independent 

variab les w ere m ean-centered to aid in terpretab ility . Pred ictors w ere entered sequentia lly :



(S tep 1) contro l variab les (Salesforce C R M , B 2B sales, C R M  daily use, C R M  tra in ing tenure, 

agility , and grit); (S tep 2) independent variab le (C R M in fusion); (S tep 3) squared term of 

independent variab le; (S tep 4) m oderator (A I-assisted adaptive selling); (S tep 5) linear 

in teraction term s; (S tep 6) curvilinear in teraction term s. A ll  V IFs w ere below 5.0 , ind icating 

no m ultico llinearity .

T he resu lts in  T ables 8 and 9 show that Study 2 rep licated Study 1’ s m ain effects—  

confirm ing U -shaped and inverted U -shaped re lationsh ips respectively betw een C R M  in fusion 

and brico lage (β =  0.102, DCBAp  =  0.000; Slope C R M -low  =  -0 .501, p  =  0.000; Slope C R M -high =  

0.372, p  =  0.000; tu rn ing poin t at -0 .755, or 2.831 on a 5-po in t scale; F igure 4) and technostress 

(β = -0 .103, p  = 0.000; Slope C R M -low = 0.549, p  = 0.000; Slope C R M -high = -0 .332, p  =  

0.000; tu rn ing poin t at -0 .544, or 3.042 on a 5-po in t scale; F igure 5). T able 10 prov ides a 

sum m ary of all the direct curvilinear re lationsh ips tested in Study 1 and 2, and confirm s the 

resu ltant shapes of the re lationsh ips.

A ccord ing to H aans, Pieters and H e (2016), m oderators m ay affect a curv ilinear 

re lationsh ip by sh ifting the tu rn ing poin t or altering the steepness of the curve. O ur resu lts 

supported H 4a, show ing that A I-assisted adaptive selling strengthened the positive curv ilinear 

effect of C R M  in fusion on brico lage (β =  0.063, p  =  0.002). A s show n in  F igure 6, salesperson 

brico lage is higher and the curve steeper w hen A I-assisted adaptive selling (A I)  is +1SD above 

the m ean; but brico lage is low er and not as easily facilitated fo r  below m ean values of  A I  usage. 

Sim ilarly , resu lts supported H 4b, ind icating that A I-assisted adaptive selling in tensified (i.e., 

steepened) the negative curv ilinear re lationsh ip betw een C R M  in fusion and technostress (β =  

-0 .095, p  = 0.000). F igure 7 show s that technostress declines m ore sharply w hen A I-assisted 

adaptive selling is high (+1SD ), but the curve f lattens at low er A I  usage. T he hypotheses w ere 

also tested w ithout contro l variab les. M odel 1 in  T ables 8 and 9 confirm ed consistent patterns, 

re in forcing the robustness of our f ind ings across m odel specifications.



P o s t - h o c  A n a l y s i s

W e conducted post-hoc tests to show the robustness of our Study 2 m odel. W e reversed 

the causal directions of H 4a and H 4b to exam ine w hether A I-assisted adaptive selling 

m oderated the curvilinear re lationsh ips. T ables 4 and 5 in  A ppendix D  (see supplem ent) show 

insign ificant resu lts and do not prov ide ev idence of  reverse causation fo r our m odel: H 4a: (β =  

-0 .034, p  =  0.678); H 4b: (β =  -0 .082, p  =  0.255).

—  in sert T ab les  8 , 9 , an d  10  h ere  —

—  in sert F igu res 4 , 5 , 6 , an d  7  h ere  —

4 . D iscussion

T his study offers a fresh perspective on the inconsistent f ind ings surround ing the C R M – 

perform ance re lationsh ip . D raw ing on the C H SF2 and supported by the JD -R m odel, w e 

proposed and confirm ed a curvilinear re lationsh ip betw een C R M in fusion and salesperson 

perform ance. W e found that technostress and brico lage act as opposing m echanism s—  

hindering and enhancing sales perform ance respectively . Furtherm ore, A I-assisted adaptive 

selling strengthens these curvilinear effects. T ogether, these f ind ings advance theory and 

prov ide practical insights in to technology-enab led selling .

4.1 . T heoretical Im plications

T his study contributes to sales techno logy research in  several w ays. F irst, it  challenges 

the long-stand ing paradox surround ing C R M  effectiveness (e.g ., A hearne et al., 2004; R om án 

&  R odríguez, 2015). W hereas prior research typ ically assum es linear effects (e.g ., A vlon itis &  

Panagopoulos, 2005; K o &  D ennis, 2004), w e show that the effect of C R M  in fusion on sales 

perform ance fo llow s a nonlinear pattern , w here low er levels of em beddedness are associated 

w ith job dem ands from increased cognitive load, w hereas higher levels drive superior 

perform ance. In tegrating the C H SF2 and JD -R m odel (B akker &  D em erouti, 2017, B akker,



D em erouti, &  Sanz-V ergel, 2023, Podsakoff et al. 2023), w e dem onstrate that the sam e 

stressor, C R M  in fusion, can be appraised as either challeng ing or hindering depending on its 

in tensity . W hile the expected U -shape did not em erge, w e observed a J-shaped re lationsh ip , 

w here perform ance rises sharply at higher levels of in fusion. T his resu lt suggests that once 

salespeople overcom e an adjustm ent phase, C R M system s can evo lve from a short-term 

inconven ience in to a long-term perform ance enabler (K halil et al., 2025). T he f ind ing 

reconciles earlier contrad ictions by show ing that benefits accrue only w hen C R M  becom es 

deep ly in tegrated in to daily routines.

Second, th is study advances the salesperson stress literature by identify ing dual 

m echanism s that exp lain how C R M  in fusion affects job outcom es. T echnostress represents a 

hindrance-oriented appraisal that reduces perform ance, particu larly w hen C R M  system s are 

com plex or poorly aligned w ith  w orkflow s (T arafdar, C ooper, &  Stich , 2019; L eP ine et al., 

2004). T his re lationsh ip is especially salien t w hen C R M  system s are unfam iliar, com plex, or 

poorly in tegrated w ith  sales routines. A lthough the direction and m agnitudes of the m ediating 

effect of technostress on the C R M -perform ance re lationsh ip w ere consistent w ith our 

theorization— i.e., technostress positively driv ing perform ance at low  levels of in fusion, but 

detrim ental at m oderate and high levels— w e only found sign ificant resu lts fo r  m oderate levels 

of C R M  in fusion. T hese insign ificant effects m ay poin t to contex t-specific variab les at the 

techno logy, ind iv idual, or organ izational level im pacting perform ance, w hich w e address as 

fu ture research opportun ities in  the conclud ing section.

In contrast, brico lage em erged as a challenge-oriented response that fosters creativ ity 

and adaptation, consistent w ith  job crafting behav iors (E p ler &  L each, 2021; A hm ad et al., 

2024). Salespeople engaging in brico lage behav ior actively reconfigure resources and 

experim ent w ith  C R M  too ls to enhance outcom es. T he positive m ediation effect— especially 

at m oderate and high levels of in fusion— illustrates how resourcefu l adaptation m itigates the



dow nsides of  techno logy-driven dem ands. T ogether, these resu lts re in force the C H SF2’ s v iew  

that challenge stressors can y ield either positive or negative outcom es depending on the balance 

of opposing fo rces (Podsakoff et al., 2023). C onsequently , the insign ificant effect on sales 

perform ance v ia brico lage at low  levels of C R M  in fusion m ay poin t to greater strain at in itia l  

stages of em bedding techno logy in to sales processes. B y  contrast, salespeople at higher levels 

of  C R M  in fusion experience less strain, becom e better brico leurs, and benefit from  higher sales 

perform ance. O verall, th is dual-pathw ay perspective enriches theoretical understand ing of  how 

dig ita l techno log ies sim ultaneously create pressure and enable agency in  w ork settings.

T hird , w e extend research on sales professionals’ A I  usage by show ing that A I-assisted 

adaptive selling m oderates the curvilinear effects betw een C R M in fusion and the 

corresponding m ediating m echanism s. O ur f ind ings underscore that the benefits of A I  depend 

on the salesperson’ s degree of A I  in tegration in to daily w ork. O ur resu lts also align w ith  

contem porary stud ies that show that w hilst A I  usage m ay drive productiv ity , like m ost 

techno log ies, it can be cognitively dem anding (e.g ., K oponen et al., 2025). A I  does not 

au tom atically im prove perform ance, but acts as a resource am plifier, help ing sk illed users 

in terpret data and ta ilo r custom er in teractions m ore effectively . T his insight contributes to 

grow ing discussions on hum an–A I co llaboration in sales and serv ice settings (Jarotschk in, 

Soykoth , &  C haker, 2025; H autam äki &  H eik inheim o, 2025; M cC lure et al., 2024).

4.2 . M anageria l Im plications

O ur f ind ings carry several actionab le insights fo r sales and techno logy m anagers. F irst, 

C R M system s should not be ro lled out under the assum ption that greater usage alw ays 

translates to better perform ance. B etw een low  and m oderate levels of in fusion, salespeople 

m ay experience confusion, ro le conflic t, and frustration—particu larly if  system s are com plex 

or insuffic iently aligned w ith w orkflow s (K halil et al., 2025; D ick ie et al., 2022). Such 

m isalignm ent also applies to launch ing new A I  features w ithout proper onboard ing, as



observed in early ro llou ts of Salesforce E instein G PT . M anagers m ust recogn ize that 

salespeople’ s ability to effectively em bed C R M in to their ro les is sensitive to poor 

im p lem entation.

Second, f irm s should consider stress-m anagem ent in terventions and adaptive support 

strateg ies that reduce the risk of salespeople’ s technostress. T hese m ight inc lude personalized 

tra in ing, dig ita l coach ing, and peer m entoring program s. A dditionally , H R  and IT  team s should 

co llaborate to m onitor signs of techno logy-related stress such as w ork ing longer hours and 

anx iety over job security ; and offer stress m anagem ent support w here needed (T arafdar, 

C ooper, &  Stich , 2019).

T hird , to unlock the positive effects of C R M  in fusion, organ izations m ust create an 

env ironm ent that fosters brico lage. T his m eans encourag ing experim entation, em pow ering 

salespeople to reconfigure resources, and recogn izing adaptive prob lem -so lv ing. T he exam ple 

of SA P Sales C loud suggests that sales team s th rive w hen allow ed to creatively in tegrate 

system insights in to their w orkflow s, rather than strictly adhering to top-dow n scrip ts. 

E ncourag ing such behav iors can help sellers develop the resourcefu lness needed to convert 

C R M  system s in to strateg ic assets.

Fourth , our f ind ings poin t to the conditional value of A I-assisted selling too ls. R ather 

than assum ing A I  features w ill  im m ediately im prove sales productiv ity , m anagers m ust treat 

them as cognitive resources that requ ire socialization and practice. T ools like  M icrosoft C opilo t 

or SA P's guided selling analy tics are m ost effective w hen users have already developed a so lid 

foundation w ith  C R M  functionalities. F irm s should therefore stage the ro llou t of A I  too ls and 

prov ide sandbox env ironm ents or pilot groups to foster confidence and m astery .

F inally , organ izations should continuously assess w hether their C R M  investm ents are

fostering perform ance-enhancing behav iors or stress-inducing burdens. T his m ay invo lve



develop ing K PIs not just fo r C R M  usage, but fo r salesperson w ell-being, adaptive behav iors, 

and innovation.

5 . L im itation s an d  F u tu re  R esearch  D irection s

A s w ith any scientific endeavor, w e identify lim itations that offer avenues fo r fu ture 

research. F irst, w hile our tw o-study design strengthens generalizability , the data are cross­

sectional, lim iting causal in ference. C onceptually , techno logy use precedes technostress 

(T arafdar, C ooper, &  Stich , 2019), w hich theoretically m itigates concerns of  reverse causality . 

N onetheless, unobserved confound ing factors m ay still affect the observed re lationsh ips, 

suggesting caution in in terpreting causality . A dditionally , potentia l endogeneity cannot be 

en tirely ru led out. Future research cou ld address th is issue using long itud inal designs or f ie ld  

experim ents to test the tem poral dynam ics of C R M in fusion, especially transitions from  

technostress to brico lage; or by em ploy ing statistical techniques such as instrum ental variab le 

estim ation. R elated ly , w hile w e em ployed estab lished scales fo r all study m easures and 

contex tualized them to ensure alignm ent w ith  the techno logy usage and sales literatures, issues 

re lated to state variance rem ain . W e suggest that fu ture stud ies em ploy experim ental design 

w ith random ization or experience sam pling procedures to account fo r in ter-ind iv idual 

variab ility .

Second, our m easure of A I-assisted adaptive selling focused on perceived help fu lness 

of A I  features. T his approach m ay not fu lly  capture actual in teraction behav iors. Future 

research cou ld incorporate m ore objective system -use data (e.g ., log data, A I  usage analy tics) 

to exam ine how different A I  functionalities in teract w ith  salesperson behav ior or take a m ore 

g ranu lar approach to investigate how A I  augm entation vs. autom ation affect different stages of 

sales (M cC lure et al., 2024). A lternatively , fu ture stud ies cou ld develop a sales contex t-specific 

m easure fo r C R M A I-in fusion, encom passing features like pred ictive analy tics, autom ated 

sum m aries, and prospect targeting. G iven the grow ing im portance of A I  in selling , such a



m easure w ould sign ificantly advance sales research. Furtherm ore, fu ture stud ies m ight exp lore 

custom er re lationsh ip outcom es of salespeople’ s A I  usage to offer a fu ller v iew of how A I  

im pact the sales process.

T h ird , our study w as conducted w ith in  the A nglo-A m erican contex t. Future w ork cou ld 

exam ine how cu ltural and organ izational contex t m oderates these effects, particu larly in  

em erg ing m arkets w here techno logy in frastructure levels vary (A deniji &  Igarash i, 2022). 

Fourth , w hile w e focused on ind iv idual-level m echanism s, fu ture stud ies cou ld exp lore team­

level dynam ics, such as know ledge sharing, co llaborative brico lage, or leader behav ior in  

C R M -rich env ironm ents.

F ifth , although our research focused on C R M  system s, the theoretical m odel can be 

ex tended to other enterprise softw are too ls, such as dig ita l serv ice platform s, know ledge 

m anagem ent system s, or E R P so lu tions. F inally , fu ture research cou ld exp lore how ind iv idual 

tra its (e.g ., learn ing orientation , openness to experience) shape the transition from  technostress 

to brico lage.

6 . R eferen ces

A deniji, J. and Igarash i, R . (2022). M anaging fo reign subsid iaries rem otely: the ro le of cu lture 

in  techno-stress appraisal and w ell-being. DCBAJ o u r n a l  o f  I n t e r n a t i o n a l  M a r k e t i n g , 3 0 (3), 83­

89.

A hearne, M ., H ughes, D . E ., &  Schillew aert, N . (2007). W hy sales reps should w elcom e 

in form ation techno logy: M easuring the im pact of C R M -based IT  on sales effectiveness. 

I n t e r n a t i o n a l  J o u r n a l  o f  R e s e a r c h  i n  M a r k e t i n g , 24(4), 336-349.

A hearne, M ., Jones, E ., R app, A . and M ath ieu, J. (2008). H igh touch th rough high tech: T he 

im pact of  salesperson techno logy usage on sales perform ance v ia m ediating m echanism s.

M a n a g e m e n t  S c i e n c e , 54(4), 671-685.



A hearne, M ., Srin ivasan, N . and W einstein , L . (2004). E ffect of techno logy on sales 

perform ance: Progressing from techno logy acceptance to techno logy usage and

consequence. DCBAJ o u r n a l  o f  P e r s o n a l  S e l l i n g  &  S a l e s  M a n a g e m e n t , 24(4), 297-310.

A hm ad, B ., Y uan, J., A shfaq, M ., Shahzad, K . and Z hang, T . (2024). D oes salesperson 

brico lage m atter in  fostering serv ice-sales am bidexterity in  B 2B m arkets? A  perspective 

th rough the sales m anagem ent contro l system . I n d u s t r i a l  M a r k e t i n g  M a n a g e m e n t , 121, 

115-130.

A vlon itis, G . J., &  Panagopoulos, N . G . (2005). A ntecedents and consequences of C R M  

techno logy acceptance in  the sales fo rce. I n d u s t r i a l  M a r k e t i n g  M a n a g e m e n t , 34(4), 355­

368. https://do i.o rg /h ttps://do i.o rg /10.1016/j.indm arm an.2004.09.021.

A yyagari, R ., G rover, V . and Purv is, R . (2011). T echnostress: T echnolog ical antecedents and 

im p lications. M I S  Q u a r t e r l y , 831-858.

A zer, J. and A lexander, M ., 2025. H um an-m achine engagem ent (H M E ): conceptualization , 

typo logy of fo rm s, antecedents, and consequences. J o u r n a l  o f  S e r v i c e  R e s e a r c h , 28(1), 

112-130.

B akker, A .B . and D em erouti, E . (2017). Job dem ands–resources theory : tak ing stock and 

look ing fo rw ard. J o u r n a l  o f  O c c u p a t i o n a l  H e a l t h  P s y c h o l o g y , 22(3), p.273-285.

B akker, A . B ., D em erouti, E ., &  Sanz-V ergel, A . (2023). Job D em ands–R esources T heory : 

T en Y ears L ater. A n n u a l  R e v i e w  o f O r g a n i z a t i o n a l  P s y c h o l o g y  a n d  O r g a n i z a t i o n a l  

B e h a v i o r , 10(1), 25-53.

B ata, H ., Pentina, I., T arafdar, M ., &  Pullins, E . B . (2018). M obile social netw ork ing and 

salesperson m aladaptive dependence behav iors. C o m p u t e r s  i n  H u m a n  B e h a v i o r , 81, 235­

249.

B ehrm an, D . N ., &  Perreau lt Jr., W . D . (1982). M easuring the perform ance of industria l

salespersons. J o u r n a l  o f  B u s i n e s s  R e s e a r c h , 10(3), 355–370.

https://doi.org/https://doi.org/10.1016/j.indmarman.2004.09.021


B ozionelos, N . and Sim m ering, M .J. (2022). M ethodolog ical th reat or m yth? E valuating the 

current state of ev idence on com m on m ethod variance in  hum an resource m anagem ent

research. DCBAH u m a n  R e s o u r c e  M a n a g e m e n t  J o u r n a l , 32(1), 194-215.

C avanaugh, M . A ., B osw ell, W . R ., R oehling, M . V ., &  B oudreau, J. W . (2000). A n  em pirical 

exam ination of self-reported w ork stress am ong U .S. m anagers. J o u r n a l  o f  A p p l i e d  

P s y c h o l o g y , 85(1), 65-74.

C haker, N .N ., E pler, R .T ., M oreno, G ., A m iri,  D ., M cD ougal, E .G . and O ’ T oole, J. (2025). 

T he past, present, and fu ture of adaptive selling : T ow ard an in tegrative fram ew ork . 

J o u r n a l o f t h e  A c a d e m y  o f  M a r k e t i n g  S c i e n c e , https://do i.o rg /10.1007/s11747-025- 

01096-3.

C hen, R . R ., O u, C . X ., W ang, W ., Peng, Z ., &  D avison, R . M . (2020). M oving beyond the 

direct im pact of using C R M  system s on frontline em ployees' serv ice perform ance: T he 

m ediating ro le of adaptive behav ior. I n f o r m a t i o n  S y s t e m s  J o u r n a l , 30(3), 458-491. 

h ttps://do i.o rg /h ttps://do i.o rg /10.1111/isj.12265.

C hen, J. and Z hou, W . (2022). D rivers of salespeople’ s A I  acceptance: w hat do m anagers 

th ink? J o u r n a l  o f  P e r s o n a l  S e l l i n g  &  S a l e s  M a n a g e m e n t , 42(2), 107-120.

C raw ford , E . R ., L eP ine, J. A ., &  R ich, B . L . (2010). L ink ing  job dem ands and resources to 

em ployee engagem ent and burnout: a theoretical extension and m eta-analy tic test. 

J o u r n a l  o f  A p p l i e d  p s y c h o l o g y , 95(5), 834.

D em erouti, E . (2025). Job dem ands-resources and conservation of resources theories: H ow  do 

they help to exp lain em ployee w ell-being and fu ture job design? J o u r n a l  o f  B u s i n e s s  

R e s e a r c h , 192.

D ick ie, J., G roysberg, B ., Shapiro , B . P., &  T railer, B . (2022). “ C an A I  really help you sell? It  

can, depending on w hen and how you im p lem ent it.”  H a r v a r d  B u s i n e s s  R e v i e w , 100(6) 

(N ovem ber–D ecem ber 2022): 120–129.

https://doi.org/10.1007/s11747-025-01096-3
https://doi.org/https:/doi.org/10.1111/isj.12265


D ow nes, P. E ., R eeves, C . J., M cC orm ick , B . W ., B osw ell, W . R ., &  B utts, M . M . (2020).

Incorporating job dem and variab ility in to job dem ands theory : A  m eta-analysis. DCBAJ o u r n a l  

o f  M a n a g e m e n t , 47(6), 1630-1656.

E pler, R . T ., &  L each, M . P. (2021). A n exam ination of salesperson brico lage during a 

critical sales disruption: Selling during the C ovid-19 pandem ic. I n d u s t r i a l  M a r k e t i n g  

M a n a g e m e n t , 95, 114-127.

E pler, R . T ., Schrock, W . A ., L each, M . P., W hite, K . D ., &  H ochstein , B . (2024). M anaging 

am bigu ity : salesperson brico lage behav ior and its organ izational determ inants. J o u r n a l  

o f P e r s o n a l S e l l i n g & S a l e s M a n a g e m e n t , 44(2), 142-161.

https://do i.o rg /10.1080/08853134.2023.2198239

Fornell, C ., &  L arcker, D . F. (1981). E valuating Structural E quation M odels w ith  

U nobservab le V ariab les and M easurem ent E rror. J o u r n a l  o f  M a r k e t i n g  R e s e a r c h , 18(1), 

39-50.

G artner. (2023). G artner E xpects 60% of Seller W ork to B e E xecuted by G enerative A I  

T echnolog ies w ith in F ive Y ears. G artner. Septem ber 21, 2023.

https://shorturl.at/IM m T o.

G olden, T . (2007). C o-w orkers w ho te lew ork and the im pact on those in the office: 

U nderstand ing the im p lications of v irtual w ork fo r co-w orker satisfaction and tu rnover 

in tentions. H u m a n  R e l a t i o n s , 60(11), 1641-1667.

H aans, R .F ., Pieters, C . and H e, Z .L . (2016). T hink ing about U : T heoriz ing and testing U ‐ and 

inverted U ‐ shaped re lationsh ips in strategy research. S t r a t e g i c  M a n a g e m e n t  J o u r n a l , 

37(7), 1177-1195.

H autam äki, P. and H eik inheim o, M . (2025). Fully  leverag ing A I  in  B 2B sales: E xploring sales 

m anagers’ capabilities and organ izational know ledge processes. J o u r n a l  o f  B u s i n e s s

R e s e a r c h , 194, https://do i.o rg /10.1016/j.jbusres.2025.115396.

https://doi.org/10.1080/08853134.2023.2198239
https://shorturl.at/IMmTo
https://doi.org/10.1016/j.jbusres.2025.115396


H ayes, A .F . and Preacher, K .J. (2010). Q uantify ing and testing ind irect effects in sim ple 

m ediation m odels w hen the constituent paths are nonlinear. DCBAM u l t i v a r i a t e  B e h a v i o r a l  

R e s e a r c h , 45(4), 627-660.

H enseler, J., R ing le, C . M ., &  Sarstedt, M . (2015). A  new criterion fo r assessing discrim inant 

valid ity in variance-based structural equation m odeling. J o u r n a l o f t h e  A c a d e m y  o f  

M a r k e t i n g  S c i e n c e , 43(1), 115-135.

H unter, G . K . (2019). O n conceptualiz ing, m easuring, and m anaging augm ented techno logy 

use in  business-to-business sales contex ts. J o u r n a l  o f  B u s i n e s s  R e s e a r c h , 105, 201-213. 

https://do i.o rg /10.1016/j.jbusres.2019.08.010

H unter, G . K ., &  Panagopoulos, N . G . (2015). C om m itm ent to techno log ical change, sales 

fo rce in te lligence norm s, and salesperson key outcom es. I n d u s t r i a l M a r k e t i n g  

M a n a g e m e n t , 50, 162-179. https://do i.o rg /10.1016/j.indm arm an.2015.03.023.

H unter, G . K ., &  Perreau lt, W . D . (2007). M aking Sales T echnology E ffective. J o u r n a l  o f  

M a r k e t i n g , 71(1), 16-34.

Jarotschk in , V ., Soykoth , M .W . and C haker, N .N ., 2025. A rtific ia l  in te lligence in sales 

research: Identify ing em ergent them es and look ing fo rw ard. J o u r n a l o f B u s i n e s s  

R e s e a r c h , 198, https://do i.o rg /10.1016/j.jbusres.2025.115383.

Jia, N ., L uo, X ., Fang, Z ., &  L iao, C . (2024). W hen and H ow  A rtific ia l  In te lligence A ugm ents 

E m ployee C reativ ity . A c a d e m y o f M a n a g e m e n t J o u r n a l , 67(1), 5-32.

https://do i.o rg /10.5465/am j.2022.0426.

Jelinek, R ., A hearne, M ., M ath ieu, J. and Schillew aert, N . (2006). A  long itud inal exam ination 

of ind iv idual, organ izational, and contex tual factors on sales techno logy adoption and 

job perform ance. J o u r n a l  o f  M a r k e t i n g  T h e o r y  a n d  P r a c t i c e , 14(1), 7-23.

Jones, E ., Sundaram , S. and C hin, W . (2002). Factors lead ing to sales fo rce autom ation use: A

long itud inal analysis. J o u r n a l  o f  P e r s o n a l  S e l l i n g  &  S a l e s  M a n a g e m e n t , 22(3), 145-156.

https://doi.org/10.1016/j.jbusres.2019.08.010
https://doi.org/10.1016/j.indmarman.2015.03.023
https://doi.org/10.1016/j.jbusres.2025.115383
https://doi.org/10.5465/amj.2022.0426


K alra, A ., L ee, N .Y . and D ugan, R . (2024). E xploring antecedents and outcom es of  salesperson 

change agility : a social exchange theory perspective. DCBAJ o u r n a l  o f  M a r k e t i n g  T h e o r y  a n d

P r a c t i c e , 32(3), 290-310.

K halil, A ., A garw al, R ., Y aqub, M Z ., Papa, A . (2025), U nlock ing the A I-Productiv ity paradox 

in  H R : Q ualitative insights across organ izational levels. J o u r n a l  o f  B u s i n e s s  R e s e a r c h , 

199, https://do i.o rg /10.1016/j.jbusres.2025.115456.

K im , Y . and M cFarland, R .G . (2024). A re you look ing fo r som eth ing specific or just look ing 

around? A daptive selling on the basis of custom er shopping goals in  retail sales. J o u r n a l  

o f  t h e  A c a d e m y  o f  M a r k e t i n g  S c i e n c e , 52(6), 1780-1804.

K o, D .G . and D ennis, A .R . (2004). Sales fo rce autom ation and sales perform ance: do 

experience and expertise m atter? J o u r n a l  o f  P e r s o n a l  S e l l i n g  &  S a l e s  M a n a g e m e n t , 

24(4), 311-322.

K ock, N . (2015). C om m on m ethod bias in  PL S-SE M : A  fu ll  co llinearity assessm ent approach. 

I n t e r n a t i o n a l  J o u r n a l  o f  e - C o l l a b o r a t i o n , 11(4), 1-10.

K oponen, J., Ju lkunen, S., L aajalahti, A ., T urunen, M . and Spitzberg , B ., (2025). W ork 

characteristics needed by m iddle m anagers w hen lead ing A I-integrated serv ice team s. 

J o u r n a l  o f  S e r v i c e  R e s e a r c h , 28(1), 168-185.

L edro, C ., N osella, A ., V inelli, A ., D alla Pozza, I. and Souverain , T . (2025). A rtific ial  

in te lligence in custom er re lationsh ip m anagem ent: A  system atic fram ew ork fo r a 

successfu l in tegration . J o u r n a l  o f  B u s i n e s s  R e s e a r c h , 199,

https://do i.o rg /10.1016/j.jbusres.2025.115531.

L eP ine, J. A ., L eP ine, M . A ., &  Jackson, C . L . (2004). C hallenge and hindrance stress: 

re lationsh ips w ith  exhaustion, m otivation to learn , and learn ing perform ance. J o u r n a l o f

A p p l i e d  P s y c h o l o g y , 89(5), 883-891.

https://doi.org/10.1016/j.jbusres.2025.115456
https://doi.org/10.1016/j.jbusres.2025.115531


L indell, M . K ., &  W hitney, D . J. (2001). A ccounting fo r com m on m ethod variance in  cross­

sectional research designs. DCBAJ o u r n a l  o f  A p p l i e d  P s y c h o l o g y , 86(1), 114–121.

M cC lure, C . E ., E pler, R . T ., Schm itt, L ., &  R angarajan, D . (2024). A I  in sales: L ay ing the

foundations fo r fu ture research. J o u r n a l  o f  P e r s o n a l  S e l l i n g  &  S a l e s  M a n a g e m e n t , 44(2), 

108-127.

M outot, J.M . and B ascoul, G . (2008). E ffects of sales fo rce autom ation use on sales fo rce 

activ ities and custom er re lationsh ip m anagem ent processes. J o u r n a l  o f  P e r s o n a l  S e l l i n g  

&  S a l e s  M a n a g e m e n t , 28(2), 167-184.

M ullins, R . and A gnihotri, R . (2022). D ig ita l selling : organ izational and m anageria l in fluences 

fo r frontline read iness and effectiveness. J o u r n a l  o f  t h e  A c a d e m y  o f  M a r k e t i n g  S c i e n c e , 

50(4), 800-821.

N unnally , J.C . and B ernstein , I.H . (1994). T he A ssessm ent of R eliab ility . P s y c h o m e t r i c  

T h e o r y , 3, 248-292.

O hiom ah, A ., A ndreev, P., B enyoucef, M . and H ood, D . (2019). T he ro le of lead m anagem ent 

system s in  inside sales perform ance. J o u r n a l  o f  B u s i n e s s  R e s e a r c h , 102, 163-177.

Peasley , M .C ., H ochstein , B ., B ritton , B .P ., Srivastava, R .V . and Stew art, G .T . (2020). C an’ t 

leave it  at hom e? T he effects of  personal stress on burnout and salesperson perform ance. 

J o u r n a l  o f  B u s i n e s s  R e s e a r c h , 117, 58-70.

Pem er, F. (2021). E nacting professional serv ice w ork in  tim es of dig ita lization and potentia l 

disruption. J o u r n a l  o f  S e r v i c e  R e s e a r c h , 24(2), 249-268.

Podsakoff, P. M ., M acK enzie, S. B ., L ee, J. Y ., &  Podsakoff, N . P. (2003). C om m on m ethod 

biases in behav ioral research: A  critical rev iew of the literature and recom m ended

rem edies. J o u r n a l  o f  A p p l i e d  P s y c h o l o g y , 88(5), 879–903.



Podsakoff, N . P., Freiburger, K . J., Podsakoff, P. M ., &  R osen, C . C . (2023). L ay ing 

the Foundation fo r the C hallenge–H indrance Stressor Fram ew ork 2.0 . DCBAA n n u a l  R e v i e w  

o f O r g a n i z a t i o n a l  P s y c h o l o g y  a n d  O r g a n i z a t i o n a l  B e h a v i o r , 10(1), 165-199.

R om án, S. and R odríguez, R ., 2015. T he in fluence of sales fo rce techno logy use on outcom e 

perform ance. J o u r n a l  o f  B u s i n e s s  &  I n d u s t r i a l  M a r k e t i n g , 30(6), 771-783.

Salesforce (2024), “ Salesforce R anked #1 C R M  Provider fo r 11th C onsecutive Y ear”  01 M ay 

2024. A ccessed 05 M arch 2025 from : https://w w w .salesforce.com /uk/new s/stories/idc- 

crm -m arket-share-rank ing-2024/.

Salesforce (2025), “ Salesforce A rtific ia l  In te lligence” . A ccessed 01 A pril 2025 from : 

https://w w w .salesforce.com /uk/artif ic ia l-in te lligence/.

Schillew aert, N ., A hearne, M .J., Fram bach, R .T . and M oenaert, R .K ., 2005. T he adoption of 

in form ation techno logy in  the sales fo rce. I n d u s t r i a l  M a r k e t i n g  M a n a g e m e n t , 34(4), 323­

336.

Senecal, S., B olm an Pullins, E . and B uehrer, R .E . (2007). T he extent of techno logy usage and 

salespeople: an exp loratory investigation. J o u r n a l  o f  B u s i n e s s  &  I n d u s t r i a l  M a r k e t i n g , 

22(1), 52-61.

Statista (2025) C ustom er R elationsh ip M anagem ent Softw are - W orldw ide.

https://w w w .statista.com /outlook/tm o/softw are/enterprise-softw are/custom er- 

re lationsh ip-m anagem ent-softw are/w orldw ide.

Sundaram , S., Schw arz, A ., Jones, E . and C hin, W .W . (2007). T echnology use on the front 

line: how in form ation techno logy enhances ind iv idual perform ance. J o u r n a l  o f t h e  

A c a d e m y  o f  M a r k e t i n g  S c i e n c e , 35, 101-112.

T arafdar, M ., B olm an Pullins, E . and R agu-N athan, T .S . (2014). E xam in ing im pacts of 

technostress on the professional salesperson 's behav ioral perform ance. J o u r n a l o f  

P e r s o n a l  S e l l i n g  &  S a l e s  M a n a g e m e n t , 34(1), 51-69.

https://www.salesforce.com/uk/news/stories/idc-crm-market-share-ranking-2024/
https://www.salesforce.com/uk/news/stories/idc-crm-market-share-ranking-2024/
https://www.salesforce.com/uk/artificial-intelligence/
https://www.statista.com/outlook/tmo/software/enterprise-software/customer-relationship-management-software/worldwide


T arafdar, M ., C ooper, C .L . and Stich , J.F . (2019). T he technostress trifecta‐ techno eustress, 

techno distress and design: T heoretical directions and an agenda fo r research. DCBA

I n f o r m a t i o n  S y s t e m s  J o u r n a l , 29(1), 6-42.

T arafdar, M ., Stich , J.F ., M aier, C . and L aum er, S. (2024). T echno‐ eustress creators: 

C onceptualization and em pirical validation. I n f o r m a t i o n  S y s t e m s  J o u r n a l , 34(6), 2097­

2131.

T hom as, R .W ., Soutar, G .N . and R yan, M .M . (2001). T he selling orientation-custom er 

orientation (SO C O ) scale: A  proposed short fo rm . J o u r n a l  o f  P e r s o n a l  S e l l i n g  &  S a l e s  

M a n a g e m e n t , 21(1), 63-69



7 . T ab les an d  F igu res

T able 1. K ey literature on the re lationsh ip betw een sales techno log ies and salesperson perform ance

Source E m pirical setting T heory Sales 

techno logy

O perationalization of sales 

techno logy usage

E ffect type M ediators M oderators K ey f ind ings

A hearne et al. 

(2004)

131 salespeople in  

pharm aceutical industry

T echnology 

acceptance m odels

C R M U tilization C urv ilinear - - Inverted U -shaped re lationsh ip 

betw een C R M  usage and sales 

perform ance.

K o  &  D ennis 

(2004)

1340 U .S. salespeople in  

pharm aceutical industry

N ot specified SFA T he num ber of  know ledge 

docum ents disp layed on an 

ind iv idual sales 

representative's screen

L inear (+ ) - - E xperience 

- E xpertise

- SFA usage is positively re lated to 

salesperson perform ance.

- T his association is stronger in  cases 

of  high expertise.

- E xperience is not a sign ificant 

m oderator in  th is link .

A vlonitis  &  

Panagopoulos 

(2005)

240 U .S. salespeople in  

pharm aceutical industry

T echnology 

acceptance m odel

C R M A cceptance L inear (ns) - - C R M  acceptance is not sign ificantly 

associated w ith  perform ance.

Jelinek et al. 

(2006)

156 U .S. salespeople in  

m ail, m essaging, and 

docum ent m anagem ent 

so lu tions industries

In teractional 

psycho logy theory

SFA A doption L inear (+ ) - - SFA adoption is positively re lated to 

salesperson perform ance.

Senecal et al. 

(2007)

130 salespeople in  

industria l equipm ent and 

steel industries

- C R M E xtent of  usage, i.e., 

occasional, regu lar or 

heavy usage

L inear (ns) - - O ccasional and heavy C R M  users 

report higher perform ance levels than 

m oderate users.

A hearne et al. 

(2007)

187 A m erican salespeople 

from  pharm aceutical; 112 

A m erican salespeople from  

consum er-packaged goods

N ot specified C R M A cceptance L inear (+ ) - K now ledge

- C all productiv ity

- T argeting

- Presentation sk ills

- - C R M  acceptance has a positive 

effect on salesperson perform ance; 

m ediated by call productiv ity , 

targeting, and sales presentation 

sk ills (both m ediated by know ledge).

H unter and 

Perreau lt 

(2007)

154 A m erican salespeople 

from  consum er-packaged 

goods

T ask-techno logy f it Sales 

techno log ies

Frequency L inear (+ , 

re lationsh ip 

bu ild ing; (- 

adm in istrati

ve 

perform anc 

e)

- Sharing m arket 

know ledge

- Proposing 

in tegrative so lu tions

- - U sing ST s fo r com m unicating and 

analyzing in form ation drives 

relationsh ip perform ance v ia partia l 

m ediation.

- U sing ST s fo r accessing 

in form ation drives adm in istrative 

perform ance, but usage fo r analysis 

had a negative re lationsh ip .

Sundaram et al. 

(2007)

85 U .S. salespeople in  

insurance industry

T he theory of 

planned behav ior

SFA ; C R M Frequency 

R outin ization 

In fusion

L inear (+ ) - - -R outin ization increases IT -enab led 

adm in istrative perform ance but not 

IT -enab led salesperson perform ance. 

-In fusion increases both IT -enab led



salesperson perform ance and IT -  

enab led adm in istrative perform ance.

-F requency has no in fluence on sales 

perform ance.

A hearne et al. 

(2008)

137 salespeople in  

pharm aceutical industry

T ask-techno logy f it  

theory

SFA ; C R M T otal tim e spent on the 

application and to ta l screen 

h its on the application

L inear (ns) - C ustom er serv ice

- Salesperson 

adaptab ility

- U sage has no direct in fluence on 

salesperson perform ance, but is 

m ediated v ia custom er serv ice and 

salesperson adaptab ility .

H unter &  

Panagopoulos 

(2015)

303 G reek salespeople in  

pharm aceutical industry

C om m itm ent theory C R M In fusion L inear (+ ) - Sales fo rce 

in te lligence 

norm s

In fusion positively re lated w ith  sales 

perform ance, but no sign ificant 

m oderation of sales fo rce in te lligence 

norm s.

R om án &  

R odríguez 

(2015)

265 salespeople across 

diverse industries

Job dem ands- 

resources (JD -R ) 

theory ; the cognitive 

selling parad igm

Sales 

techno log ies

U se of 

targeting, plann ing, 

scheduling and reporting 

softw are on a 

frequency scale

L inear (ns) - Salesperson 

qualification sk ills 

-C ustom er-oriented 

selling

Salesperson 

techno logy 

self-efficacy

- U sage ind irectly in fluences 

salesperson perform ance v ia 

qualification sk ills and custom er- 

oriented selling .

- T echnology self-efficacy positively 

m oderates in fluence of  techno logy 

use on custom er-qualif ication sk ills 

and custom er-oriented selling .

O hiom ah et al. 

(2019)

108 sales professionals 

across diverse industries in  

N orth A m erica, A ustralia, 

N ew Z ealand, the U nited 

K ingdom , and B razil

T echnology-task-fit 

theory

C R M  (L ead 

M anagem ent 

System )

U sage L inear (ns) - A daptive selling

- C all quantity

- T echnical sk ills

- Salesm anship 

sk ills

- O nly adaptive selling , techn ical 

sk ills, and salesm anship sk ills 

sign ificantly m ediate the re lationsh ip 

betw een the usage and sales 

perform ance.

C hen et al. 

(2020)

229 C hinese salespeople in  

f inance industry

C oping theory C R M R outin ization 

In fusion

L inear (+ ) A daptive behav ior - T w o aspects of adaptive behav ior 

(i.e., in terpersonal adaption and 

offering adaption) m ediate the 

im pacts of  the postadoption of  C R M  

app lications (i.e., routin ization and 

in fusion) on em ployees' serv ice 

perform ance.

T his stud y  

(2025)

S tu dy  1: 199  B ritish  

sa lesp eop le  (B 2B ) in  

variou s in d ustries

S tu dy  2: 317  U .S. 

sa lesp eop le  (B 2B  &  B 2C ) 

in  various  in d ustries

Job  d em and s- 

resou rces  (JD -R ) 

th eory; C h allen ge–  

h ind ran ce stress  

fram ew ork

C R M  

(S tud y  1); 

A I- 

em b ed ded  

C R M  

(S tud y  2)

In fu sion C u rvilinea  

r

-T echn ostress

-B rico lage

A I-assisted  

ad aptive  

sellin g

- S tud y  1: In fu sion  h as a  

cu rvilinear  relation ship  w ith  sa les  

p erform an ce; b ricolage  (p ositively) 

and  tech n ostress (negatively) 

m ediate  th is relationsh ip.

- S tud y  2: A I-assisted  ad aptive  

sellin g  p ositively  (n egatively) 

m oderates/steepens  th e curvilin ear  

relationsh ip  b etw een  in fu sion  an d  

b rico lage  (techn ostress).



T able 2. D efin itions of techno logy usage

U sage variab le D efin ition

A cceptance

B ased on techno logy acceptance m odels (D av is 1986; V enkatesh and 

D avis, 2000), acceptance refers to a salesperson’ s decision to use 

techno logy based on their perception of the technology’ s ease of usage 

and usefu lness (A hearne, Srin ivasan, and W einstein , 2004; Sundaram et 

al., 2007).

Frequency
T he am ount of tim e a salesperson uses techno logy (Sundaram et al., 

2007; A hearne, Srin ivasan, and W einstein , 2004).

A doption

Salespeople’ s techno logy usage spanning from  in itia l  im p lem entation to 

frequent and fu ll  use th roughout the sales process (Sch iellew aert et al., 

2005).

R outin ization
T he effic ient use and in tegration of techno logy in to w ork patterns 

(Sundaram et al., 2007).

In fusion

Salesperson’ s effort to effectively use techno logy to its fu llest potentia l 

in  the post-im plem entation stage, far beyond the in itia l acceptance of the 

techno logy (H unter and Panagopoulos, 2015).

T he extent to w hich a salesperson m axim izes the potentia l of a 

techno logy in  order to enhance productiv ity (Sundaram et al., 2007)

T able 3. Factor load ings fo r Stud ies 1 and 2

C onstru ct  an d  Item s S tu dy  1 λ S tud y  2 λ

S ocia l M edia  In fu sion

1. I  am using social m edia to its fu llest potentia l fo r supporting m y ow n w ork 0.878 -

2. I  am using all capabilities of social m edia in  the best fash ion to help m e on the job 0.875 -

3. M y  use of social m edia on the job has been in tegrated and incorporated at the highest level 0.805 -

B eh aviora l C ontro l

Activity Control

1. M y  m anager in form s m e about the sales activ ities I  am expected to perform . 0.670 -

2. M y  m anager m onitors m y sales activ ities. 0.777 -

3. M y  m anager in form s m e on w hether I  m eet their expectations on sales activ ities. 0.723 -

4. If  m y m anager feels I  need to adjust m y sales activ ities, they te ll m e about it. 0.830 -

5. M y  m anager evaluates m y sales activ ities. 0.757 -



Capability Control

1. M y  m anager has standards in  w hich m y selling sk ills are evaluated. 0.802 --

2. M y  m anager period ically evaluates the selling sk ills I  use to accom plish a task . 0.819 -

3. M y  m anager provides guidance on w ays to im prove selling sk ills and abilities. 0.768 -

4. M y  m anager evaluates how I  m ake sales presentations and com m unicate w ith  custom ers. 0.823 -

5. M y  m anager assists by suggesting w hy using a particu lar sales approach m ay be usefu l. 0.717 -

C R M  in fusion

1. I  am using C R M  to its fu llest potentia l fo r supporting m y ow n w ork 0.850 0.909

2. I  am using all capabilities of  C R M  in  the best fash ion to help m e on the job 0.800 0.874

3. M y  use of C R M  on the job has been in tegrated and incorporated at the highest level 0.764 0.855

T ech n ostress

Overload

1. I  am fo rced by th is techno logy to w ork m uch faster 0.795 0.819

2. I  am fo rced by th is techno logy to do m ore w ork than I  can handle 0.894 0.731

3. I  am fo rced by th is techno logy to w ork w ith  very tigh t tim e schedules 0.888 0.813

4. I  am fo rced to change m y w ork habits to adapt to new techno log ies 0.766 0.586

5. I  have a higher w ork load because of  increased techno logy com plex ity 0.806 0.793

Invasion

1. I  spend less tim e w ith  m y fam ily  due to th is techno logy 0.790 0.832

2. I  have to be in  touch w ith  m y w ork even during m y vacation due to th is techno logy 0.757 0.811

3. I  have to sacrifice m y vacation and w eekend tim e to keep current on new techno logy 0.919 0.887

4. I  feel m y personal life  is being invaded by th is techno logy 0.815 0.910

Complexity

1. I  do not know enough about th is techno logy to handle m y job satisfactorily 0.846 0.753

2. I  need a long tim e to understand and use new techno log ies 0.888 0.825

3. I  do not f ind  enough tim e to understand and use new techno log ies 0.843 0.735

4. I  f ind  new recru its to th is organ ization know m ore about com puter techno logy than I  do 0.766 0.625

5. I  often f ind  it  too com plex fo r  m e to understand and use new techno log ies 0.897 0.808

Uncertainty

1. T here are alw ays new developm ents in  the techno log ies w e use in  our organ ization 0.713 D el.

2. T here are constant changes in  com puter softw are in  our organ ization 0.831 0.501

3. T here are constant changes in  com puter hardw are in  our organ ization 0.829 0.891

4. T here are frequent upgrades in  com puter netw orks in  our organ ization 0.855 0.898



Insecurity

1. I  feel a constant th reat to m y  job security due to new techno log ies 0.876 0.760

2. I  have to constantly update m y sk ills to avo id being rep laced 0.709 0.658

3. I  am th reatened by co-w orkers w ith  new er techno logy sk ills 0.892 0.821

4. I  do not share m y know ledge w ith  m y co-w orkers fo r fear of  being rep laced 0.787 0.726

5. I  feel there is less sharing of  know ledge am ong co-w orkers fo r fear of  being rep laced 0.786 0.814

B rico lage

1. I  usually f ind  w orkab le so lu tions to new challenges by using our ex isting resources 0.655 0.744

2. I  use any ex isting resource that seem s usefu l to responding to a new prob lem or opportun ity 0.705 0.698

3. W hen I  face new challenges, I  put together w orkab le so lu tions from  ex isting resources 0.680 0.763

4. I  com bine resources to accom plish new challenges that the resources w ere not orig inally in tended 

to accom plish
0.776 D el.

5. T o deal w ith  new challenges I  access resources at low  or no cost and com bine them w ith  w hat I  

already have
0.737 0.653

6. W hen dealing w ith  new prob lem s or opportun ities I  im m ediately take action by assum ing that I  w ill  

f ind  a w orkab le so lu tion
0.725 D el.

7. I  deal w ith  new challenges by apply ing a com bination of our ex isting resources and other resources 

inexpensively availab le to m e.
0.709 0.672

S ales  p erform an ce

1. I  have been able to generate high dollar sales better than other salespeople in  m y organization 0.800 -

2. I  have been able to m aintain the profitab ility  of  m y territo ry better than other salespeople in  m y 

organ ization
0.752 -

3. I  have been able to develop strong custom er relationsh ips better than other salespeople in  m y 

organ ization
0.705 -

4. I  have been able to exceed sales targets and objectives fo r m y territo ry better than other salespeople 

in  m y organ ization
0.700 -

A I-assisted  ad ap tive sellin g

I  use the A I  functions of  the C R M  application to :

1. E asily change to another selling approach - 0.790

2. E xperim ent w ith  different sales approaches - 0.798

3. E ffectively close sales - 0.867

4. D evelop pric ing system s to respond m ore quick ly to m arket changes - 0.859

5. A dapt contracts to custom er needs - 0.870

6. C hange product delivery schedules to satisfy custom ers - 0.859

7. M odify  products to satisfy custom ers - 0.878

A gility

1. I  strive to experim ent and try  new th ings - 0.776



T able 4. Study 1 descrip tive statistics and correlations

2. I  strive to accept challenges easily - 0.791

3. I  strive to accept responsib ility and accountab ility - 0.702

4. I  strive to in troduce new slants on old ideas - 0.728

G rit

1. I  have ach ieved a goal that took years of  w ork - D el.

2. I  have overcom e setbacks to conquer an im portant challenge - D el.

3. I  f in ish w hatever I  begin - 0.656

4. I  am a hard w orker - 0.659

5. I  am diligent - 0.826

Study 1: χ2/d f = 1855.032/1138 = 1.630, C FI =  0.900, IF I  =  0.901, R M SE A =  0.056

Study 2: χ2/d f = 1458.390/880 = 1.657, C FI =  0.934, IF I  =  0.935, R M SE A =  0.046

N ote: Square roots of  A V E s are in  bold along diagonal

1 2 3 4 5 6 7 8 9

1. Sales E xperience --

2. Job T enure 0.567** --

3. R em ote W ork -0 .062 -0 .031 --

4. Social M edia In fusion -0 .186** -0 .085 -0 .030 0 .853

5. B ehav ior C ontro l -0 .127 -0.049 0.002 0.533** 0 .773

6. C R M  In fusion -0 .089 0.032 -0 .011 0.459** 0.526** 0 .806

7. B rico lage 0.004 0.001 -0 .008 0.318** 0.501** 0.312** 0 .714

8. T echnostress -0 .230** 0.021 0.043 0.294** 0.157* 0.140* 0.195** 0 .828

9. Sales Perform ance -0 .059 0.051 0.046 0.378** 0.379** 0.451** 0.417** 0.220** 0 .740

M ean 13.290 9.280 4.180 5.791 5.872 5.955 5.663 4.492 5.569

S D 8.468 6.256 1.692 1.170 0.894 0.947 0.853 1.219 0.931

C R 0.889 0.937 0.847 0.878 0.980 0.828

A V E - - - 0.728 0.598 0.649 0.509 0.686 0.548

C ronb ach's  A lp h a - - - 0.887 0.923 0.847 0.879 0.949 0.829



T able 5. Study 1 regression resu lts fo r sales perform ance

S ales P erform an ce

M odel 1

B ase M odel 

β (SE) DCBAp - V a l u e

M odel 2 M odel 3

C R M  

β (SE ) p - V a l u e

M odel 4

C R M 2 

β (SE ) p - V a l u e

(

β (

ovariates

SE ) p - V a lu e

In tercept 5.478 (0 .067) 0 . 0 0 0 2.691 (0 .472) 0 . 0 0 0 3.760 (0 .531) 0 . 0 0 0 3.903 (0 .529) 0 . 0 0 0

C o v a r i a t e s

Sales E xperience -0 .004 (0 .009) 0 . 6 2 6 -0 .003 (0 .008) 0 . 7 5 7 -0 .006 (0 .009) 0 . 4 5 2

Job T enure 0.016 (0 .012) 0 . 1 6 7 0.012 (0 .011) 0 . 3 0 1 0.011 (0 .011) 0 . 3 1 3

R em ote w ork 0.030 (0 .036) 0 . 4 0 6 0.030 (0 .034) 0 . 3 7 8 0.027 (0 .034) 0 . 4 2 1

Social M edia

In fusion 0.200 (0 .061) 0 . 0 0 1 0.141 (0 .061) 0 . 0 2 2 0.115 (0 .061) 0 . 0 6 4

B ehav ior C ontro l 0.256 (0 .079) 0 . 0 0 1 0.135 (0 .083) 0 . 1 0 4 0.135 (0 .082) 0 . 1 0 1

P r e d i c t o r s

C R M  In fusion

(C R M ) 0.595 (0 .082) 0 . 0 0 0 0.292 (0 .075) 0 . 0 0 0 0.435 (0 .096) 0 . 0 0 0

C R M 2 0.102 (0 .037) 0 . 0 0 6 0.087 (0 .038) 0 . 0 2 1

F C hange 7.694** 9.569* ** 15.351*** 5.400*

A djusted -R 2 0.225** 0.178* ** 0.235*** 0.252*

H ighest V IF 1.797 1.524 1.628 2.524

T able 6. M E D CU R V E analysis sum m ary

S tep  1:

In d iv id ual  P ath  P re-test R egression

S tep  2:

M E D C U R V E  In stantan eou s E ffect

Path H 2a: C R M  In fusion ∩  T echnostress: 

(β =  -0 .133, p  <  0.012)

Path H 2b : T echnostress ∪  Perform ance: 

(β =  0.130, p  =  0.000)

H 2: C R M  In fusion ∩  T echnostress ∪  Perform ance

L ow : θ =  0.003, 95% C I [-0 .030, 0.033]

M od: θ =  -0 .036, 95% C I [-0 .098, -0 .000]

H igh: θ =  -0 .036, 95% C I [-0 .112, 0.001]



T able 7. Study 2 descrip tive statistics and correlations

Path H 3a: C R M  In fusion ∪  B rico lage: 

(β =  0.094, DCBAp  =  0.006)

Path H 3b : B rico lage ∪  Perform ance: 

(β =  0.172, p  =  0.000)

H 3: C R M  In fusion ∪  B rico lage ∪  Perform ance

L ow : θ =  0.010, 95% C I [-0 .046, 0.062]

M od: θ =  0.091, 95% C I [0 .008, 0.193]

H igh: θ =  0.202, 95% C I [0 .036, 0.455]

1 2 3 4 5 6 7 8 9 10

1. Salesforce C R M --

2. B 2B Sales 0.066 --

3. C R M  D aily  U se -0 .097 -0.047 --

4. C R M  T rain ing T enure -0 .015 -0.047 -0 .179** --

5. A gility 0.062 0.056 -0.024 -0 .103 0 .750

6. G rit 0.035 -0 .035 0.016 -0 .103 0.420** 0 .718

7. C R M  In fusion 0.086 -0 .146** 0.312** -0 .201** 0.210** 0.286** 0 .880

8. A I  A daptive Selling 0.000 -0 .186** 0.267** -0 .267** 0.089 0.107 0.418** 0 .847

9. T echnostress -0 .048 -0 .101 0.292** -0 .138* -0 .115* -0 .182** 0.021 0.265** 0 .779

10. B rico lage 0.108 -0 .062 0.030 -0 .042 0.346** 0.322** 0.259** 0.080 -0 .239** 0 .707

M ean 0.550 0.410 4.550 3.100 4.194 4.502 3.586 2.622 2.243 4.174

S D 0.498 0.493 3.017 1.529 0.641 0.551 1.070 1.182 0.703 0.536

C R - - - - 0.837 0.759 0.911 0.946 0.971 0.833

A V E - - - - 0.563 0.516 0.774 0.717 0.607 0.500

C ronb ach's  A lp h a - - - - 0.836 0.728 0.911 0.949 0.927 0.832

N ote: Square roots of  A V E s are in  bold along diagonal



T able 8. Study 2 regression resu lts fo r bricolage

M odel 1 M odel 2 M odel 3

B ase M odel C ovariates C R M

p (SE )DCBAp - V a lu e p (SE )p - V a l u e p (SE)p - V a l u e

In tercept 4.019 (0 .038) 0 . 0 0 0 2.289 (0 .270) 0 . 0 0 0 2.506 (0 .281) 0 . 0 0 0 2 . 1

C o v a r i a t e s

Salesforce C R M 0.100 (0 .056) 0 . 0 7 4 0.083 (0 .056) 0 . 1 3 9 0.(

B 2B Sales -0 .080 (0 .057) 0 . 1 6 1 -0 .056 (0 .057) 0 . 3 2 5 -0 .(

C R M  T rain ing T enure 0.004 (0 .019) 0 . 8 2 7 0.010 (0 .019) 0 . 5 7 5 0.(

C R M  D aily  U se 0.007 (0 .009) 0 . 4 5 0 -0 .001 (0 .010) 0 . 9 3 9 -0 .(

A gility 0.217 (0 .048) 0 . 0 0 0 0.202 (0 .048) 0 . 0 0 0 0.1

G rit 0.202 (0 .056) 0 . 0 0 0 0.171 (0 .056) 0 . 0 0 3 0.1

P r e d i c t o r s

C R M  In fusion (C R M ) 0.189 (0 .034) 0 . 0 0 0 0.075 (0 .029) 0 . 0 1 0 0.1

C R M 2 0.137 (0 .028) 0 . 0 0 0 0.1

A I-A ssisted Selling (A I) -0 .100 (0 .035) 0 . 0 0 5

L in e a r  I n t e r a c t i o n s

C R M  x  A I 0.049 (0 .028) 0 . 0 7 6

C u r v i l i n e a r  I n t e r a c t i o n s

C R M 2 xA I

F C hange

A djusted -R2

H ighest V IF

0.072 (0 .021)

11 713** *

0.162***

3.270

0 . 0 0 0

10.740***

0.156***

1.231

6.667*

0.171*

1.300



M odel 4 M odel 5 M odel 6 M odel 7

C R M 2 Pred ictors L inear In teractions

p (SE)DCBAp - V a l u e  p (SE)p - V a l u e  p (SE)p - V a l u e

C urv ilinear

In teractions 

p (SE)p - V a l u e

544 (0 .274) 0 . 0 0 0 2.649 (0 .275) 0 . 0 0 0 2.647 (0 .275) 0 . 0 0 0 2.730 (0 .272) 0 . 0 0 0

)99 (0 .054) 0 . 0 6 9 0 . 0 9 9 (0 .054) 0 . 0 7 0 0.097 (0 .054) 0 . 0 7 5 0.083 (0 .054) 0 . 1 2 5

)66 (0 .055) 0 . 2 3 3 -0 .071 (0 .056) 0 . 2 0 8 -0 .074 (0 .056) 0 . 1 8 7 -0 .074 (0 .055) 0 . 1 8 4

)05 (0 .018) 0 . 8 0 3 0.003 (0 .018) 0 . 8 9 1 0.005 (0 .019) 0 . 8 0 3 -0 .001 (0 .018) 0 . 9 7 6

)04 (0 .010) 0 . 6 5 2 -0 .004 (0 .010) 0 . 7 0 8 -0 .003 (0 .010) 0 . 7 5 9 -0 .004 (0 .010) 0 . 6 9 5

188 (0 .046) 0 . 0 0 0 0.189 (0 .047) 0 . 0 0 0 0.188 (0 .047) 0 . 0 0 0 0.191 (0 .046) 0 . 0 0 0

134 (0 .055) 0 . 0 1 6 0.133 (0 .055) 0 . 0 1 7 0.133 (0 .055) 0 . 0 1 7 0.114 (0 .055) 0 . 0 4 0

154 (0 .033) 0 . 0 0 0 0.159 (0 .034) 0 . 0 0 0 0.162 (0 .035) 0 . 0 0 0 0.13 5 (0 .03 5) 0 . 0 0 0

102 (0 .023) 0 . 0 0 0 0.102 (0 .023) 0 . 0 0 0 0.091 (0 .026) 0 . 0 0 0 0.120 (0 .027) 0 . 0 0 0

-0 .014 (0 .026) 0 . 5 9 7 -0 .020 (0 .027) 0 . 4 6 1 -0 .089 (0 .035) 0 . 0 1 1

0.022 (0 .026) 0 . 3 9 9 0.039 (0 .027) 0 . 1 4 0

0.063 (0 .020) 0 . 0 0 2

20.530***  0.279 0.715 9.562**

0.220***  0.219 0.218 0.239**

1.787 1.921 1.939 3.364



T able 9. Study 2 regression resu lts fo r technostress

M odel 1 M odel 2 M odel 3

B ase M odel C ovariates C R M

p ( S E )  p - V a lu e  p ( S E )  p - E a /u e  $ ( S E )  p - V a l u e

In tercept 2.396 (0 .051) 0 . 0 0 0 3.429 (0 .361) 0 . 0 0 0 3.334 (0 .379) 0 . 0 0 0 3.1

C o v a r i a t e s

P r e d i c t o r s

Salesforce C R M -0 .011 (0 .075) 0 . 8 7 9 -0 .004 (0 .075) 0 . 9 5 9 -0 .(

B 2B Sales -0 .140 (0 .076) 0 . 0 6 5 -0 .150 (0 .077) 0 . 0 5 0 -0 .1

C R M  T rain ing T enure -0 .054 (0 .025) 0 . 0 2 9 -0 .057 (0 .025) 0 . 0 2 3 -0 .(

C R M  D aily  U se 0.062 (0 .013) 0 . 0 0 0 0.066 (0 .013) 0 . 0 0 0 0.(

A gility -0 .041 (0 .064) 0 . 5 2 6 -0 .034 (0 .064) 0 . 5 9 6 -0 .(

G rit -0 .237 (0 .074) 0 . 0 0 2 -0 .223 (0 .076) 0 . 0 0 4 -0 .1

L in e a r  I n t e r a c t i o n s

C R M  In fusion (C R M ) -0 .093 (0 .045) 0 . 0 4 1  -0 .033 (0 .039) 0 . 4 0 5 -0 .1

C R M 2 -0 .173 (0 .037) 0 . 0 0 0  -0 .1

A I-A ssisted Selling (A I) 0.284 (0 .047) 0 . 0 0 0

C u r v i l i n e a r  I n t e r a c t i o n s

C R M  x  A I 0.009 (0 .037) 0 . 8 1 5

H ighest V IF

C R M 2 xA I -0 .104 (0 .028) 0 . 0 0 0

F C hange
13.627***  8.606***  0.696

A djusted -R2 0.156***  0.126***  0.145

3.270 1.231 1.300



M odel 4 M odel 5 M odel 6 M odel 7

C R M 2 Pred ictors L inear In teractions
C urv ilinear 

In teractions 

p (SE)DCBAp - V a l u e
p (SE)p - V a lu e p (SE)p - V a lu e p (SE)p - V a l u e

195 (0 .375) 0 . 0 0 0 3.140 (0 .366) 0 . 0 0 0 3.133 (0 .365) 0 . 0 0 0 3.008 (0 .361) 0 . 0 0 0

)20 (0 .074) 0 . 7 8 7 -0 .017 (0 .073) 0 . 8 1 6 -0 .020 (0 .072) 0 . 7 7 9 0.001 (0 .071) 0 . 9 8 4

140 (0 .075) 0 . 0 6 4 -0 .092 (0 .075) 0 . 2 1 7 -0 .101 (0 .075) 0 . 1 7 7 -0 .101 (0 .073) 0 . 1 6 7

)51 (0 .025) 0 . 0 3 9 -0 .031 (0 .025) 0 . 2 0 9 -0 .026 (0 .025) 0 . 2 9 6 -0 .018 (0 .024) 0 . 4 5 8

)69 (0 .013) 0 . 0 0 0 0.062 (0 .013) 0 . 0 0 0 0.064 (0 .013) 0 . 0 0 0 0.065 (0 .013) 0 . 0 0 0

)21 (0 .064) 0 . 7 4 3 -0 .027 (0 .062) 0 . 6 6 7 -0 .029 (0 .062) 0 . 6 4 1 -0 .034 (0 .061) 0 . 5 7 7

186 (0 .076) 0 . 0 1 5 -0 .180 (0 .074) 0 . 0 1 6 -0 .180 (0 .074) 0 . 0 1 5 -0 .150 (0 .073) 0 . 0 4 0

112 (0 .045) 0 . 0 1 4 -0 .161 (0 .046) 0 . 0 0 0 -0 .155 (0 .046) 0 . 0 0 0 -0 .115 (0 .047) 0 . 0 1 4

103 (0 .031)

11.106***

0.153***

1.787

0 . 0 0 0 -0 .102

0.141

(0 .030)

(0 .035)

16.585***

0.194***

1.921

0 . 0 0 0 -0 .128

0 . 0 0 0 0.126

0.053

(0 .035)

(0 .036)

(0 .035)

2.306

0.197

1.939

0 . 0 0 0 -0 .172

0 . 0 0 0 0.230

0 . 1 3 0 0.028

-0 .095

(0 .036)

(0 .046)

(0 .035)

(0 .027)

12.389***

0.226***

3.364

0 . 0 0 0

0 . 0 0 0

0 . 4 3 4

0 . 0 0 0



T able 10. Sum m ary of Study 1 and Study 2 direct curvilinear re lationsh ips and U  shape tests

R elation sh ip L in ear Q u ad ratic S lop e  S ign ifican ce T est T u rnin g  P oin t S h ap e

S tu d y  1

C R M  In fu sion  →

S ales P erform an ce
β =  0.292, DCBAp  =  0.000 β =  0.087, p  =  0.021

C R M -low  =  0.105, p  =  0.137

C R M -high =  0.600, p  =  0.000
3.455 (7-scale)

J Shape

C R M  In fu sion  → 

T ech n ostress
β =  -0 .015, p  =  0.883 β =  -0 .133, p  =  0.012

C R M -low  =  0.271, p  =  0.022

C R M -high =  -0 .359, p  =  0.004
5.079 (7-scale)

Inverted U  Shape

1

C R M  In fu sion  → 

B rico lage
β =  0.049, p  =  0.473 β =  0.094, p  =  0.006

C R M -low  =  -0 .153, p  =  0.040

C R M -high =  0.292, p  =  0.000
4.875 (7-scale)

U  Shape

T ech n ostress →

S ales P erform an ce
β =  0.085, p  =  0.114 β =  0.130, p  =  0.000

T echnostress-low =  -0 .365, p  =  0.000

T echnostress-h igh =  0.268, p  =  0.000
4.069 (7-scale)

U  Shape

B rico lage →

S ales P erform an ce
β =  0.317, p  =  0.000 β =  0.172, p =  0.000

B rico lage-low =  -0 .053, p  =  0.278

B rico lage-h igh =  0.681, p  =  0.000
4.110 (7-scale)

J Shape

S tu d y  2

C R M  In fu sion  → 

T ech n ostress
β =  -0 .033, p  =  0.405 β =  -0 .103, p  =  0.000

C R M -low  =  0.549, p  =  0.000

C R M -high =  -0 .332, p  =  0.000
3.042 (5-scale)

Inverted U  Shape

C R M  In fu sion  → 

B rico lage
β =  0.075, p  =  0.010 β =  0.102, p  =  0.000

C R M -low  =  -0 .501, p  =  0.000

C R M -high =  0.372, p  =  0.000
2.831 (5-scale)

U  Shape



F igure 1: Study 1 conceptual m odel

Study 1

F igure 2: Study 2 conceptual m odel

Study 2



F igure 3. T he curvilinear re lationsh ip betw een C R M  in fusion and sales perform ance - Study 1

F igure 4. T he curvilinear re lationsh ip betw een C R M  in fusion and brico lage - Study 2

F igure 5. T he curvilinear re lationsh ip betw een C R M  in fusion and technostress - Study 2



F igure 6. T he in fluence of A I-assisted adaptive selling on the curvilinear re lationsh ip betw een

C R M  in fusion and brico lage- Study 2

F igure 7. T he in fluence of A I-assisted adaptive selling on the curvilinear re lationsh ip betw een

C R M  in fusion and technostress - Study 2


