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The Effect of Power Sources of Department Store and Fashion Company, and
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Abstract : The purpose of this study was to examine the effect of power sources of department store and fashion com-
pany, and salesperson's job consciousness on job satisfaction in the middle management system of department store.
Questionnaire data from 193 salespeople in the middle management of department store were analyzed by reliability anal-
ysis, factor analysis, correlation analysis, multiple regression analysis, hierarchical regression analysis. The results of this
study were as follows: First, coercive power, informational and expert power, and referent power of department store had
significant effects on job satisfaction. The coercive power of department store had a negative influence on job satisfaction,
while informational and expert power, and referent power of department store had a positive influence on job satisfaction.
Second, referent power, expert power, reward power, coercive power of fashion company had a positive influence on job
satisfaction. Third, referent power of department store had a greater influence on job satisfaction than other power
sources. Fourth, job commitment and pride, prospect awareness had a positive influence on job satisfaction, while pro-
fessional self-awareness had no effect on job satisfaction.
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Table 1. Demographic characteristics of participants (n=193)
Characteristics Frequency (%) Characteristics Frequency (%)
Male 44 (22.8) Not married 99 (51.3)
Gender Marital status .
Female 149 (77.2) Married 94 (48.7)
20-30 78 (40.4) Graduation from high school 48 (24.9)
Age 31-40 72 (37.3)
Graduation from college 109 (56.5)
over 41 43 (22.3)
Education
Less than lyear 13 ( 6.7) . o
Graduation from university 27 (14.0)
1-less than 3years 24 (12.4)
Sales experience 3-less than Syears 34 (17.6) Others 9 (4.6)
S-less than 10years 51 (26.4)
Shopmaster 87 (45.1)
More than 10years 71 (36.8)
Less than 100 6 (3.1 Job Second staff 62 (32.1)
Monthly 100-less than 200 118 (61.1) position Third staff 19 ( 9.8)
income
10,000) 200-less than 300 47 (244) New staff 15 ( 7.8)
More than 300 22 (11.4) Others 10 ( 5.2)
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Table 2. Factor analysis of power sources of department store

Eigen value

Factors Ll:)e:;tionrg (Cumulative %)

Cronbach's o

Factor 1 : Coercive power

This department store shifts the responsibility to us unilaterally when there are any problems. .832

This department store interferes in our brand's sales policy with their position of power. .830 (;199;5)

This department store compels us to participate in promotional events in which we do not want to take part. .804 828

This department store can stop our brand's sales unilaterally according to their own convenience. 765

This department store unilaterally decides to change our brand's shop location in the department store. .565

Factor 2 : Informational and expert power

This department store provides a lot of information that helps our brand's sales and management for us. .874

This department store shares common business interests and a business policy. 818 (525..55?376)

This department store's various type of sales promotions(promotional materials and display information, etc.) are 704 794

excellent in comparison with other department stores.

This department store provides good payment terms for us. 621

Factor 3 : Referent power

I am proud that our brand shop is located in this department store. 875 (615. ?969)

I think the fact that our brand shop is part of department store helps our brand image. .868 819

This department store has a positive corporate image both internally and externally. 632

Table 3. Factor analysis of power sources of fashion company
Eigen value

Factors Ll:)z(;ionrg (Cuiulative %)

Cronbach's a

Factor 1 : Referent power

I fully trust my company. .850 5.160

I am proud of my company. .850 (34.400)

I want to sell this company's merchandise for the next few years. .836 867

Compared with my competitors, I am satisfied with my company's design and quality of merchandise. .691

Factor 2 : Expert power

This fashion company's sales merchandiser who has a lot of information on merchandise helps our sales. 855

This fashion company's sales merchandiser clearly understands the regional business district. 794 ( 427.?70778)

This fashion company provides us with information on customer management and shop management that helps our sales.  .764 844

This fashion company provides us with various education systems and opportunities of training(fabric, color, 705

coordination, display, etc.).

Factor 3 : Reward power

This fashion company gives us an incentive pay. 816 (5]§6()9635)

This fashion company provides us with various promotional materials(free gift, catalog etc.). 815 83

This fashion company provides us various supporting programs(VMD, sales strategy). 780

Factor 4 : Coercive power

I think the merchandise distribution of this fashion company is unfair. 757 1310

I think the sales commission and pay system of this fashion company are unfair. 153 (67.797)

This fashion company severely pressures us into attaining sales goals. 697 690

I think this fashion company lacks speed of the merchandise supply. 647

o] TP EAl BHEUA Q018 AE Auud, £ Gl B3 AF(Lee & Park, 2010)°14 EFE A=QA|
AzAA L] Fddd G o] tlz)de] Fufel=le] v]x] o] AHEUHE AN 8y Azl XA}
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Table 4. Factor analysis of salesperson's job consciousness

Eigen value

Factors L]:;iitionrg (Cumulative %)
Cronbach's o
Factor 1 : Job commitment and pride
I have a sense of responsibility for overall shop situations and a decline in sales. .803
I think I work hard with a sense of duty. .802 (455;20988)
I think I work hard with a sense of ownership. 786 889
I think salesperson's role is important to both the department store and the fashion company. 713
I am proud of my job as the salesperson. 673
Factor 2 : Prospect awareness
I think the salesperson in department store is a good lifelong job. 887
I thin'k the salesperson in department store is a stable job because there is comparatively no age limitation for 804 ( 610456602)
working. 857
I think the salesperson in department store has a great deal of promise. 739
I am thankful to have a job as the salesperson. 617
Factor 3 : Professional self-awareness
I read frequently books related to fashion merchandise sales and try to search the internet to have some 740 1.040
information. (69.226)
The salesperson working in the department store needs continuing education and training. 713 055
I think the salesperson working in department store is specialized job. 697
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Table S. Factor analysis of salesperson's job satisfaction

Factor Eigen value
Factors Loadin (Cumulative %)
& Cronbach's a

I am satisfied with the work environment. .884

I am satisfied with the overall job. .805 3.714
(46.426)

I am satisfied with the work. .803 858

I am satisfied with the pay system. 789
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Table 6. Correlation coefficient of variables

Variables 1 2 3 4 5 6 7 8 9 10 11

1 Coercive power of department store 1

2 Informational/expert power of department store -2137 1

3 Referent power of department store -194" 558™

4 Referent power of fashion company -128 2147 o

5 Expert power of fashion company -132 5457 4297

6 Reward power of fashion company -198" 400” 45Tt 4687 1

7 Coercive power of fashion company 245" 026 184" 1560 077 1

8  Prospect awareness A1l 074 To4147 1837 069 073 1

9 Job commitment/pride -038 253" 341" 2597 1677 119 5847 1

10 Job professional self-awareness 045 018 1517 323" 096 099 034 5747 4527 1

11 Job satisfaction -154" 3457 3307 3087 3497 2127 4497 5647 3027 1
“P<01, " P<05
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Dependent Job satisfaction
variables

R F
Independent B t
variables
Coercive power 142 2240
Informational and expert power 278 4.386" 231 20.190""

Referent power 381 6026
™ p<001, " P<.05
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Table 8. The effect of power sources of fashion company on job
satisfaction

Dependent  Job satisfaction
variables R F

Independent B t
variables

Referent power 184 2816

Expert power 205 31337

e 2182 11.678

Reward power 299 4.584

Coercive power 184 2819”
™ p<001, " P<01

3%

7] S SRR BAF AEEE 221 FA4K A=Ad
2 AEYA, 248 AE9, E dAg9d
2 3 ARNES TEHUTE sl tEs AR
th 2 A3} Table 82 7ol Fgrd 11.6782 #24= 0.001
A frojet Aog vephgton, AP 2AF AL 4l
2918 FHulEe] 182%[R>=0.182)9] Thh e A 1
At

Tl o] TR sy HAGA 2AF AU RE
[R]le] FAXLCE g FIE VA= ZoE YEHTH B
A2 AHEYHPB=0299, t=4.584, p<.001), AEZ AHAH
(B=0205, t=3.133, p<.01), Z¢H VHAHP=0.184,
t=2.819, p<.01), =A% AHLH(P=0.184, t=2.819, p<.01)
o] o ARNIE H+)e] YIS vXE O YERT
b SAYGA] EAlA e g S, BHA v

2 Apste] ool Wes TS AEANY SFAL, 4F
o 2 % B B 5L ALIFE, BAse] d A
3 MRS} 25 Wode] ATHT] Frhe AL & 5
Stk Solg Aoz AR BAle] 7ekd AUHe] ¥
= gjgle] Ayl g0l G vk Sl
P ANE AR 2] AR A Bl %
P8 AAdel ARREH A JnAA Y= o=

LR
oyt A= APAMEe] ARTZo] g At
Shin(2011)¢] F-AZet 28 o8 UA|3r}. Shin(2011)°] ¢

TollME Al A7 997t GRS AR (-9
P PIRITL S, AEA, B, FA44 A8dds ¥
el e HIZeH AEYRe g Fhel TS
mRIcka SRtk AN 2 Aol A= 7ekA A dde] A
TakEo] A(+)e] JFS mHh e ole HAPA B
Ate] BRIl xpE R g Fo] ARgEo] Baget
e =

= o] osle] F0A el 2Rk el
= Aase] Wil We AEERE SAH0w
O

N
= ol 2

whs = QN Rl 27 s FA AAHY ¢ Urhe
o7 283 = gJoj(Lee & Choo, 2011) & =

N
N
i

o

o

o

ofN O g rio

y
£ & F U= ZoE AZEr). 2 olH S A9ty 1Y
% Q1 oA S W o] MPATENAM (Hunt
Nevin, 1974; Lee & Park, 2010; Wilkinson, 1981) 8/3%
AR 9] FAFA A S vxlvks He
st Azsfor & Aol

Table 9. The influence of power source of department store and fashion company on job satisfaction

Job satisfaction

Dependent variables 2
. R F
Independent variables B t
Coercive power -.142 2.240"
Model 1 Power sources of Informational and expert power 278 4386 231 20190
department store s
Referent power 381 6.026
Coercive power -.074 -1.155
Power sources of Informational and expert power 227 3.086"
department store "
Referent power 315 4.709
Model 2 Referent power 089 1.379 283 11.832""
Power sources of Expert power 039 546
fashion company Reward power 206 3.161"
Coercive power 162 2.533"

ok

" p<001, ” P<01, " P<05
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Table 10. The effect of salesperson's job consciousness on job satisfaction

Dependent variables Job satisfaction

Independent variables B t R F
Prospect awareness 453 7313
Job commitment and pride 259 4180 265 24,055

Job professional self-awareness .068 1.100
" P<.001
A AYRW, T4 ALVALS SYURE 2 4PV F2 wg
FEUER do] AFRNL & AT Table 73 FYHE Aojgle] el ta AEIE g4 AL Hh
W AL AR 23.1%R*=0231)e] A% o A 4, AFANE B TA 8Rlo] FAHEE {o

o

woom, wshyd AHAA 39l 8%] BF ARTS| f9 o2 vepdth FEAd A2 (E=0453,
s Hla‘é\t}. 24 2% sk A HAgA Bt t=7313, p<.001), FAFIANE D FX|(B=0259, t=4.180,
Aol 91 8RIQl FAX AHAd, A4 AU, 1A p<.001)] £o 2 AFHE ()] FEFS mXE= o=
A AEYA, 79H AEEPE SHUSE FTI8I 3R velgth mEtd defdelele Ao A Aol =&
& ZAzjolr), ZHelSo] HRulEo]] 283%(R7=0.283)2] AT &, ZPAle] AR tig Al APl st TA =575

3

g3 71 AGA 2AF AU o] ARREEr) Eoitke A4S & F
HER Qe ARTES Ak WMol 52% ol $7t olygt A= 2T Xz TFALe X‘“fﬁﬁ_‘a 7t A
3k3ict. ol A9l 9ES vXIths Baek and Lee(2010)2] A+
AFEe] Qe A= T AU 7k oA dgE e Az}t fARE A0 R e ol X = FRAle) wisky 3
A Ed, Wslde] FAA AHLHPB=0315 t=4.709, )] 79 FFAe] opd Aok AR o7 JRE 423
p<.001), W3He] ARA » AEH AFAHPB=0227, glofgith= FellA A2 $1R17F Hlzalr] gl ZloR A
t=3.086, p<.01), EAle] wAFA AHAH(P=0.206, t=3.161, e}, w3 AL JgBE gl e A 257
p<.01), EAL] 739 AHYH(P=0.162, t=2.533, p<.05)¢| A& FARIAA ke &+, AY9S sk A4, e 4
To 2 Ueh) WsiHe] £4% AHUE e el vg| B Syl tisk AGele] At s ARvEert &
AjFe R ARRkEe] v J3o] = Aoz EAEGL o}ATH= Chung and Jeon(2007)2] ATAFete Y3tk
=, Wale] WAdo] i, Walgdo] Hale olm|zof] Efo]
He 53 #dE 244 Agede] e wiAgelA 2% 5 & =
ke AMjYES) FARNE P 2 TS nFE A ¢
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o] &AL Bal=9] AFF Fo] Z ZHo] Slojw W] A, s AF A e 298N Az IgE AHY
BAdolu IAPAFEHo| HouA] X3 49 djdES] AT A, ARA g AR YA, 43 gL R 2
nEL Yol £ Q) fiEow dAutdn) T3 H70ake ) o] =EFHAN, LA EAF AH Y- sk 22EA 4
o] I AEe] 79 Aok At} W, AFhHes 2 I FAF AEAA, AEH Ag9H, 2 AEY9d, A
FE ke 32 vl Y8 A= Bisido)”] whzol Bk 2 AEAAY 41 eo7 BEREHUTE Pl that
o] FAA AYPLHL IYPEY AN AFH FFL 82174 Ay ARANE B FA, A 12, HEI}F 92
nE o= A7tE 9] 371A] 82le] =EHUT
A, AT JHIAE AT A3 Wslde) PrA g
4.4. Hof Edo|Alo| & R2HR0)| O|X|= WE AR AL AAgA) Bale] AR AHGH ek
v gle] Agelao] AFRE| H|X|= FFS golrr] ¢ A7y AR, wshde] FAX AHLHL HAGA AR £
A APl 221S SHHMSFE Sl ARVSS TEHTE AA AL FBDATE AT s A dd A
ste] O3l AEAS AAEITE 2 A3 Table 103 2] F GA EA} AELH B ARSI S3ATE Ao, &
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