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The Effect of Nonverbal Communication on Trust,
Switching Barrier and Repurchase Intention

Ok-Hee Lee'
Dept. of Fashion Design, Sunchon National University, Sunchon, Korea

Abstract : This study investigates the effect of nonverbal communication on trust, switching barrier, and repurchase
intention. Sample subjects used in this study were customers of a fashion shop in Sunchon. The questionnaires were con-
veniently sampled from July 2010 to August 2010. Questionnaire data from 335 customers of a national brand were ana-
lyzed through a reliability analysis, factor analysis, and multiple regression analysis. The results of this study are as
follows. First, nonverbal communication by the service provider was divided into 3 types, physical appearance and para-
language, postures and proxemics, and facial expressions. Second, it was found that physical appearance and paralanguage,
postures and proxemics, facial expression of nonverbal communication had a significant impact on customer trust. Third,
given the relationship between nonverbal communication and switching barrier, it was represented that the postures and
proxemics and facial expressions (except physical appearance and paralanguage) had a significantly positive influence on
the switching barrier. Forth, physical appearance/paralanguage, postures/proxemics, and facial expressions (nonverbal
communication) had a positive influence on repurchase intention. Fifth, given the relationship between trust and repur-
chase intention as well as switching barrier and repurchase intention, it was represented that trust and switching barrier
have a significantly positive influence upon repurchase intention. According to the results of this study, the more positive
nonverbal communication by the service provider then the higher the customer repurchase intention as well as trust and
switching barrier. Fifth, given the relationship between trust and repurchase intention as well as switching barrier and
repurchase intention, it was represented that trust and switching barrier have a significantly positive influence upon

repurchase intentions.
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Table 1. Factor and reliability analysis for nonverbal communication

Factor Item Factor loading Eigenvalue Cumlative % Cronbach's o
Salesperson who is well groomed .82
Salesperson who keeps in a tidy hairstyle 77
Salesperson who has a neat appearance .76
Physical Salesperson who speaks in clear pronunciation 74
ysical appearance/ P! P p! 10.16 5080 o4
paralanguage Salesperson who speaks gently 74
Salesperson who talks in a proper speed 73
Salesperson who talks in a proper tone of voice 72
Salesperson who has an attractive appearance .63
Salesperson who uses a proper hand gesture during gl
conversation ’
Salesperson who works in a correct posture 79
P Salesperson who attends to customer friendl 76
ostures/ P Y 122 67.00 93
proxemics Salesperson who keeps a proper space from customer 72
Salesperson who keeps a comfortable distance from 6
customer :
Salesperson who listens attentively to customer .68
Salesperson who has a big smile 87
1 ho h igh facial i 62
Facial expression Salesperson who has a bright and warm facial expression 6! 1.06 215 77
Salesperson who keeps eye contact with customer 61
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Table 2. The effect of nonverbal communication on trust

Dependent Trust
variables R? F
Independent Yij t
variables
Physical appearance 489 11727
/paralanguage ok
Postures/proxemics 327 78417 425 80663
Facial expression 283 67817
*Ep <001
A3 2FE vkditlal $F Siegman(as cited in Kim, 2007)
3 A4 987 BF oRkgo] wAelA s A=7
S PA3A L & Chaiken(1979)2] Zsle} U5k A3t
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Table 3. The effect of nonverbal communication on switching barrier

Dependent Switching barrier
variables

R’ F
Independent Y] t
variables
Physical
y/swa 1 appearance 030 64
paralanguage -
wx 049 5.646
Postures/proxemics 179 3.343
Facial expression 125 2334"

%p < 05, **¥p < 001
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