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Abstract

The purpose of this study was to investigate factors influencing sales of health functional foods by door-to-door
saleswomen. A total of 450 women who worked as door-to-door salespersons in Seoul were enrolled. The survey
questionnaire was composed of five parts as follows: general characteristics, factors related with door-to-door sales process,

task education, competency required for door-to-door salespersons, and customer relationship beliefs. The survey was
conducted in October 2011. Finally, data on 302 subjects were statistically analyzed using the SPSS 17.0 package program.
Reason for sales of health functional foods (p<0.01), time required for sales promotion (p<0.001), difficulties during sales
of health functional foods (p<0.05), satisfaction of task education (p<0.01), and failure of salesperson's memory as
problems of task education (p<0.01) were significantly associated with sales of health functional foods. However, means of
sales promotion, frequency and time of task education, and competency required for door-to-door salespersons were not
significantly related with sales of health functional foods. Customer relationship beliefs did not show significant association
with sales of health functional foods either. In conclusion, certain factors were associated with sales of health functional foods

by door-to-door saleswomen. These results provide an understanding for sales of door-to-door health functional foods and

provide basic information for preparation of task education for health functional food saleswomen and marketing.
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<Table 1> General characteristics of respondents

Characteristics N(%)"
Gender
Female 302 (100.0)
Age
30s~40s 118 (39.1)
50s 150 (49.7)
60s and over 34 (11.3)
Total 302 (100.0)
Employment period (years)
<5 85(28.1)
5< & <10 77 (25.5)
10< & <15 47 (15.6)
15< 93 (30.7)
Total 302 (100.0)
Education levels
<Middle school 103 (34.9)
High school 176 (59.7)
University< 16 (5.4)
Total 295 (100.0)
Sales area
Apartment area 83 (27.6)
Detached house 80 (26.6)
Workplace 138 (45.8)
Total 301 (100.0)
Sales on health functional food (won/month)
<100,000 52(17.4)
100,000< & <300,000 87(29.2)
300,000< & <500,000 71 (23.8)
500,000< 88(29.5)
Total 298 (100.0)

YDue to missing data, the total number of case may not equal
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<Table 2> General characteristics of door-to-door salesperson and sales of health functional food
Sales on health functional food (10,000 won/month)
Characteristics y*-value
<10 10 & <30 30< & <50 50< Total
Age
30s~40s 23 (19.8)Y 40 (34.5) 25(21.6) 28 (24.1) 116 (100.0) 10.062
50s 24 (16.3) 34 (23.1) 42 (28.6) 47 (32.0) 147 (100.0)
60s and over 5(14.7) 13(38.2) 4(11.8) 12 (35.3) 34 (100.0)
Employment period (years)
<5 22 (26.5) 27(32.5) 19(22.9) 15(18.1) 83 (100.0) 12.368
5< & <10 9(12.0) 21(28.0) 20(26.7) 25(33.3) 75 (100.0)
10< & <15 6(12.8) 14 (29.8) 12 (25.5) 15(31.9) 47 (100.0)
15< 15(16.3) 24(26.1) 20(21.7) 33 (35.9) 92 (100.0)
Education levels
<Middle school 17 (17.0) 30 (30.0) 24 (24.0) 29 (29.0) 100 (100.0) 6.816%
High school 26 (14.9) 52(29.9) 40(23.0) 56 (32.2) 174 (100.0)
University< 6(37.5) 3(18.8) 5@31.2) 2(12.5) 16 (100.0)
Sales area
Apartment area 13 (16.0) 20(24.7) 22(272) 26 (32.1) 81 (100.0) 8.693
Detached house 9(11.2) 30(37.5) 22 (27.5) 19(23.8) 80 (100.0)
Workplace 29 (21.3) 37(27.2) 27(19.9) 43 (29.6) 136 (100.0)
YN(%), Due to missing data, the total number of case may not equal
DFisher’s exact test value
W] S 84 T 7S o] v 29.5%, 0% o]’ o] 27.5%ATh. A=l Q9 H= ALbo]
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<Table 3> Factors of door-to-door sales process and sales of health functional food

Sales on health functional food (10,000 won/month)

Items y*-value
<10 10 & <30 30< & <50 50< Total
Reason for sale of heath functional food
Increasing the commission 26 (12.6)V 59 (28.5) 51 (24.6) 71 (34.3) 207 (100.0) 18.289%**
Recommendation of manager 22 (33.3) 20 (30.3) 13 (19.7) 11 (16.7) 66 (100.0)
Competition with other salesperson 4(17.4) 7(30.4) 6(26.1) 6(26.1) 23 (100.0)
Means of sales promotion
Coupon book 19(13.2) 42(29.2) 33(22.9) 50 (34.7) 144 (100.0) 14.253
Advertisement 18 (24.7) 20(274) 23 (31.5) 12 (16.4) 73 (100.0)
News for health functional food 3(12.5) 8(33.3) 5(20.8) 8(33.3) 24 (100.0)
Relation with acquaintances 8(23.5) 9(26.5) 6(17.6) 11 (32.4) 34 (100.0)
Others 3(15.8) 7(36.8) 3(15.8) 6(31.6) 19 (100.0)
The time required for sales promotion
<15 min/day 19(21.8) 35(40.2) 20(23.0) 13 (14.9) 87(100.0)  23.350%**
15< & <30 min/day 23 (18.1) 38(29.9) 29 (22.8) 37(29.1) 127 (100.0)
30 min/day< 9(11.1) 14 (17.3) 22(272) 36 (44.4) 81 (100.0)
Difficulties during sale for heath functional food
Approach to consumer 28 (29.8) 25(26.6) 19(20.2) 22 (23.4) 94 (100.0) 19.422%
Consultation for product 6(18.2) 9(27.3) 10(30.3) 8(24.2) 33 (100.0)
Price of a product 16 (10.6) 45(29.8) 39 (25.8) 51(33.8) 151 (100.0)
Others 1(5.6) 7(38.9) 3(16.7) 7 (38.9) 18 (100.0)

YN(%), Due to missing data, the total number of case may not equal
*: p<0.05, **: p<0.01, ***: p<0.001
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<Table 4> Task education for door-to-door salesperson and sales of health functional food

Sales on health functional food (10,000 won/month)

Items y*-value
<10 10< & <30 30< & <50 50< Total
Frequency of task education”
<Once/month 16 (182) 21(239) 2326.1) 28 (31.8) 88(100.0) 4437
Twice/month 27(19.1) 44(312) 32(22.7) 38(270) 141 (100.0)
3 times/month 4(12.1) 10 (303) 8 (242) 11(333) 33 (100.0)
4 times/month< 5(15.6) 12 (37.5) 5(15.6) 10312) 32 (100.0)
Time of task education”
<1 hour/month 14 (30.4) 13 (283) 11(23.9) 8(17.4) 46(1000)  10.030
1< & <2 hours/month 18(12.9) 42(302) 33(23.7) 46(33.0)  139(100.0)
2< & <3 hours/month 8(16.0) 13 (26.0) 13 (26.0) 16 (32.0) 50 (100.0)
3 hours/month< 12 (20.0) 1931.7) 1321.7) 16 (26.7) 60 (100.0)
Satisfaction for task education® 3.25+0.88° 3.41+0.83° 3.61£0.75% 3.78+0.94° 3.54+0.87 5.189%*
Problems of task education®
Lack of time 3.27+1.10 3.14+0.99 3.18+1.00 3.07+0.91 3.15+0.98 0.409°
Lack of comprehension 3.17£1.01 2.89+0.80 3.03+0.88 3.24+0.96 3.08+0.92 2.149%
Failure of my memory 2.75£1.00 2.51£0.95 2.68+0.86 2.81£0.91 2.69+£0.93 14549
Lack of interest 3.06+1.01% 2.74+0.88% 3.10+0.79% 3.21+0.98" 3.03£0.93 3.584%
Lack of educational resource 3.45£1.00 3.15+0.95 3.17+£0.92 3.36+£0.91 3.28+0.94 1.3807

YN(%), Due to missing data, the total number of case may not equal

PMean=SD, Likert-type 5 point scale: 1=strongly disagree, 5=strongly agree

IF-value
*: p<0.05, **: p<0.01
*Bonferroni multiple comparison
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<Table 5> Competency required for door-to-door salesperson and sales of health functional food

Sales on health functional food (10,000 won/month)

Items F-value
<10 10< & <30 30< & <50 50< Total
Knowledge for product 4.06=1.04Y 4.09+0.84 421+0.81 432+0.72 4.18+0.84 1421
Human relation skill 4.27+0.94 4.17+0.81 4.324+0.68 4.32+0.82 4.27+0.81 0.556
Customer management 4.23+1.01 4.15+0.90 4.17+0.83 4.46+0.69 4.26+0.85 2.082
Confidence 4.28+0.94 4.23+0.83 4.21+0.81 4.35+0.67 4.27+0.80 0.434
Expressiveness 4.07x1.04 4.13+0.92 4.18+0.83 4.24+0.71 4.16+0.86 0.480
Experience for product 4.21+1.00 3.96+0.90 4.03+0.88 4..30+0.76 4.13+0.88 2.337

"Mean+SD

<Table 6> Reliability and validity on customer relationship beliefs

Items Factor loading  Variance%"”  Eigen value
Factor 1. Intimacy relationship belief 17.163 1.597
I believe that customer who purchase our goods at least once will be last a lifetime. 748
I think as if I were in customer’s place. 514
If I treat my customers well, a reward will be offered to me. 788
Factor 2. Adaptation relationship belief 14.005 1.034
I think that securing new customer is much more important than managing existing customer. 571
I think that it takes a long time to be recognized as a expert to customer. 759
Factor 3. Control relationship belief 25.821 2.498
When [ work out customer’s problem, I emphasize my favor done to her/him. .621
I think that I can overstate my goods or service to customers. 769
I talk knowingly of goods or service that I’'m not sure. 774
I am more interested in my profit than customer’s. 756
Cronbach’s alpha 0.623

DTotal variance%=>56.988
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<Table 7> Customer relationship beliefs and sales of health functional food

Sales on health functional food (10,000 won/month)

Items F-value
<10 10 & <30 30< & <50 50< Total
Factor 1. Intimacy relationship belief 3.62+0.83" 3.69+£0.92 3.93+0.70 3.90+0.74 3.80+0.81 2.446
Factor 2. Adaptation relationship belief 3.10£0.93 3.07+0.78 2.90+0.98 3.07+1.05 3.04+0.94 0.595
Factor 3. Control relationship belief 2.4240.86 2.34+0.87 2.31+0.87 2.47+0.87 2.39+0.86 0.564

"Mean+SD
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