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Abstract

The present study investigated various sales training programs used by apparel companies and
compared each other in order to provide an important information for developing effective train-
ing programs for professional salesperson,

Sixty eight companies were used and grouped into four categories based on brand charac-
teristics: domestic national brand(DNB), casual brand{CB), foreign brand(FB) and domestic
designer brand(DDB). Data were collected from the managers in charge of training salesperson
by both questionnaires and personal and telephone interviews, Data were collected during July
in 1998, and analyzed by using ANOVA, Duncan’s multiple range test, and Chi-square test. Since
the sample size was small, Yates' correction formula was used to maximize statistical validity in
non-parametric procedure of Chi-square test.

The main purposes of sales training indicated by the companies were to satisfy customers and
to maximize the profit. Significant differences were found among the groups in the importance
level of training contents such as knowledge, and customer relation, training methods, place,
and duration /frequency of training at training center.
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