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Abstract

The purpose of this study was to reveal the effects of internal characteristics, such as fashion involvement,
personality characteristics, and customer orientation of fashion brand salespeople on the core sales tasks, and
how the core sales tasks and internal characteristics differ depending on differences in the way salespeople
are remunerated. The data were collected as a questionnaire to fashion brand salespeople in Gwangju from
September to October 2020. Using 235 responses, the data were analyzed with SPSS 21.0 for frequency
analysis, reliability analysis, t-test, factor analysis, and regression analysis. The research results were as follows.
First, fashion involvement comprises factors such as ‘fashion passion and sense'and ‘fashion trend interest’,
and the greater the ‘fashion passion and sense’, the better the ‘sales management'and ‘customer relationship
management'jobs. Second, 'esthetic openness', 'responsibility' and 'extroversion' of the big five personality
characteristics have a positive impact on 'sales management' and ‘customer relationship management' tasks.
Third, customer orientation comprises factors such as ‘customer-centric understanding'and 'gain customer
trust', the greater the customer-orientation, the better the 'sales management'and ‘customer relationship
management'tasks. Fourth, according to the position of the salesperson, the group of professional salespeople
at manager level had high responses in core sales tasks, fashion involvement, customer orientation, and
characteristics such as ‘agreeableness', 'esthetic openness', and 'responsibility’.
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Table 1. Demographics of Respondents
Category N % Category N %
Gender Female 136 57.9% Age 20s 60 25.5%0
Male 99 42.1%
30s 57 24.3%
Educational level High school graduate 133 56.6%
40s 56 23.8%
College graduate 59 25.1%
over 50s 62 26.4%
University graduate 43 18.3%
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Table 2. Occupational Background Experience of Respondents

Category N % Category N %

Job position Professional salesperson 121 51.5% Type of store retailing Outlet mall 49 20.9%

General salesperson 114 48.5% Department store 149 63.4%

Road shop 37 15.7%

Brand category Young casual 19 8.1% Current brand sales period ~ Less than 2years 66 28.1%

Women's career 46 19.6% 2-4years 64 27.2%

Women's (madam) 26 11.1% 4-8years 57 24.3%

Men's 44 18.7% More than 8years 48 20.4%

Sports [outdoor 50 21.3% Total sales career Less than 5years 51 21.7%

Children's wear 6 2.6% 5-10years 57 24.3%

Fashion goods. 5 2.1% 10-20years 65 27.7%

ete (luxury goods) 39 16.6% More than 20years 62 26.4%
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Table 3. Factor Analysis of Core Sales Tasks

galo] ole FEs9rt, 291 A @o] 0,400]5t0] 7Lt of

ol thek F=310] 52 Ak HolA] ¢ w2 Alelst

S AABEI, o= aiidte], JAEA], A

FE SUSR o IFEAE AL, T Ak thE
ok

1-1, ) SAZAE, sjddte], JAEA, 1ARFF9] 2wy

il A= 291 A gho] 04081 13k= AlefskaL 7

Eolo g QolRAS Aalslyr) 142 1S Vo w ) &

olo] E&E| o HA¥N= Table 31} #al, & 2A4F Aol

A ofgt Sa) TRiE e AR AT e )
° %

Variance %

Factor Measurement item IEZ:I::; 5:3:: (cu.mulative Cronbach's o
variance %)
Sales management |'am helping to achieve my sales goal. 843 3.827 41,070 (41.070) 827
| contribute a lot to achieving sales compared to other employees. 825
| play an important role in improving sales. 818
| achieve the company's goal every year. 761
Customer relationship | inform the customer by phone/text/talk during the event. 821 1.010 28.031(69.101) 690
management | always pay attention to regular customers, and customers trust me. 722
I enjoy building personal relationships with customers. 698
Table 4. Factor analysis of Salesperson's Fashion Involvement
. Factor T Variance?/o
Factor Measurement item iy value (Cur'nulatlve Cronbach's o,
Variance%%)
Fashion passion | have great passion for clothes and fashion. 873 4.616 42.046 (42.046) 899
and sense | spend a lot of time and energy on activities related to clothes and fashion. 852
I like activities related to clothes and fashion. 847
I am happy when | create various styles with clothes. 773
| can coordinate colors and designs to match. 611
Fashion trend | think it is very important to dress according to the trend. 843 1.120 29.661 (71.706) 790
interest | am interested in the latest trends. 818
| am interested in the clothes of celebrities and new luxury goods. 735
www.fer.or.kr Vol.59, No.3, August 2021: 311-324 | 317



fer Family and Environment Research

Table 5. Factor Analysis of Salesperson's Personality

Variance%

Factor Measurement item IZ::::; 533: (Cur.nulative Cronbach's o
Variance%)

Extroversion | find it easy to talk to people. 896 3.651 15.607 (15.607) 837
['am a person who generally gets along well with other people. 867
I tend to have a large number of friends. 794

Emotional instability | have a lot of emotional ups and downs. 889 2727 15.605 (31.211) 851
I'am very jealous. 883
| tend to be fickle. 826

Agreeableness | tend to like to listen to the other person's story. 874 1.870 14.050 (45.261) J74
[ tend to understand and accept others well. 793
I'am good at empathizing with others. 704

Esthetic openness | have a lot of imagination. 832 1.415 13.627 (58.888) 752
I tend to enjoy beauty. .808
I like to appreciate artwork. 775

Responsibility I'have a lot of patience and endurance. 848 1.091 12.800 (71.689) 707
[ am more cautious and calm than others. 743
I try to do my best in any situation. 675

¥t A2 = ot A A (P e R
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Table 6. Factor Analysis of Salesperson's Customer Orientation

Cronbach's o

Variance%

(Cumulative

Variance%)
36.798 (36.798)

Eigen
value

Factor
loading

Measurement item

Factor

875

3.827

810
.807
796
750
739
803
749
664

| understand the customer's needs.

Customer-Centric

| pay attention to the customer's reaction and check the results.

understanding

I listen to customers' opinions.

I sincerely try to be a benefit to the customer.

I try to think and act from the customer's perspective.

724

25.989 (62.787)

1.225

| speak frankly if the product is not right for the customer.

Gain customer trust

I am helpful to customers who visit for exchange or aftersales service.

| remember the style and items that the customer bought previously.

.583

| think customer satisfaction is more important than making sales over a

short period of time.

&
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Table 7. Results of Regression Analysis on the Effects of the Salesperson's Fashion Involvement on Core Sales Tasks

RZ

Independent variables

Dependent variable

4.032 .095 12.196

3N

Fashion passion and sense

Sales management

-.065
3.457

-.005
.263

A21

Fashion trend interest

16.021

A

Fashion passion and sense

Customer relationship management

1.591

Fashion trend interest

0<.01, p<.001
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Table 8. Results of Regression Analysis on the Effects of the Salesperson's Personality on Core Sales Tasks

Dependent variable Independent variables B t R F
Sales management Extroversion 129 2005 161 8773
Emotional instability .002 036
Agreeableness 082 1.182
Esthetic openness 226 3522"
Responsibility 175 2504
Customer relationship management Extroversion 132 2058 166 9.103"
Emotional instability -.066 -1.041
Agreeableness 137 1983
Esthetic openness 185 2.883"
Responsibility 163 2336

<05, p<.01, " p<.001

Table 9. Results of Regression Analysis on the Effects of the Salesperson's Customer Orientation on Core Sales Tasks

Dependent variable Independent variables B t R IF
Sales management Customer-centric understanding 339 4896 229 34.442"
Gain customer trust 198 2.858"
Customer relationship management Customer-centric understanding 406 6.506 374 69.163 "
Gain customer trust 284 4539

"p<.01, " p<.001
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Table 10. Results of t-test by Professional Salesperson and General Salesperson on Core Sales Tasks, Fashion Involvement, Personality, and Customer Orientation

Professional salesperson

General salesperson

Variable Description factors (V=121) (W=112) t value
Sales core job Sales management 3.686 3.403 3.465 "
Customer relationship management 3.763 3.274 6.167"
Fashion involvement Fashion passion and sense 3.821 3424 4369
Fashion trend interest 3.655 3.350 3.156
Personality Extroversion 3479 3.301 1.865
Emotional instability 2.746 2.842 -.822
Agreeableness 3.881 3728 2127
Esthetic openness 3.384 3.129 291"
Responsibility 3870 3629 3.102"
Customer orientation Customer-centric understanding 3.993 3.764 34117
Gain customer trust 3.973 3.500 6.500"

‘<05, p<.01, p<.001
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