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Abstract

The study focuses on verifying the effects of service education and empowerment on job satisfaction, job
performance, and customer orientation. 290 salespeople working for fashion companies participated by completing
a survey. The collected data was then analyzed with SPSS 16.0 and AMOS 7.0. Structural equation modeling was
used to examine the goodness of fit. Looking at the results of this study, the service education of salespersons in
fashion companies was shown to affect their level of satisfaction with their compensation, whereas empowerment
affected their psychological satisfaction. These findings indicate that the service training and empowerment as
experienced by salespersons working for fashion companies affect their customer orientation and job performance.
Specifically, psychological satisfaction as part of the overall level of job satisfaction was found directly to affect
their customer orientation, whereas their satisfaction with their compensation did not affect their customer
orientation. Customer-orientation as influenced by service education and empowerment was revealed to have direct
effect on job performance. The results of this study indicate that the service education of salesperson working for
fashion companies and their level of empowerment create job satisfaction and customer orientation in these
individuals. This study will be a valuable source of information for those who create salesperson empowerment

programs and salesperson management strategies for fashion companies. Such programs and management strategies
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can facilitate efficient job performance by salespersons working for fashion companies and increase their level of

job satisfaction.

Keywords: service education( 4] H]i<3), empowerment( Y21 E), job performance( 3247}, salesperson
of fashion companies(Z& /%] Hjg), job satisfaction( X2 UFZ)

I. Introduction

2 As71ol Hols ”H’Fl* AollA A AE
34 ZA7]7] Y5 1A
S WA JéROMI %] ${tKHan, 2006).
QLS ol g3t AUAE Ful7l Ztel,
2 TR A dt AT
L= AGAANA 2L 2SS a8t 9l
ot ofof sjAUAE= e % £0]7] 91 =&
Ao Z o)A 29 7} 7] a1

Q1tHChoi, 2010).

aZof gt 7G| A =S g54
22 ArlA Yo e Tl o] o8] o] R0l
o, olo] weh pre A HA o] naate] QlHjm
ol cfek 41T} %ol ohat BAS Z71ekL 9)
THAhn, Hwang & Jung, 2009). 184} Q&2 T
2T} TATES Sak ANl ange) i 3
2 B} 23 22 a6 A 2 2o
P 2 A2 QS FHOR ofFoiA
o, A YA S F27F GAIsE o & AlH=
Al3Y5HA] Fohal 9l A& o] ti“salesperson”, 2009).
AAHE AU AL Yl JRE 2o

g Bast QAT 714 A7 7] o8 BA46)

o
=)
e
o>,
o
olN

T

A58, HE, 5 5 $Es oA, ¢
Peasdd AT Ty A ) o
W YSo] AAA WSS B 553 A4S A
Aol EuteA| A&k dle e AeF o
& LA H, ol2iet etk Aol didt &
EYAg oo]A Aoy EALS AHsHA El%
T o] %

F9 f9lo] T7]|% SFcK(Cha, 2009). AJH]A
S0 o]y3t HAHe 7AAL 97| Y5} HH]/\

=
W& BAl] ARSBE] FHA F7)iolE

A2AZ17] 98 BEREL] S 9Ys }‘_ o)
THE oA] FaAlsha ok mew

i
2

|
l

=
nm{

rlr
2

7} slieiel
3ol
ee, 2009).

Aol o] Bak dudTse
A e] AB|sEdol EHE AT 50|
20, 20004) Sof A Bzt 22A
o Tt A7} ojzl ZEe e olFoizict
(Hwang, Hwang & Lee, 2000; Kim, 2004). 121}
4 pofele] w8, el Toje T o
Bopge] Tet QT AuHos Aol
ES & ARlA GAloA s thgstA A 3E AL
U AHAuET dutHE gt A oA
AR ® AjtE o] glon, o]F A Tt A
T= A glekar s welo] oyt
wheba] 2 o] B2 s YA ol o
b A H| A0 QU ET} ARk A,
AARFFol A= G ko] AETELA} g
olglgt A= FAUA L] AR,
“ﬂrg Fol7] 91 ARTE| FIFE F= 57

a0l JFYs ot = A & ol
IUJ TFE7F AAM7R= o
7Ast Z2O9 9 Y v whe) Al £-&
%

ok

=

2 0o
ol o

=l
[ex]
=
& L

J ot

_EL

d &3t
ARt d Aolul, BujdEe] At meHow
aspele] Apael 4ol ot 4 o

II Background

1. The role of fashion companies salesperson
and service education



30 siAUA el

HAfe] 3kl elo]zaetel ol =71
Aol Aulgel Bulglel HEAES e Fo
sfek. A Tolele] elehe A m, o) ag)
A Tl d-e Mo A wjAd A QA Fachion Advisor:
FA)EH—J ofg, AAA S HAE ojnX] 5 o

= 9%, 141} JHAHAAE Adste JAEAR
A4, HHALAY BAVAL Gl 7101t o
3 =9 seh(Ahn et al, 2010).

gutd oz YA dajdAE Hed 5
U= AU AHA GAoA 9 MuAngS & 7}
2 & A= YrkJung, 2005). HA, A F
o] AFEaYat A HHNA BAT 5 = &
ANAL 9Jat 0|27, 7|14 AT} SHoZ A
A AT A A 7w 5 GFQl AHlA Y
(service competence)# =4, -8 e} AHjA 5

A A iQlo] HolFi B 2 AA} ok
59) Bl 58, Aul Bl OAAE 5
5 AL ot ofust Auls 43
(service inclination)o]c}.

AR B A
o)

ox

J

HHO
T=

i}

=2
r =
)
g
o
re

2 Park(zoo4)4 Ao A= B WS A7
g, gol7l4, w2620t Y Be) Welo R
Yool 1 5 TAHNASE 3R et

AT ol Aol % —8}3";1:}.
3 AUl AnSo A7 =
o] Al Wk AuA moﬂ Eol7t uj @K
t} Hojx 5uj| o]Ake] 71171 ltk(Jung, 2005). T
o AAAEE T AuAuge] Fa4d
ol@—su 240 AASE Wt ok, of
 aAEel wujENE A 12

7] A5 f WA A A Q] WSS

=)

=

O e
Hooff & fo mx N 4

y
o
g e
Eu)
S
1,9
ok

]
1_,

=

W o rlo mlo
i o g
Bl rlo
_1:10
£ .

>
_(')L
kl
%0,
rir 3y
> HU

o
o
o

2. Empowerment
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3. Salesperson job satisfaction
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5. Salesperson job performance Ill. Research Method
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<Fig. 1> Research model
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3. Methodology
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IV. Results and Discussion

1. Analysis of the reliability and validity of
measurement tools

1) EFA: Exploratory factor analysis

(1) Confirmation of exogenous variables: service
education, empowerment

D Service education
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(2) Military endogenous variables: job satisfaction,
job performance, customer orientation

@D Job satisfaction

@ Customer orientation and job performance
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2) Conflrmatory factor analysis: CFA

(1) The validity of factor analysis of individual

potential
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AW T 2R ALt B ATA
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(2) Full analysis of the feasibility of the potential
factors

AR ol sl =elE adeds AR 2
7 Zuge] APE A5 Ay, 1249312,

{Table 1> The results of reconfiguration metrics after EFA

Metrics
List Variable Original After factor analysis .
question Question Cronbach' @ Cl.JInula.t1ve
dispersion
; Service competence 7 7 .858
Service 61.147
education | Service inclination 6 6 867
Meaning 5 5 902
Impact 4 6 834
Empowerment — 62.946
Self determination 4
6 .893
Competence 4
Job Compensating satisfaction 5 5 .884
< Fact] . o 64.316
satisfaction | Psychological satisfaction 5 5 .809
Customer orientation 6 6 885 -
Job performance 6 5 911 -
Total 52 51 -
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{Table 2> Suitable index for the individual latent factors

- o]Au] - AR 35

Ol

T

Latent factor Sub factor 22 af GFI CFI NFI RMR
. . Service competence | 51.653 14 951 .955 939 .019
Service education

Service inclination 53.233 9 942 943 933 025

Meaning 12972 5 981 991 986 .010

Empowerment Competence 41.902 9 .955 .936 921 .020

Impact 67.713 9 928 935 926 .028

Compensating satisfaction 74.324 5 .899 915 .909 .039

Psychological satisfaction 98.812 5 .881 .861 851 .045

Customer orientation 43.001 9 .949 .960 951 013

Job performance 19.174 5 974 985 980 .014

Standards - - 901 907 901 05
df-11082 §159l IO Uehith. 123 GFl= A= Abolst WA dar] 9ia) w3 e
745, CFI=.840, NFI=.743, RMR=.069% U E}5}T}. T BMS A3 AT}, AVEZF B ATHA o A]
ol TR KoM IutHRl FrIEeR o Alg FEt 7] wie] ThHebd S 2 A

e ARST H T of A vehd 1S 20Id oz B 5 glon, AvkE (Table 3)3} Pk

gtk whebA B Aol A AokE mee) A
< 98 AHENe B mlo) £48 AEs
ek g Eo1Rl g o) AFE 17=670.194, df=460
oz solel Ao VeI, GFI=901, CFI=922,
NFI=.887, RMR=.0312 Yelon], MIE o|&3}o]
AL AEstdA B30 AFEE AR 7]
& WA ZTH(Table 3).
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2. The entire model using structural equation
ASsed e, dehd=et A= HA5s ¢
=23 S AE2ES ez A 2ol it 4

1) Verify the suitability of the research model
Frugo| Hghw 4 A}, 1*=855.8360|0, df=
4620]c}. I3 GFI=.848, CFI=.910, NNFI=.816, RMR=
035 502 veh}, F2u4 myol A Akl

{Table 3> Comparison of AVE and the square of correlation for each variable

Factor Servi.ce Empowerment Conpensgting Psyc.hological Cystoma Job
education satisfaction satisfaction orientation | performance
Service education 0.861
Empowerment 0.612 0.878
Compensating satisfaction 0.198 0.203 0.671
Psychological satisfaction 0.659 0.175 0.221 .0.552
Customer orientation 0.555 0.622 0.114 0.105 0.613
Job performance 0.554 0.740 0.233 0.137 0.545 0.704

F) Y] S92 Bk A

FZ GAVE)elH, Yz 2= 7F /dite] duAlae] Als g
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3. Verification of hypotheses
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{Table 4> Modified structure model conformity assessment
Goodness of fit index 27 df GFI CFI NFI RMR
Existing model index 855.836 462 .848 910 816 .035
Final model index 520.321 317 903 921 .896 .031
Recommendation level - - Over 0.9 Over 0.9 Over 0.9 Below 0.05
{Table 5> The path coefficients of research model
Path iza:f% SE ¢ value hyghoihg;ﬂises?iig

Compensating satisfaction <— service education 465 .090 2.350* 1-1-1 Adoption
Psychological satisfaction <— service education —.387 135 —1.862 PartP(I)lf the 1-1-2 Dismissed
Compensating satisfaction <— empowerment 425 121 2.150%* adoption 1-2-1 Adoption
Psychological satisfaction <— empowerment 982 114 8.592% 1-2-2 Adoption
Customer orientation <— service education 206 .093 2.223% 2-1 Adoption
Customer orientation <— empowerment 489 .098 2.972% H2 2-2 Adoption
Job performance <— service education 366 123 2.967++ | Adoption | 2-3 Adoption
Job performance <— empowerment 527 136 3.863*** 2-4 Adoption
Customer orientation <— compensating satisfaction -.212 .050 - 1.262 3-1-1 Dismissed
Customer orientation <— psychological satisfaction 156 .058 2.684%* Panl_ff the 3-1-2 Adoption
Job performance «<— compensating satisfaction 216 .068 3.200%** adoption 3-2-1 Adoption
Job performance <— psychological satisfaction —.145 .078 —1.868 3-2-2 Dismissed
Job performance <— customer orientation 410 111 3.690%** A d:iion 4-1 Adoption

<05, *p<01, **p<001
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