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Introduction

The sales profession involves processes, job duties, and working conditions that are ripe for any employee to experience social anxiety: anxiety resulting from the prospect or presence of personal evaluation in real or imagined social situations [START_REF] Schlenker | Social anxiety and self-presentation: A conceptualization model[END_REF]. While research on salesperson social anxiety is limited, the extant research [START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF][START_REF] Belschak | Coping with sales call anxiety: The role of sale perseverance and task concentration strategies[END_REF][START_REF] Verbeke | Sales call anxiety: Exploring what it means when fear rules a sales encounter[END_REF][START_REF] Verbeke | Sales presentation anxiety, cortisol levels, self-reports, and gene-gene interactions[END_REF] shows that salespeople experience anxiety tied to customer evaluations, such as sales call anxiety, as well as firm evaluations, such as attachment anxiety. The literature, as a whole, has begun to provide evidence that salesperson social anxiety can have important ramifications for practice. [START_REF] Verbeke | Sales call anxiety: Exploring what it means when fear rules a sales encounter[END_REF], for example, show that higher levels of sales call anxiety are associated with reduced communication effectiveness. Moreover, [START_REF] Belschak | Coping with sales call anxiety: The role of sale perseverance and task concentration strategies[END_REF] show that higher levels of sales call anxiety are positively associated with verbal and nonverbal communication behaviors (e.g., speaking too much, trembling hands) as well as protective actions (e.g., unnecessary apologetic language), which are presumably detrimental to customer evaluations of the salesperson. The work of [START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF] links salesperson attachment anxiety regarding the firm (i.e., worry that the firm does not like the salesperson; worry that the firm does not care as much about the salesperson as the salesperson cares about it) to reduced detection of nonverbal cues, perspective taking, and self-reported performance.

This present research seeks to explore and expand the understanding of the relationship between social anxiety and sales performance in two ways. First, the social interactions which could provoke business-to-business salesperson social anxiety are broad, extending well beyond the immediate customer [START_REF] Verbeke | Sales presentation anxiety, cortisol levels, self-reports, and gene-gene interactions[END_REF] and firm [START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF], which have been the focus of prior research. Recent research [START_REF] Bolander | Social networks within sales organizations: Their development and importance for salesperson performance[END_REF][START_REF] Hartmann | Converging on a new theoretical foundation for selling[END_REF][START_REF] Plouffe | Does the customer matter most? Exploring strategic frontline employees' influence of customers, the internal business team, and external business partners[END_REF] highlights that business-to-business salespeople interact with expansive sets of people throughout the salesperson's firm, the buying firm, third-party solution providers, industry experts, and so on, and that such interactions shape salespeople's overall sales performance. This points to the importance of broadening examinations of anxiety from the specific (i.e., the immediate sales call, the firm) to the general (i.e., numerous interactions with a broad set of actors). To address this broadness, we widen the focus from sales call anxiety and attachment anxiety to a more generalized social anxiety, thus capturing a predisposition to feelings of discomfort in social situations [START_REF] Schlenker | Social anxiety and self-presentation: A conceptualization model[END_REF].

Second, given the sparse prior research on social anxiety in sales, there is a need to investigate interventions available to salespeople and managers that can be levered in order both to diminish salesperson social anxiety and to alleviate any negative association it may have with sales performance. We identified these interventions by drawing from the social and clinical psychology literature. While these literatures commonly aim at explaining and treating chronic, pervasive, and excessive worry (i.e., anxiety disorders), we show that their proposed interventions are, at least partly, generalizable to salespeople with higher degrees of social anxiety. This work, for example, highlights the importance of learning that perceived problems are a normal part of life and that problems can be reframed as opportunities rather than threats [START_REF] Dugas | Cognitive-behavioral treatment for generalized anxiety disorder: Current status and future directions[END_REF][START_REF] Robichaud | A cognitive-behavioral treatment targeting intolerance of uncertainty[END_REF]). As we explain, this reframing can be achieved through mindful acceptance and strong sales manager support.

We define sales manager support as the extent to which a manager values the salesperson's contributions and cares about her or his well-being [START_REF] Eisenberger | Perceived supervisor support: Contributions to perceived organizational support and employee retention[END_REF]. A manager who cares about the well-being of their employees is likely active in uncovering problems, helping solve those problems, and reframing them as opportunities. We define mindful acceptance as an attitude of acceptance or compassion towards oneself and one's experience as it arises [START_REF] Roemer | Mindfulness: A promising intervention strategy in need of further study[END_REF]. Mindfulness can lead to "active, compassionate, nonjudgmental, and expansive awareness of one's internal and external sensations" (Behar et al., p. 1020). Higher degrees of mindfulness can be achieved through self-monitoring and relaxation techniques and are commonly associated with a reduction in anxiety. It is these personal and social resources that can help salespeople diminish and overcome the negative effects of their social anxiety.

Likely as a result of the early state of this literature stream, no study, to the best of our knowledge, has examined both the antecedents and potential moderators of the social anxietysales performance relationship. In the present study, we argue for the importance of examining different factors (i.e., mindful acceptance and perceived sales manager support) as antecedents and moderators of the social anxiety-sales performance relationship.

By investigating the association between social anxiety and sales performance using interventions from the social and clinical psychology literatures, this work makes four unique contributions. First, we extend research by adopting a broader perspective that recognizes that the many stakeholders with whom business-to-business salespeople interact can serve as sources of social anxiety, and we examine the relationship between social anxiety and objective sales performance. Second, we highlight how the social intervention of strong sales manager support can mitigate social anxiety and the negative social anxiety-sales performance relationship.

Supportive sales managers foster a positive work environment and provide encouragement, recognition, constructive feedback, and positive reinforcement [START_REF] Kemp | Sales manager support: Fostering emotional health in salespeople[END_REF].

Supportive sales managers should therefore be better able to identify salespeople afflicted with moderate or high social anxiety and direct their support to help relieve, ease, and overcome any potential sources and effects of social anxiety, bringing about increased sales performance.

Third, this research demonstrates that the personal intervention of mindful acceptance can also mitigate social anxiety and the negative social anxiety-sales performance relationship. In general, mindful acceptance increases the ability to process emotions [START_REF] Roemer | Mindfulness: A promising intervention strategy in need of further study[END_REF]. Mindful acceptance also enables the full embracing of moment-to-moment experiences with an attitude of curiosity, openness, and kindness as well as reserving the cognitive resources required to engage in difficult tasks [START_REF] Liang | The dimensions and mechanisms of mindfulness in regulating aggressive behaviors[END_REF]. Consequently, mindful acceptance may lessen social anxiety and mitigate its impact on sales performance. Fourth, the findings, which support the overall framework, suggest that social and clinical psychology can offer useful models for studying related phenomena and interventions in the sales context.

We organize the remainder of this article as follows. We begin with a review of the literature and the theoretical background for our study. Here, we draw from interventions proposed by social and clinical psychology to develop hypotheses that we subsequently test empirically. Specifically, we contend that (1) social anxiety is negatively associated with sales performance and that this effect is attenuated by both (2) mindful acceptance and (3) perceived sales manager support. Figure 1 illustrates the conceptual model. Last, we conclude with a discussion of the theoretical and managerial implications.

[Insert Figure 1 about here]

Theoretical background

As previously stated, social anxiety is the discomfort (i.e., nervousness, unease, angst) resulting from the presence of interpersonal evaluation in real or imagined social settings [START_REF] Schlenker | Social anxiety and self-presentation: A conceptualization model[END_REF]. Generally, people experience social anxiety when they are motivated to make a good impression on real or imagined encounters but doubt whether they will be able to do so. That is, a person affected by social anxiety commonly forecasts unsatisfactory evaluations and reactions from individuals perceived as important [START_REF] Leary | Social anxiousness: The construct and its measurement[END_REF][START_REF] Schlenker | Social anxiety and self-presentation: A conceptualization model[END_REF].

Social anxiety stems from two factors: 1) a judgment of what is acceptable or desired in a given situation and 2) a judgment of one's personal ability to attain the expected standard [START_REF] Delacroix | Consumers who avoid relationships: Social anxiety in commercial contexts[END_REF].

Interestingly, however, evidence suggests that higher social anxiety is not associated with increased time spent alone [START_REF] Brown | When the need to belong goes wrong: The expression of social anhedonia and social anxiety in daily life[END_REF], nor does regular exposure to others improve social anxiety symptoms [START_REF] Hirsch | Information-processing bias in social phobia[END_REF]. Therefore, it is not surprising that variations in social anxiety exist for individuals in occupations that revolve around the creation, development, and maintenance of social relationships, such as sales [START_REF] Verbeke | Sales call anxiety: Exploring what it means when fear rules a sales encounter[END_REF]. Despite this, little is known about the association of social anxiety with sales performance or the factors that can alter this relationship.

Social anxiety and sales performance

Salespeople regularly encounter situations that can provoke social anxiety, as they interact with broad constituents managing a complex portfolio of relationships which can include internal teams, business partners, and customers [START_REF] Hartmann | Converging on a new theoretical foundation for selling[END_REF][START_REF] Plouffe | Does the customer matter most? Exploring strategic frontline employees' influence of customers, the internal business team, and external business partners[END_REF]. In recognition of the prevalence and importance of social anxiety within selling contexts, [START_REF] Verbeke | Sales call anxiety: Exploring what it means when fear rules a sales encounter[END_REF] developed the construct of sales call anxiety, defined as "the fear of being negatively evaluated and rejected by customers" (p. 88). Similarly, [START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF] examine salesperson attachment anxiety, which refers to the extent to which a salesperson is concerned about abandonment, rejection, approval, and support from her or his firm. Both sales call anxiety and attachment anxiety can have numerous physiological and behavioral consequences that are negatively associated with subsequent sales performance [START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF][START_REF] Verbeke | Sales call anxiety: Exploring what it means when fear rules a sales encounter[END_REF][START_REF] Verbeke | Sales presentation anxiety, cortisol levels, self-reports, and gene-gene interactions[END_REF][START_REF] Verbeke | Evolutionary-shaped goal orientation in homo sapiens: How life sciences contribute to a better understanding of salespeople as knowledge brokers[END_REF].

Beyond direct interactions with the customer or their firm, developing and maintaining strong business relationships with other actors external and internal to the selling firm [START_REF] Bolander | Social networks within sales organizations: Their development and importance for salesperson performance[END_REF][START_REF] Hartmann | Converging on a new theoretical foundation for selling[END_REF] are crucial to salespeople's performance. Furthermore, issues related to poor social skills make up five out of the seven top reasons why salespeople lose business (e.g., poor trust, inability to communicate with executives, inability to clearly communicate their solution, that they are too self-centered, and that they cannot establish a personal connection with the customer) [START_REF] Martin | 7 reasons salespeople don't close the deal[END_REF]. Therefore, social anxiety should be negatively associated with sales performance, not only because of the impacts it has on customer and firm relations, but also for the far-reaching effects with the broader sales delivery network.

Taking these factors together, we posit that greater social anxiety in general will be negatively associated with sales performance. Therefore: H1: Salesperson social anxiety is negatively associated with sales performance.

Social anxiety alleviating interventions

We now shift our attention to identifying interventions that can help to reduce both social anxiety and the negative association it has with sales performance. For this, we turn to the social and clinical psychology literatures on generalized and social anxiety, since both commonly share frameworks and interventions [START_REF] Boswell | Intolerance of uncertainty: A common factor in the treatment of emotional disorders[END_REF].

These literatures provide a long list of interventions ranging from self-monitoring, emotional skills trainings, and belief reframing to mindfulness and acceptance exercises [START_REF] Behar | Current theoretical models of generalized anxiety disorder (GAD): Conceptual review and treatment implications[END_REF]. Not surprisingly, much of this work is focused on interactions between clients and licensed therapists and therefore not easily applicable in a corporate sales setting. However, two anxiety frameworks-the Intolerance of Uncertainty Model (IUM) [START_REF] Dugas | The role of intolerance of uncertainty in etiology and maintenance[END_REF][START_REF] Dugas | Worry and problem solving: Evidence of a specific relationship[END_REF] and the Acceptance-Based Model of Generalized Anxiety Disorder (ABM) [START_REF] Roemer | Expanding our conceptualization of and treatment for generalized anxiety disorder: Integrating mindfulness/acceptance-based approaches with existing cognitive-behavioral models[END_REF], 2005) recommend interventions that do not require clinical settings and offer two important tools for relieving, easing, and transcending social anxiety and its consequences. The IUM framework (Graham-LoPresti, Abdullah, & Calloway, 2020), for example, explains that individuals, such as salespeople, "can find uncertain or ambiguous situations to be 'stressful and upsetting' (Dugas & Koerner, 2005, p. 62), and experience chronic worry in response to such situations" (p. 235). Such anxiety can lead salespeople to (1) display a lack of confidence in their problem-solving ability, (2) perceive problems as threats, (3) become easily frustrated when dealing with a problem, and (4) be pessimistic about the outcome of their problem-solving efforts [START_REF] D'zurilla | Social problem solving: Theory and assessment: American Psychological Association[END_REF].

Consequently, a related intervention should focus on a resource which can improve salesperson confidence, reframing of problems, ability to overcome frustration, and optimism. Supportive sales managers are such a resource, as they provide salespeople with encouragement, recognition, constructive feedback, positive reinforcement, improved problem orientations, and improved ability to assess outcomes. [START_REF] Robichaud | A cognitive-behavioral treatment targeting intolerance of uncertainty[END_REF] point out that such a problemfocused interaction can teach anxious individuals to discriminate correctly between a problematic situation and the emotion surrounding the situation. Furthermore, as stated, conversations between salespeople and sales managers can help to reframe problems as opportunities rather than threats [START_REF] Robichaud | A cognitive-behavioral treatment targeting intolerance of uncertainty[END_REF], thereby alleviating anxiety.

The ABM framework, on the other hand, suggests that individuals with generalized anxiety "have negative reactions to their own internal experiences, and are motivated to try to avoid these experiences, which they do both behaviorally and cognitively" (Roemer & Orsillo, 2005, p. 216). A salesperson, for example, may have an unpleasant internal experience with presenting to C-level managers, leading her to engage in experiential avoidance. While this avoidance may reduce her distress in the short term, in the long term, it serves to reinforce behavioral restriction. That is, despite realizing that presentations to C-level managers are valuable, the salesperson might actively avoid such presentations.

The related intervention focuses on potentially problematic relationships with internal experiences such as the negative thoughts or feelings of salespeople. Mindful acceptance focuses "on promoting active, compassionate, nonjudgmental, and expansive awareness of one's internal and external sensations as a way to fully experience the present moment" [START_REF] Behar | Current theoretical models of generalized anxiety disorder (GAD): Conceptual review and treatment implications[END_REF](Behar et al., , p. 1019)). This helps individuals to separate the self from the situation. That is, both mindful acceptance and perceived sales manager support may aid in alleviating social anxiety as well as the negative association between social anxiety and sales performance, since each of these resources can mitigate the discomfort associated with social anxiety.

Mindful acceptance

Broadly, social anxiety can manifest itself in numerous discomforting psychological and physical ways [START_REF] Fernandez | Social anxiety and discomfort with friendly giving[END_REF]. One way to relieve, ease, and transcend the psychological and physical effects of social anxiety may be through mindful acceptance.

Mindfulness is characterized as "enhanced attention to and awareness of current experience or present reality" (p. 822), and can be viewed as both a state and a trait [START_REF] Brown | The benefits of being present: Mindfulness and its role in psychological well-being[END_REF].

Mindful acceptance is the transcendent and neutral attitude towards feelings that arise [START_REF] Roemer | Mindfulness: A promising intervention strategy in need of further study[END_REF]. Mindful acceptance is further characterized as not attempting to alter or apply judgments (or prejudiced receptivity) to arising feelings [START_REF] Brown | Mindfulness: Theoretical foundations and evidence for its salutary effects[END_REF][START_REF] Cardaciotto | The assessment of present-moment awareness and acceptance: The philadelphia mindfulness scale[END_REF]. Because individuals with high mindful acceptance are able to separate the self from the situation, they do not apply judgment onto every experience, thought, and emotion. Consequently, high mindful acceptance results in situations generally requiring less effortful processing, thus increasing cognitive resources [START_REF] Liang | The dimensions and mechanisms of mindfulness in regulating aggressive behaviors[END_REF]. Furthermore, mindful acceptance is associated with a general curious, open, and positive approach to experiences [START_REF] Cardaciotto | The assessment of present-moment awareness and acceptance: The philadelphia mindfulness scale[END_REF]. Research further suggests that mindfulness is likely to positively impact a variety of workplace outcomes, including communication skills, creativity, resilience, work engagement, reduced conflict, absenteeism, turnover, and productivity [START_REF] Hyland | Mindfulness at work: A new approach to improving individual and organizational performance[END_REF].

Consistent with the ABM framework [START_REF] Roemer | Expanding our conceptualization of and treatment for generalized anxiety disorder: Integrating mindfulness/acceptance-based approaches with existing cognitive-behavioral models[END_REF], 2005), we argue that increased mindful acceptance will be associated with lower social anxiety and provide the necessary cognitive resource needed to attenuate the negative association between social anxiety and sales performance. Given that mindful acceptance can aid with transcending and mitigating initial feelings and judgments, high mindful acceptance may be helpful to recognizing and then more quickly moving past initial negative psychological and physical reactions to discomforting social situations. By providing this support, mindful acceptance may reduce social anxiety and mitigate the negative impact of social anxiety (e.g., poor attention regulation, emotional reactivity, and self-beliefs) on sales performance. More formally:

H2: Mindful acceptance is a) associated with lower levels of social anxiety and b)

attenuates the negative association between social anxiety and sales performance.

Perceived sales manager support

It may seem that the social nature of perceived sales manager support (i.e., more frequent and/or intense social interactions) could lead to increases, not decreases, in salesperson social anxiety. However, the IUM framework [START_REF] Dugas | The role of intolerance of uncertainty in etiology and maintenance[END_REF][START_REF] Dugas | Worry and problem solving: Evidence of a specific relationship[END_REF] emphasizes that support from an authority figure, such as a sales manager, can help to improve problem orientations and the processing of fears related to uncertainty and ambiguous situations. In a clinical setting, such support is given by a therapist who helps the client "to acquire a more positive orientation toward problems" by "teaching clients how to properly discriminate between a problematic situation and emotions surrounding a situation" [START_REF] Robichaud | A cognitive-behavioral treatment targeting intolerance of uncertainty[END_REF]. In the sales setting, the sales manager is, arguably, in a strong position to give similar support.

While sales managers lack the formal training of therapists, they are often very familiar with typical sales-related problems and potential solutions.

Sales managers who provide higher levels of support should be able to identify anxiety producing social situations and direct support towards such problems, presumably lessening the amount of social anxiety a salesperson experiences. For example, the increased constructive interaction accompanying higher levels of sales manager support provides sales managers with additional opportunities to identify the negative side effects of social anxiety, and it may encourage salespeople suffering from social anxiety to disclose their anxiety. Not only is a more supportive sales manager likely to learn of a salesperson's social anxiety, but, by definition, she or he should be more inclined to coach salespeople in reframing perceived problems into opportunities. Relatedly, recent research shows that supportive sales managers-those who foster a positive working environment by offering their salespeople encouragement, recognition, constructive feedback, and positive reinforcement-attenuate the negative association between emotional exhaustion and work-related outcomes, including unethical behaviors [START_REF] Lussier | Curbing the undesirable effects of emotional exhaustion on ethical behaviors and performance: A salesperson-manager dyadic approach[END_REF]. Additionally, sales manager support increases social connectedness at work; and higher feelings of social connectedness at work can diminish employee stress [START_REF] Cropanzano | The relationship of organizational politics and support to work behaviors, attitudes, and stress[END_REF], and influence how individuals process information in work-related social situations [START_REF] Deconinck | The effect of perceived supervisor support, perceived organizational support, and organizational justice on turnover among salespeople[END_REF][START_REF] Eisenberger | Perceived supervisor support: Contributions to perceived organizational support and employee retention[END_REF]. These benefits, again, presumably lessen social anxiety and aid salespeople in more effectively working through social anxiety. We therefore posit that: H3: Perceived sales manager support is a) associated with lower levels of social anxiety and b) attenuates the negative association between social anxiety and sales performance.

Conceptual model

Above, we have hypothesized that social anxiety is negatively associated with sales performance and have introduced two models from the psychology literature, the IUM and ABM, to identify interventions that are hypothesized to help salespeople achieve lower levels of social anxiety by improving problem orientations, the processing of fears related to uncertain and ambiguous situations, and moving more quickly past problematic internal experiences. It is important to point out that, while these two models differ slightly in both their anxiety creating mechanisms and their interventions, we integrate them here to encompass the breadth and variety of social anxiety-related situations in a sales context. For example, a sales situation might, at the same time, be perceived as an intolerably uncertain situation and an external threat. Figure 2 shows how the IUM and ABM differ and overlap and how their integration leads to a richer framework on social anxiety and sales performance.

[Insert Figure 2 about here]

Research method and results

Multimethod approach

This research employs a quantitative study followed by a qualitative study. Prior marketing research [START_REF] Davis | Benefits and challenges of conducting multiple methods research in marketing[END_REF][START_REF] Hulland | Marketing survey research best practices: Evidence and recommendations from a review of jams articles[END_REF][START_REF] Stewart | The role of method: Some parting thoughts from a departing editor[END_REF] emphasizes the promise of multiple methods to provide more robust findings that hedge against bias attributable to any particular method. That is, the combination of findings from different methods can be "far more compelling than single method outcomes" (Stewart, 2009, p. 382), and introduce novel insights [START_REF] Davis | Benefits and challenges of conducting multiple methods research in marketing[END_REF]. In this study, the quantitative study examined the pattern of relationships, and the qualitative study was used to assess the validity of the quantitative findings and discover additional managerial implications.

Quantitative study: Sample and data collection

To inform our questionnaire, six in-depth interviews were conducted with sales professionals (i.e., one sales executive, National VP of sales; two sales managers; two senior salespeople; and one salesforce effectiveness business analyst). As in previous research [START_REF] Lussier | Cooperation in b2b relationships: Factors that influence customers' perceptions of salesperson cooperation[END_REF][START_REF] Mullins | Know your customer: How salesperson perceptions of customer relationship quality form and influence account profitability[END_REF], the aim of these interviews was twofold. First, these interviews provided feedback to evaluate and refine the conceptual model.

Second, given managerial concerns regarding questionnaire length, these interviews informed us about what constructs to assess and what items to employ. Furthermore, to be consistent with prior sales-related research [START_REF] Lussier | The role of humor usage on creativity, trust and performance in business relationships: An analysis of the salesperson-customer dyad[END_REF], we pretested the questionnaires across a varied group of sales experts, including two sales students enrolled in advanced sales classes, two academic sales researchers, and four business-to-business salespeople. Only minor changes were made to some of the scale items. Thus, the final survey was derived from the information gathered from the literature review, interviews, and pretests.

Following the example of previous sales research [START_REF] Agnihotri | Examining the role of salesbased crm technology and social media use on post-sale service behaviors in india[END_REF][START_REF] Arnett | Improving marketing success: The role of tacit knowledge exchange between sales and marketing[END_REF][START_REF] Hartmann | Sequencing of multi-faceted job satisfaction across business-to-business and business-to-consumer salespeople: A multigroup analysis[END_REF], we collaborated with a reputable market research firm to collect data from business-to-business salespeople employed by various North-American-based organizations. An electronic link to access the survey was sent by the third-party market research firm to each of the participating salespeople. To increase respondent engagement and improve response rates, the market research firm rewarded each respondent with an incentive of approximately $30 USD. As part of the contractual agreement, the market research firm coordinated with each of the participating business-to-business sales organizations to match the survey-based response of each respondent to his or her firm-provided actual sales performance, assessed as a percentage of the monthly sales quota attained.

A total of 143 respondents completed the questionnaire, and their responses were matched to their actual sales performance provided by their firm. Respondents (n = 8) not displaying variability in their responses or who failed to answer all of the items were removed from the analysis. Consequently, the hypotheses were tested on the remaining 135 business-tobusiness salespeople. These respondents averaged 44.4 years of age and 7.12 years of experience in sales within their company. They represent Finance, Banking, and Insurance (n = 40; 29.63%); Arts, Entertainment, and Recreation (n = 27; 20.00%); Food and Beverages (n = 27; 20.00%); Industrial, Manufacturing, and Packaging (n = 18; 13.33%); Technology (n = 17; 12.59%), and Health Related (e.g., pharmaceutical, biotech, medical, and dentist) (n = 6; 4.44%), industries.

Quantitative Study: Steps to Mitigate Common Method Variance

To lessen common method variance (CMV), we followed the recommendation of Podsakoff et al. (2003). First, measures were collected from different sources (i.e., salespeople and company records). Recent best practice recommendations for survey-based research suggest the use of multiple data sources to diminish CMV [START_REF] Hulland | Marketing survey research best practices: Evidence and recommendations from a review of jams articles[END_REF]. Second, we developed the items and survey as concisely as possible. Third, following the suggestions of Podsakoff and colleagues (2003), the constructs proposed to be causally related were separated in the survey to appear unrelated. Fourth, anonymity and confidentiality were assured to participants. Fifth, a pretest was conducted to reduce comprehension problems. CMV does not appear to be a substantive concern given that multiple data sources are employed, high levels of CMV are needed to materially bias direct relationships [START_REF] Fuller | Common methods variance detection in business research[END_REF], and interaction effects are not artifacts of CMV [START_REF] Siemsen | Common method bias in regression models with linear, quadratic, and interaction effects[END_REF].

Quantitative study: Measures

The measurement scales used are well established and were used unedited. The measures assessed latent constructs social anxiety [START_REF] Leary | Social anxiousness: The construct and its measurement[END_REF][START_REF] Nichols | Designing a brief measure of social anxiety: Psychometric support for a three-item version of the interaction anxiousness scale (ias-3)[END_REF], perceived sales manager support [START_REF] Deconinck | The effect of perceived supervisor support, perceived organizational support, and organizational justice on turnover among salespeople[END_REF][START_REF] Eisenberger | Perceived organizational support[END_REF], and mindful acceptance [START_REF] Cardaciotto | The assessment of present-moment awareness and acceptance: The philadelphia mindfulness scale[END_REF][START_REF] Liang | The dimensions and mechanisms of mindfulness in regulating aggressive behaviors[END_REF]. All the above measurement scales used a 7-point Likert-type scale (1 = totally disagree; 7 = totally agree).

Survey-based best practices note that an effort should be made to collect actual performance data, even if this is difficult to obtain [START_REF] Hulland | Marketing survey research best practices: Evidence and recommendations from a review of jams articles[END_REF]. Hence, salesperson objective sales performance-which represents actual sales performance as a percentage of quotas-was obtained for each salesperson over a one-time monthly timeframe. The same timeframe was used for all respondents. Percent of quotas is a common measure of sales performance in sales academic research [START_REF] Ahearne | To empower or not to empower your sales force? An empirical examination of the influence of leadership empowerment behavior on customer satisfaction and performance[END_REF]Lussier et al., 2017).

The average objective sales performance was 108.70% with a standard deviation of 34.62%. The Appendix shows the measurement scales and outer loadings.

Antecedents and outcomes of social anxiety as well as sales performance can be influenced by industry, demographics, and personal characteristics. A review of relevant literature resulted in the inclusion of industry, organizational tenure, variable pay, and gender as control variables. Industry served as a control variable, given heterogeneity between industries with respect to demands, resources, and practices [START_REF] Lussier | How psychological resourcefulness increases salesperson's sales performance and the satisfaction of their customers: Exploring the mediating role of customer-oriented behaviors[END_REF][START_REF] Rouzies | A multi-cultural study of salespeople's behavior in individual pay-for-performance compensation systems: When managers are more equal and less fair than others[END_REF], which may alter salespersons' social anxiety and performance.

The health-related industry (e.g., pharmaceutical, biotech, medical, and dentist) served as the reference category for the industry control. The implication of this is that dichotomous variables indicating whether a respondent was a member of each of the following were entered into the model: Finance, Banking, and Insurance Arts; Entertainment, and Recreation; Food and Beverages; Industrial, Manufacturing, and Packaging; and Technology. The data for each of these variables was coded 1 when the respondent was a member of the industry and 0 otherwise.

Organizational tenure often serves as a control variable in studies on salespeople [START_REF] Liu | Internal selling: Antecedents and the importance of networking ability in converting internal selling behavior into salesperson performance[END_REF][START_REF] Lussier | How psychological resourcefulness increases salesperson's sales performance and the satisfaction of their customers: Exploring the mediating role of customer-oriented behaviors[END_REF]; for it affords salespeople greater experience, which may be helpful in performing better and overcoming obstacles. Variable pay was included as a control variable since it has been shown to motivate sales performance [START_REF] Katsikeas | Unpacking the relationship between sales control and salesperson performance: A regulatory fit perspective[END_REF]. Both years of organizational tenure and variable pay proportion were reported by the respondent using a whole number. Gender, a frequently used control variable in sales research [START_REF] Liu | Internal selling: Antecedents and the importance of networking ability in converting internal selling behavior into salesperson performance[END_REF][START_REF] Rouzies | A multi-cultural study of salespeople's behavior in individual pay-for-performance compensation systems: When managers are more equal and less fair than others[END_REF], was included as a control variable in the light of prior reported differences between females and males regarding social anxiety [START_REF] Asher | Gender differences in social anxiety disorder: A review[END_REF][START_REF] Xu | Gender differences in social anxiety disorder: Results from the national epidemiologic sample on alcohol and related conditions[END_REF].

Males were coded 0 and females were coded 1.

Quantitative study: Analytical approach

Partial least squares structural equation modeling (PLS-SEM), a variance-based approach to structural equation modeling, was used to evaluate the hypotheses. In comparison to co-variance based SEM, PLS-SEM offers advantages in overcoming identification issues and is therefore well suited to estimate complex models such as the one proposed with smaller sample sizes [START_REF] Hair | Mirror, mirror on the wall: A comparative evaluation of composite-based structural equation modeling methods[END_REF]. As Hair et al. (2017) note, specifically referencing business-to-business research applications, "when populations are small and/or data is difficult to obtain, the application of PLS with smaller samples denotes a viable attempt to advance knowledge in these areas" (p. 629). PLS-SEM also aims to maximize the variance explained in the endogenous variables, an aim consistent with our research. Furthermore, PLS-SEM offers advantages over regression-based approaches because it, unlike the latter, accounts for the full model structure and mitigates measurement error, thereby reducing bias (Hair, Hult, Ringle, Sarstedt, et al., 2017;[START_REF] Hair | Rethinking some of the rethinking of partial least squares[END_REF]. SmartPLS version 3.2.7 was used for model estimation [START_REF] Ringle | Smartpsl 3[END_REF].

The hypotheses were evaluated hierarchically. We first estimated a model consisting of the control and main effects. The results of this model were used to evaluate the direction and significance of the main effects. Next, to evaluate the interaction hypotheses, we re-estimated the model after including the hypothesized social anxiety by perceived sales manager support and social anxiety by mindful acceptance interaction terms. These interaction terms were created using orthogonalization with standardized product term generation. The orthogonalization method results in interaction terms uncorrelated with the first-order terms [START_REF] Henseler | A comparison of approaches for the analysis of interaction effects between latent variables using partial least squares path modeling[END_REF]. Given the directional nature of the hypotheses, each hypothesis was evaluated using onetailed tests, no sign changes to the subsamples, and 5,000 bias-corrected and accepted bootstrap estimates. We report the effect size (ƒ²) values for the relationships of interest. Consistent with well-established recommendations (Hair, Hult, Ringle, & Sarstedt, 2017), ƒ² values of .02, .15, and .35 signify small, medium, and large effects for direct relationships [START_REF] Cohen | Statistical power analysis for the behavioral sciences[END_REF].

However, average effect sizes of interaction effects are often much smaller than those of direct effects [START_REF] Aguinis | Effect size and power in assessing moderating effects of categorical variables using multiple regression: A 30-year review[END_REF], and scholars [START_REF] Kenny | Moderation[END_REF], have recognized that lower thresholds for interaction effects may be needed. Recognizing that both mindful awareness and perceived sales manager support may directly alter sales performance, we included pathways representative of such relationships in the model.

Quantitative study: Results

Quantitative study: Measurement validation

We assessed the internal consistency, indicator reliability, convergent validity, and discriminant validity of the measures. Regarding the initial measurement model, one of the mindful acceptance items exhibited problematic cross-loadings. This item was removed and the measurement model re-estimated. As Table 1 displays, resulting estimates for composite reliability, Cronbach's alpha reliability, and average variance extracted (AVE) exceeded recommended thresholds. Additionally, each outer loading was significant (p < .001), exceeded the .70 threshold (minimum = .80), and surpassed all cross-loadings by a meaningful margin (absolute value minimum difference = .51). Furthermore, the AVE for each construct exceeds the correlation with any other construct [START_REF] Fornell | Evaluating structural equation models with unobservable variables and measurement error[END_REF], and the highest value for HTMT (.38) is far less than the .90 threshold (Hair, Hult, Ringle, & Sarstedt, 2017).

Quantitative study: Assessment of construct correlations and descriptive statistics

Prior to formally examining the hypotheses, we review the construct correlations and descriptive statistics also reported in Table 2. The construct correlations provide preliminary support for the hypothesized direct relationships. Social anxiety is negatively associated with sales performance, and both mindful acceptance and perceived sales manager support are positively associated with social anxiety. No direct relationships were proposed regarding the association of either mindful acceptance or perceived sales manager support on sales performance. However, as discussed in the Limitations and Future Research section, it is interesting that the correlations regarding these relationships were not significant (but positive).

The lack of significant correlations for these and other relationships offers additional support that common method bias is not a problem. With regard to the descriptive statistics, the construct means suggest ceiling or floor effects are not present, and the standard deviations suggest meaningful variability within the data for each construct.

[Table 2 about here]

Quantitative study: Evaluation of the hypotheses

Table 3 displays the standardized path estimates pertaining to both models estimated.

Model 1 was limited to estimating the control and main effects. Hence, the column labeled Model 1 reports the estimates relevant to H1. Recall that H1 proposed that social anxiety is negatively associated with salesperson sales performance. Social anxiety was found to be negatively associated with salesperson sales performance (b = -.18, p < .05). Hence, H1 is supported. H2(a) and H3(a) proposed that mindful acceptance and perceived sales manager support, respectively, are associated with lower levels of social anxiety. Lending support to both hypotheses, the standardized path coefficients for mindful acceptance (b = -.32, p < .01) and perceived sales manager support (b = -.19, p < .05) are significant and negative. The effect size for social anxiety on sales performance is .03, and the effect sizes for mindful acceptance and sales manager support on social anxiety are .11 and .05, respectively.

[Table 3 about here] Model 2, which included the proposed interaction terms, is relevant to evaluating H2b and H3b. Recall that H2a and H3b proposed that mindful acceptance and perceived sales manager support, respectively, weaken the negative relationship between salesperson anxiety and salesperson sales performance. In support of H2b, the interaction term between social anxiety and mindful acceptance is significant and positive (b = .21, p < .05). Figure 3 shows the impact of social anxiety on sales performance at low (i.e., one standard deviation below the mean), medium (at mean), and high (i.e., one standard deviation above the mean) levels of mindful acceptance. Figure 3 shows that as social anxiety increases, higher levels of mindful acceptance buffer the negative impact of social anxiety on sales performance. Interestingly, when social anxiety is low, lower levels of mindful acceptance appear to result in higher levels of sales performance. However, when social anxiety is high, higher levels of mindful acceptance appear to result in higher levels of sales performance. The effect size for the social anxiety by mindful acceptance interaction on sales performance is .06.

[Figure 3 about here] H3b is also supported. The interaction term of social anxiety and perceived sales manager support is significant and positive (b = .29, p < .01). Figure 3 also shows the relationship between social anxiety and sales performance at low (i.e., one standard deviation below the mean), medium (at mean), and high (i.e., one standard deviation above the mean) levels of perceived sales manager support. This figure illustrates that higher levels of perceived sales manager support weaken the negative impact of social anxiety on sales performance. When social anxiety is low, there appears to be no or only a small difference in sales performance between salespeople reporting low, medium, and high levels of perceived sales manager support. However, when social anxiety is high, there is a notable difference in sales performance between salespeople reporting low, medium, and high levels of perceived sales manager support. The effect size for the perceived sales manager support by social anxiety interaction on sales performance is .10.

Qualitative study: Sample and data collection

Fifteen interviews from sales professionals were conducted to validate the findings of the quantitative study and discover implications. The titles of the interviewees included junior sales representative, senior sales representative, senior account manager, senior portfolio manager, territory sales manager, business development manager, market development manager, division director, sales director, sales and marketing director, general manager, and chief executive officer. These interviewees had an average of 13.5 years (minimum 6 months; maximum 22 years) of relevant work experience in professional selling or sales management. To diminish the risk of information bias and to broaden the richness of the insights, the fifteen interviewees were selected from several different firms and industries.

All interviews were conducted by one of the researchers using an open-ended interview structure which allowed us to plunge directly into the phenomenon of interest [START_REF] Langley | Strategies for theorizing from process data[END_REF], with respondents that are closest to the phenomenon [START_REF] Chaker | Exploring the state of salesperson insecurity: How it emerges and why it matters[END_REF].

Appendix B provides details of the interview guide that outlined the planned topics and the questions that were employed. Each interview ranged from 18 minutes to 40 minutes (with an average of 32 minutes). All of the interviews were conducted using a collaborative platform (i.e., Microsoft Teams) and recorded.

The data was analyzed using a basic qualitative approach of examining the interviews several times, each time going deeper into the material to discover the different connections and patterns. Specifically, the codes for the interviews were developed through multiple iterations of deductive and inductive reasoning and successive discussions between two of the authors. The coding was done independently by the same two authors. Interrater agreement level among the coders was near 90%, and all discrepancies were resolved through a discussion between the two coders. Notably, the interviewee responses aligned with the findings, offering additional strength to our study (see "Qualitative Study: Insights" below). Table 1 provides details of the different respondents' profiles and a summary of qualitative insights from interviews.

[Table 1 about here]

Qualitative study: Insights

The findings from the interviews were consistent with the empirical results. First, the interviewees report that social anxiety negatively influences their sales performance, especially in situations in which salespeople have to deal consistently with different social interactions. In fact, the interviewees provide several examples of different factors that may contribute to increased social anxiety and may, in turn, lead to decreased performance. For instance, interviewees expressed that interacting with a (difficult) key account customer when the stakes are high, making a joint call (shadowing) with a task (versus relationship) oriented manager, unclear objectives, being micromanaged, and having unrealistic set goals for the firm can increase social anxiety, which decreases motivation, productivity, and performance. Interviewees reinforced that social anxiety may be triggered from having too much observation and micromanagement, when one is not recognized, in loss of purpose and motivation, by important social interactions, and when one is too much of a perfectionist. Interviewees expressed that this was, at least partially, because salespeople often struggle when they do not feel empowered or independent in their work. Being overlooked, feeling unappreciated, negatively judged, and rejected (e.g., from a manager or by customers) creates social anxiety. In turn, social anxiety reduces performance because it clouds one's mind, reduces confidence, prompts overthinking, increases feelings of isolation, and damages one's working relationship with others and one's health in general. Some interviewees note that managing social anxiety is an important aspect of the sales job that one must handle.

Second, with respect to mindful acceptance, the interviewees found that mindful acceptance can be helpful to reducing social anxiety and mitigating the negative impact of social anxiety on sales performance. Specifically, interviewees expressed that salespeople who deal with arising feelings of social anxiety in a grounded, compassionate, and nonjudgmental way are better equipped to master the challenges associated with the sales profession. Indeed, they stated that adopting a neutral attitude towards feelings that arise and positively reinforcing oneself can lead to lower social anxiety and make one able to manage remaining anxiety better. Interviewees noted that mindful acceptance helps salespeople to better perform and reduce social anxiety as well as its consequences (e.g., tensions, pressures, and stresses). The interviewees also provided several good practices to adopt in order to build and maintain mindful acceptance. For instance, having a positive approach to experiences by positively talking to oneself (e.g., "you can do it," "it will be okay," "take your time," "stay calm," "take a deep breath," "it's the new normal," "one task at the time, one day at the time," "it's out of your control," "you have to let go," "you can work on other things," "you are only human," etc.) were mentioned. Interviewees reinforced that mindful acceptance can be fostered by letting go, taking short breaks (pauses), being selfless, not taking things for granted, and accepting that things are beyond one's control. The interviewees also expressed that good health and well-being habits contribute to increased levels of mindful acceptance. For example, discussed habits included the following: eating healthy, sleeping well, doing regular exercise, having a gratitude moment once daily, drinking a large glass of water first thing in the morning, writing down one's objectives of the day in the morning, turning off the notifications on the phone, not looking at the phone before going to bed or first thing in the morning, learning how to be mindful by being curious (e.g., reading books, attending conferences, listening to webinars or podcasts), yoga, meditation, cardiac coherence (i.e., inhaling for five seconds, then exhaling for the same amount of time for a 10-second respiratory cycle), massage, regularly discussing stressors with others, seeing a certified therapist, etc. Consequently, high mindful acceptance may be helpful for salespeople to move quickly past and respond to negative psychological and physical reactions to discomforting social situations. For instance, some interviewees noted that mindful acceptance helped individuals to be more energized, more focused, more in control of their inner states and feelings, and better able to manage social anxiety. However, some interviewees noted that mindful acceptance is very important but very difficult to do and takes a lot of discipline.

Lastly, the interviewees revealed that perceived sales manager support can be helpful in reducing social anxiety and mitigating its negative impact on sales performance. Consistent with our findings, the interviewees emphasized that support from a sales manager can help and guide salespeople. Specifically, a supportive manager can help salespeople to improve (e.g., expertise, problem solving, dealing with ambiguous situations), increase self-confidence, decrease fears related to uncertainty and discomfort, increase optimism, and aid in accomplishing different tasks. The interviewees provided several good examples of an ideal supportive sales manager.

For example, sales manager support is about offering recognition, being dynamic, being handson (knowing the job well), being relational (human), having confidence, being reliable (conscientious), offering empowerment (flexibility/liberty), being a team player, using active listening skills, having empathy, being caring, offering guidance, providing feedback, exposing best practices, coaching and mentoring, understanding the (salesperson's) job, among others.

Similarly, interviewees noted that sales manager support is being able to adapt to the needs, wants, and personality of each employee. Others noted that sales manager support is about authentically offering encouragement, touching base often, and involving others. However, interviewees noted that it is important that managers do not micromanage, as doing so may trigger increased social anxiety. The interviewees observed that more interactions with their manager can lead to decreases in salesperson social anxiety and better responding when socially anxious, especially if salespeople feel that the manager is genuine, caring, and on their side.

General discussion

Given the rise of social anxiety, there has been considerable media attention around its negative effects on individuals, firms, and society. Prior work within the sales context shows that certain situational factors during the immediate sales process are positively associated with sales call anxiety and diminished communication effectiveness and volume [START_REF] Verbeke | Sales call anxiety: Exploring what it means when fear rules a sales encounter[END_REF]. Research also reports that salesperson attachment anxiety regarding the firm is negatively associated with detection of nonverbal cues, perspective taking, and self-reported performance [START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF]. Such attention and findings highlight the need to explore the social anxiety-sales performance relationship and, importantly, how to lessen salesperson social anxiety and its negative consequences. Our study responds to such a need by confirming a negative relationship between social anxiety and sales performance. It also, using work on social and clinical psychology, introduces mindful awareness and perceived sales manager support as personal and social resources, respectively, that salespeople can leverage as safeguarding mechanisms to attenuate social anxiety and the negative relationship it has with sales performance.

Model 1 which specifies only direct relationships and Model 2 which specifies direct and moderated relationships explain 20% and 30%, respectively, of the variance in objective sales performance. As studies tend to explain less than 20% of the variance in objective sales performance [START_REF] Plouffe | Exploratory navigation and salesperson performance: Investigating selected antecedents and boundary conditions in hightechnology and financial services contexts[END_REF], the proportion of variance in sales performance explained lends support to the overarching framework and highlights the potential of this framework for future research. While the effect size for the relationship between social anxiety and objective sales performance is best described as small, effect sizes must be put into proper context to be appropriately interpreted [START_REF] Cohen | Statistical power analysis for the behavioral sciences[END_REF]. Objective sales performance is of great practical relevance, is influenced by numerous factors, and is often not strongly correlated with or affected by salesperson level variables (see, for example, Ahearne et al. 2010;Jaramillo and Grisaffe 2009;[START_REF] Liu | Internal selling: Antecedents and the importance of networking ability in converting internal selling behavior into salesperson performance[END_REF]. In sum, despite the small effect size, social anxiety appears to be valuable for furthering understanding objective sales performance. The moderators, which explain an additional 10% of the variance in objective sales performance, point to the benefit of examining social anxiety in conjunction with other variables and, specifically, mindful awareness and perceived sales manager support, as suggested by the IUM and ABM frameworks.

Theoretical and practical implications

This research makes four contributions. The first contribution explores the association of general social anxiety with objective sales performance. The second and the third contributions are related to what salespeople and managers can do, respectively, to reduce social anxiety and attenuate the negative social anxiety-sales performance relationship. The fourth contribution concerns the application of social and clinical psychology models to the sales context.

In regard to the relationship between social anxiety and sales performance, prior research reports that higher levels of sales call anxiety are positively associated with verbal and nonverbal communication behaviors as well as protective actions [START_REF] Belschak | Coping with sales call anxiety: The role of sale perseverance and task concentration strategies[END_REF], presumably detrimental to customer evaluations of the salesperson, and that attachment anxiety (using a twoitem scale capturing salespersons' worry regarding their firm's evaluation of them) is negatively associated with self-reported sales performance [START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF].

Our results, which show that social anxiety is negatively associated with sales performance, extend the scant body of literature in two ways. In lieu of focusing on contextbased social anxiety (i.e., sales call anxiety, firm attachment anxiety) we focus on general social anxiety. This more general approach allows us to capture the social anxiety brought on by concerns regarding evaluation in real or imagined social situations involving various actors (e.g., business partners, suppliers, and internal teams) with whom salespeople interact. This broader focus, as we later discuss, points to interventions beneficial across contexts. The descriptive statistics show that social anxiety varies meaningfully across salespeople, implying that there is a substantial opportunity for firms to realize sales performance benefits by attending to social anxiety in their sales force. Additionally, our work overcomes the limitations of self-reported sales performance measures by collecting objective sales performance data directly from firms. This reduces concern that common method biases drive the relationship between social anxiety and sales performance.

Second, this research identifies mindfulness as an important personal resource capable of mitigating the negative social anxiety-sales performance relationship. Analogous to anxiety, mindfulness has received much attention in the media but, conversely, for its beneficial effects [START_REF] Butcher | Mindfulness as a management technique goes back to at least the 1970s[END_REF][START_REF] Reb | Leader mindfulness and employee performance: A sequential mediation model of lmx quality, interpersonal justice, and employee stress[END_REF][START_REF] Yu | What mindfulness can do for a team[END_REF].

The results provide evidence that these beneficial effects extend to the sales context, where mindful acceptance is associated with less social anxiety and attenuates the negative social anxiety-sales performance relationship. While our study measured mindful acceptance in attempts to capture trait variations across our sample at the time of measurement, there are numerous training methods and techniques to improve mindful acceptance. The results therefore point to the promise of mindfulness tools that can help salespeople better accept and deal with potentially performance-hindering feelings. Managers looking to help salespeople with social anxiety can provide resources that aid salespeople in developing mindful acceptance, such as training programs, mindfulness aids (e.g., mindfulness phone applications), and designated meditation rooms.

While our interview results mentioned several tactics to enhance mindfulness acceptance (e.g., breathing techniques), one such training program is the Mindfulness Based Stress Reduction (MBSR) program [START_REF] Kabat-Zinn | Full catastrophe living: Using the wisdom of your body and mind to face stress, pain, and illness[END_REF]. This and many other programs emphasize "breath-focused attention, body scan-based attention to the transient nature of sensory experience, shifting attention across sensory modalities, open monitoring of moment-to-moment experience, walking meditation, and eating meditation" (Goldin & Gross, 2010, p. 83). Such practices have been found to have profound effects on reducing social anxiety, improving mood, self-esteem, and emotional regulation [START_REF] Goldin | Mindfulness meditation training and self-referential processing in social anxiety disorder: Behavioral and neural effects[END_REF][START_REF] Goldin | Effects of mindfulness-based stress reduction (mbsr) on emotion regulation in social anxiety disorder[END_REF][START_REF] Koszycki | Randomized trial of a meditationbased stress reduction program and cognitive behavior therapy in generalized social anxiety disorder[END_REF]. While there seem to be clear benefits, some intensive mindfulness training programs, including MBSR, are often perceived to be fairly costly for an organization to implement. When such perceptions exist, these programs could be used selectively for salespeople looking to reduce social anxiety and the consequences attributed to it.

Another option is to implement short (e.g., 10-20 minutes daily) self or other (i.e., digitally, inperson) mindfulness training. Research has found that training for short mindfulness sessions performed over three, four, or five days can improve overall mindfulness [START_REF] Banks | The protective effects of brief mindfulness meditation training[END_REF][START_REF] Zeidan | The effects of brief mindfulness meditation training on experimentally induced pain[END_REF][START_REF] Zeidan | Mindfulness meditation improves cognition: Evidence of brief mental training[END_REF]. More recently, it has been found that simple, app-based mindfulness training, which teaches individuals how to use a number of in-the-moment exercises (breath awareness, loving kindness, etc.), significantly reduces anxiety [START_REF] Brewer | Anxiety is contagious. Here's how to contain it[END_REF].

Third, this research identifies perceived sales manager support as a valuable social resource capable of mitigating the negative social anxiety-sales performance relationship. While prior research provides a compelling case for the importance of sales manager support and thus encourages sales managers to provide salespeople with greater support, the findings highlight that incremental sales performance gains can be attained by directing support towards salespeople with greater social anxiety. Manager support is central in reaching job-related goals, reducing work-related demands, and inspiring personal development [START_REF] Xanthopoulou | Reciprocal relationships between job resources, personal resources, and work engagement[END_REF]. Supportive sales managers are perceived by salespeople as managers who generally foster positive working environments while giving encouragement, recognition, valuable feedback, and positive reinforcement [START_REF] Kemp | Sales manager support: Fostering emotional health in salespeople[END_REF]. It is therefore crucial for managers to recognize their impactful and alleviating influence on the social anxiety of their salespeople. Specifically, sales managers' support helps relieve, ease, and transcend potential sources of social anxiety for their salespeople so that they can operate at their full potential. Stated differently, sales managers should consider directing more quality time and support to salespeople with higher levels of social anxiety, on the premise that this will assist salespeople in managing the negative effects of social anxiety on their sales performance.

Fourth, the present work applies understandings from social and clinical psychology to the sales context. From this perspective we argue and provide evidence that, because social anxiety is discomfort resulting from the presence of interpersonal evaluation in real or imagined social settings [START_REF] Schlenker | Social anxiety and self-presentation: A conceptualization model[END_REF], higher levels of social anxiety are negatively associated with sales performance. The findings provide evidence for this negative relationship.

While expected, these findings are important not only because they add to prior sales research that relates anxiety to negative performance [START_REF] Agnihotri | Examining the role of salesbased crm technology and social media use on post-sale service behaviors in india[END_REF][START_REF] Agnihotri | Examining the impact of salesperson interpersonal mentalizing skills on performance: The role of attachment anxiety and subjective happiness[END_REF][START_REF] Verbeke | Sales call anxiety: Exploring what it means when fear rules a sales encounter[END_REF][START_REF] Verbeke | Sales presentation anxiety, cortisol levels, self-reports, and gene-gene interactions[END_REF], but also because they give credence to the applicability of these social and clinical psychological theories within the sales context, which may serve as a foundation for additional sales research.

In the context of the current study, salespeople who are prone to social anxiety should experience less social anxiety and perform better when they can better personally process it (i.e., high mindful acceptance) and have better social support (i.e., strong sales manager support). The findings of our study support this prediction. This is a unique finding, as these two factors (1) are associated with overall less social anxiety and (2) can attenuate the negative social anxiety-sales performance relationship. In other words, mindful acceptance and perceived sales manager support can serve as both prevention and alleviating mechanisms. Because social anxiety is characterized as increased stress and discomfort in social situations, salespeople prone to social anxiety can perform better when they can better personally process anxiety when it arises (i.e., high mindful acceptance) and have social support (i.e., strong sales manager support).

Limitations and future research

Limitations of this study merit discussion. First, the correlational nature of the quantitative study design prohibits causal inferences. Similarly, firm-provided objective sales were collected over a one-month timeframe. Future research should employ designs that permit stronger inferences regarding causality. Specifically, we encourage future research to replicate and extend our findings using multiple sources (e.g., salespeople, managers, etc.), measure and control for social desirability bias, and make use of experimental designs that offer greater ability to infer causality.

Second, the cross-sectional nature of the study did not allow for the possibility to detect longitudinally emergent conditions. While our results suggest mindfulness acceptance and perceived sales manager support are associated with lower social anxiety and attenuate the negative association between social anxiety and sales performance, is it possible that repeated and continuous poor sales performance may diminish these effects? Stated differently, does learned helplessness or other phenomena that result from repeated poor performance (Boichuk et al., 2014;[START_REF] Bolander | Managing new salespeople's ethical behaviors during repetitive failures: When trying to help actually hurts[END_REF] reduce the effectiveness of mindfulness acceptance or sales manager support in reducing social anxiety or attenuating the negative association between social anxiety and sales performance? Future research should employ longitudinal designs to help answer this and similar questions to fully understand the efficacy of mindfulness and sales manager support in improving sales performance.

Third, although we used multiple data sources to diminish CMV [START_REF] Hulland | Marketing survey research best practices: Evidence and recommendations from a review of jams articles[END_REF], selfreport measures were employed to assess social anxiety, mindful acceptance, and sales manager support. The use of self-report measures may raise concern that CMV is attributable to causes such as social desirability. Hence, future research should consider the use of additional data sources (e.g., salespeople, managers, and/or customers), as well as physiological and/or biological data. Fourth, although using an assorted sample of salespeople working in various firms from several industries offers advantages in generalizing the findings to salespeople and sales organizations in general, collecting data from a single company could offer advantages in mitigating confounding variables. Fifth, data was collected from a limited number of salespeople (n = 135), which limits statistical power. The ability to find statistical significance for the relationships proposed lends credence to the theoretical rationale. Last, while the purpose of the present research was not to look at the relationships between mindful acceptance or perceived sales manager support and sales performance, the correlation between perceived sales manager support and sales performance or mindful acceptance and sales performance was not statistically significant. Revisiting and examining those relationships should be considered in future research.

Conclusion

Overall, this research provides insight into how social anxiety is negatively associated with the sales performance of salespeople. Drawing on social and clinical psychology research, we point to the importance of personal and social resources that can help relieve, ease, and transcend social anxiety and thereby mitigate its impact on sales performance. We theorize and provide evidence that personal (i.e., mindful acceptance) and social (i.e., sales manager support) resources can help alleviate felt social anxiety while also reducing its negative effects on sales performance. Specifically, not only are higher levels of mindful acceptance and perceived sales manager support associated with lower social anxiety in general, but they also alleviate the negative relationship between social anxiety and sales performance.

Table 1.

Respondents profile and summary of qualitative insights from interviews. 

Consolidated

  Insights from Interviews (items classified by category and ranked by number of interviews in which mentioned (x/15)) Social Anxiety (SA) -Performance: Higher SA is associated with lower performance (13/15), Confidence: SA reduces confidence in social interactions (7/15), Adaptability: SA reduces adaptability and agility (2/15), Micromanagement: SA is caused by too much observation and micromanagement (2/15), Isolation: SA creates feeling of isolation and damage relationships (2/15), Purpose: SA results in loss of purpose and motivation (2/15), Health: SA has negative effect on health (2/15), Importance: SA is triggered by important interactions (2/15), Recognition: SA is increased if sales person not recognized (1/15), Perfectionism: SA results in too much Perfectionism (1/15) Mindful Acceptance (MA) -MA/SA Link: Higher MA is associated with lower SA (10/15), Self-Talk: Positive self-talk increases MA (5/15), Breath: Breathing techniques increase MA (5/15), Exercise: Engaging in physical exercise increases MA (5/15), Acceptance: Adopting an accepting attitude increases MA (3/15), Diet and Sleep: A healthy diet and sleep pattern increase MA (3/15), Balance: Taking needed breaks and family-work balance increase MA (3/15), Meditation: Engaging in meditation, visualization, and Yoga increases MA (2/15), Mindfulness Training: Mindfulness training increases MA (1/15), Stress Management: Acknowledging and discussing stressors increase MA (1/15) Manager Support (MS) -MS Coaching: Leading by example and coaching increase perceived MS (14/15), MS/SA Link: Higher MS is associated with lower SA (12/15), Availability: Presences and availability increases perceived MS (10/15), Listening: Active listening increases perceived MS (10/15), Empathy: Empathy increases perceived MS (9/15), Empowerment: Lack of micromanaging and being adaptive increases perceived MS (5/15), Trust: Trust and honesty increases perceived MS (4/15), Recognition: Recognition increases perceived MS (1/15)Respondent Respondent Specific Insights from Interviews Junior Sales Representative, Male, 25 Yrs. of Age, 0.5 Yrs. of Experience, Educational Business Products SA Performance, SA Confidence, MA Self-Talk, MA Breath, MA/SA Link, MS Coaching, MS Availability, MS/SA Link Senior Sales Representative, Male, 46 Yrs. of Age, 15.5 Yrs. of Experience, Pharmaceutical SA Performance, SA Adaptability, MA Self-Talk, MA Breath, MS/SA Link, MS Coaching, MS Listening, MS

Fig. 1 .

 1 Fig. 1. Conceptual framework.

Fig. 2 .Fig. 3 .

 23 Fig. 2. Integration of the IUM and ABM into a framework on social anxiety and sales performance.

Table 2 .

 2 Descriptive statistics and construct correlations. : *p<.10; **p<.05; ***p<.01; the industry variables are coded such that 1 represents membership in the industry and 0 otherwise; the gender variable is coded such that 0 represents male and 1 represents female.

	Construct	1	2	3	4	5	6	7	8	9	10	11	12	13
	1. Social Anxiety	1												
	2. Perceived Sales Manager Support	-.15*	1											
	3. Mindful Acceptance	-.31***	-.08	1										
	4. Sales Performance	-.17**	.11	-.02	1									
	5. Organizational Tenure	-.12	.06	.17**	-.07	1								
	6. Variable Pay (% of compensation)	.02	.00	.01	.02	.15*	1							
	7. Gender	.08	-.07	-.26***	.07	-.38*** -.15*	1						
	8. Finance, Banking and Insurance	.09	.00	.01	-.04	-.01	-.04	-.03	1					
	9. Arts, Entertainment, and Recreation	.06	.10	.04	.01	-.10	.03	-.29*** -.32***	1				
	10. Food and Beverages	-.03	-.08	-.03	-.07	.22*	.17*	.01	-.32*** -.25***	1			
	11. Industrial, Manufacturing, and Packaging	-.16*	-.02	-.15*	-.07	-.05	-.11	.14	-.26*** -.20** -.20**	1		
	12. Technology	.01	.02	.07	-.04	-.03	-.09	.12	-.25*** -.19** -.19** -.15*	1	
	13. Health Related	-.02	-.03	.11	.39***	-.08	.02	.20*	-.14	-.11	-.11	-.08 -.08	1
	Mean	3.04	5.4	3.46	108.7	7.12	44.5	.55	.30	.20	.20	.13	.13 .04
	Standard deviation	1.84	1.58	1.46	34.62	6.92	36.58	.50	.46	.40	.40	.34	.33 .21
	Cronbach's alpha	0.88	0.93	0.84	NA	NA	NA	NA	NA	NA	NA	NA	NA NA
	Composite reliability	0.92	0.95	0.89	NA	NA	NA	NA	NA	NA	NA	NA	NA NA
	Average variance extracted (AVE)	80.30% 81.50% 66.80%	NA	NA	NA	NA	NA	NA	NA	NA	NA NA

Note

Table 3 .

 3 Standardized path estimates.

	Model 1	Model 2

Availability

Territory Sales Manager, Female, 28 Yrs. of Age, 5 Yrs. of Experience, Food and Beverage

Appendix A. Measurement scales and outer loadings

Constructs, items, and source Loading

Social Anxiety [START_REF] Leary | Social anxiousness: The construct and its measurement[END_REF][START_REF] Nichols | Designing a brief measure of social anxiety: Psychometric support for a three-item version of the interaction anxiousness scale (ias-3)[END_REF] I often feel nervous even in casual get-togethers.

.91 I wish I had more confidence in social situations.

.93 In general, I am a shy person.

.84

Mindful Acceptance [START_REF] Cardaciotto | The assessment of present-moment awareness and acceptance: The philadelphia mindfulness scale[END_REF][START_REF] Liang | The dimensions and mechanisms of mindfulness in regulating aggressive behaviors[END_REF] I try to distract myself when I feel unpleasant emotions. (reverse) .80 I try to stay busy to keep thoughts or feelings from coming to mind. (reverse)

.83 I tell myself that I shouldn't have certain thoughts. (reverse)

.85 I tell myself that I shouldn't feel sad. (reverse)* I try to put my problems out of mind. (reverse)

.80

Perceived Sales Manager Support [START_REF] Deconinck | The effect of perceived supervisor support, perceived organizational support, and organizational justice on turnover among salespeople[END_REF][START_REF] Eisenberger | Perceived organizational support[END_REF] My sales manager takes great pride in my accomplishments.

.88 My sales manager really cares about my well-being.

.91 My sales manager really considers my goals and values.

.94 My sales manager is willing to help me if I need it.

.89

Sales Performance

Sales performance data as a % of sales quotas set by the firm. NA * Item was dropped due to cross loadings.

Appendix B. Interview guide

Introduction

Thank you for your time today. We are currently working on research that focuses on the salespeople social anxiety in a sales context. We are particularly interested in your experiences and your thoughts as a salesperson / sales manager. The purpose of the interview is to capture these experiences in your own words. There are no right or wrong answers, and please remember that you are the expert. We are merely interested in having an open discussion about your specific experiences and thoughts as a salesperson. Thank you very much for taking the time to meet with me today. I certainly appreciate you sharing your perspective and insights. I have learned a lot from our conversation. As I mentioned, I am going to be compiling this research and will provide you with a summary of the findings if you wish. In the meanwhile, if there are any thoughts that come to mind, please contact me by email or phone.

General