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Abstract

The purpose of this study was to understand the differences of ethical attitudes as consumer and as salesperson
among cosmetic salesperson.

For this purpose, 128 cosmetic salespersons, Chunlabukdo, were sampled, 2007.

The quesionnaire was composed of the demographic characteristics, attitudes toward the clients, the ethics related
to work, and ethical attitudes as consumer. The differences were statistically tested at p<.10.

The results of this study as follows; The sub-variables of attitudes toward customers were irresponsibility, understanding
and respect for customers, and first priority to Sales persons. The ethics related to work’s were sales of defected products,
unfair sales practices, and unusual discount. Consumer ethics’ were false and deception, invasion of Sales person's
rights, and illegal. The types of consumer’s ethics were distributed from 57.5% for the unethical consumers, 15.7%
for the middle consumers, and 26.8% for the ethical consumers. The salespersons as the ethical consumers tended
to show irresponsible attitudes to the clients and first priority to themselves rather than customers. Unethical consumers
tended to treat their customers in an unethical sales manners.

Keywords: cosmetic salespersons, consumer unethics, salespersons unethics
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(Table 1) Demographical Characteristics of the Sample (N=112)

Variable N %
Twenties 15 134
Thirties 35 313
Age
Over 40 years 57 50.9
no response 5 4.5
High school graduate 51 45.5
. College graduate 28 25.0
Educational Level T
Over University graduate 9 8.0
no response 24 214
Less than 1 year 10 8.9
1~3 years 29 25.9
3~5 years 19 17.0
Years of Sales Job
5~10 years 25 223
Over 10 years 22 19.6
no response 7 6.3
Consultant 41 36.6
o Chief 39 34.8
Position in Job
Head of Team 24 214
no response 8 7.1
Married 87 77.7
Marital Status Non-Married 24 21.4
no response 1 0.9
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(Table 2) Factor Analysis of the Attitudes toward Customers

. Reliability Total Reliability
) Cumulative %
Eigen Value . Cronbach's Alpha Cronbach's Alpha
of Variance
Value Value
Factor 1
o 2.089 23.209 127
Irresponsibility
Factor 2
Understanding and 1.844 43.699 .657 595
respect for customers
Factor 3
First priority to Sales 1.817 63.891 .649
persons
(Table 3) Factor Analysis of Unethics related to Work
. Reliability Total Reliability
. Cumulative %
Eigen Value . Cronbach's Alpha Cronbach's Alpha
of Variance
Value Value
Factor 1
Sales of defected 4.566 22.828 .892
products
factor 2 3.449 40.072 895
Unfair sales practices 941
Factor 3
A false sales 3.326 56.700 .843
practices
Factor 4 2,932 71361 815

Unusual discount
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(Table 4) Factor Analysis of Consumer Unethics

. Reliability Total Reliability
) Cumulative %
Eigen Value . Cronbach's Alpha Cronbach's Alpha
of Variance
Value Value
Factor 1
. 7.429 28.275 .839
False and deception
Factor 2
. 2.086 46.952 .800 913
Illegal behavior
Factor 3
Invasion of sales 1.560 65.147 .877
person’s right
(Table 5) Cluster Analysis of Consumer Unethics
Group 1 Group 2 Group 3
Groups - -
. Mid-level Unethical Fp
Factors Ethical Consumers
Consumers Consumers
Factor 1
) 2.88 (32) a 322 (46) b 3.81 (22) ¢ 122.851 ***
False and deception
Factor 2
Invasion of Sales 296 (35 b 2.26 (34) a 3.46 (46) c 68.688 ***
person's rights
Factor 3
2.74 (42) a 2.74 (.56) a 339 (40) b 35.329 ***

Illegal behaviors

* p<.10, ** p<.05, ***p<.01
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(Table 6) Sales Persons' Unethics, Attitudes toward Customers and Consumer Unethics

Variables Subvariables M (SD)
Attitudes Irresponsibility 2.10 (.88)
toward Understanding and respect for customers 3.72 (.72)
Customers . .
First priority to sales persons 2.47 (.85)
Trouble Product Sales 3.09 (.75)
Unethics Abnormal Sales 3.51 (.63)
related to
Work False 3.62 (.51)
Unusual Discount 3.52 (.65)
False and deception 3.48 (.51)
Consumer . .
. Invasion of sales person's rights 3.15 (.60)
Unethics
Illegal behaviors 3.11 (.54)

Note; Measured by 4 levels on Likert scale; very agreed(4) to very disagreed(1)
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(Table 7) Differences in Attitudes toward Customers among Types of Consumer Unethics

Groups . . Unethical
. Ethical Consumers Mid-level Consumers F p
Subvariables Consumers
Irresponsibility 2.62 (.85) b 2.00 (.70) a 1.88 (.85) a 9.49 ***
Understanding and respect for
) 3.52 (.51) 3.83 (.82) 3.79 (.74) 1.99
Clients
First priority to Sales persons 3.72 (71) b 2.28 (.82) ab 2.85 (.67) a 5.76 ***
* p<.10, ** p<.05, ***p<.01
a & b ; results of Duncan's multiple rage test

(Table 8) Differences in Unethics related to Work depending on types of Consumer Unethics

Groups . Mid-level Unethical
) Ethical Consumers Fp
Subvariables Consumers Consumers
Trouble Product Sales 2.90 (.76) a 2.60 (.51) a 332 (71) b 10.04 ***
Abnormal Sales 321 (71) a 325 (.72) a 372 (49) b 10.89 ***
False 3.23 (62) a 343 (53) a 382 (35 b 15.04 ***
Unusual Discount 326 (71) a 3.22 (.68) a 371 (55) b 8.80 ***
* p<.10, ** p<.05, ***p<01

a&b;

results of Duncan's multiple rage test
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