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Abstract

Purpose - As the importance of salesperson attitudes and behaviors enhancing customer perception and loyalty have
increased, many retail companies put emphasis on internal marketing activities. The issue also has captured the interest of
academics, but most of the previous research tends to be limited to investigating antecedents of salesperson job satisfaction
and commitment. Based on the consumer-brand relationship concepts, this study aims to examine the effects of the
salesperson-brand relationships on customers’ service evaluation and store loyalty.

Research design, data, and methodology - In a structural equation model, it is hypothesized that salesperson brand
identification influences salespersons’ brand trust and affect, which are the two dimensions of consumer-brand relationships.
Salespersons’ brand trust and affect are expected to increase salespersons’ customer orientation, which in turn influences
customers’ service evaluations and store loyalty. To test this hypotheses a set of data collected from department stores in
Seoul is utilized.

Results - First, it was found that salesperson brand identification is a significant antecedent to salespersons’ brand trust and
affects, the two dimensions of salesperson brand relationships. Second, salespersons’ brand trust and affect were found to
enhance salespersons’ customer-oriented behaviors. Third, salespersons’ customer orientation showed a significant effect on
customers’ service evaluation. When a salesperson makes more effort to provide useful information for fulfiling customer
needs, customers evaluate the salesperson’s service more positively. Finally, customers’ service evaluation had a positive
impact on customers’ store loyalty.

Conclusions - This study provides significant academic and practical implications. First, based on the theory of
consumer-brand relationships, the concept of salesperson-brand relationships was introduced and found to be an effective
motivator of salespersons’ customer oriented attitudes and behaviors. Therefore, the two dimensions of brand relationships,
brand trust and affect, should be considered as the critical factors both in developing theoretical research and improving
long-term company performance. Also, internal marketing activities should focus on maximizing employees’ brand
identification. That is, retail companies need to put emphasis on sharing their brand values and personality with internal
customers to strengthen the brand relationships with salespersons and to enhance customer responses.
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Table 1: Summary of Literature Review on Related Variables
Findings of Previous

Variables Literature Sources
Conceptualized based on Fournier &
consumer-brand relationship Alvarez(2012)

Salesperson | jheory Keller(1993)
Brand - -
Relationship Com;.)osed of |"at|on.al and Chaudhuri &

emotional relationships, such Holbrook(2002)

as brand trust and affect Michel et al.(2015)

Helping customers make
purchase decisions to fulfill
their needs

Deschpande et al.
(1993)

Salesperson | Motivated by non monetary Thakor & Joshi

Customer | or intrinsic factors as well
- . L . (2003)
Orientation |as extrinsic incentives
Enhancgs customers’ service Rindfleisch &
satisfaction and customer
) . Moorman(2003)
relationships
Influenced by salesperson
ser\_llce quality, physical Mohamud(2017)
Customer | environment, atmosphere,

Store Loyalty | etc.

Induces customers’ brand
supportive behaviors

Becker et al.(2018)
Prashar et al.(2015)
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Table 2: Demographic Characteristics of Respondents

Salesperson Customer

Gender Male 38 (19.0%) 84 (21.6%)
Female 162 (81.0%) 305 (78.4%)

Under 20s 76 (38.0%) 76 (19.5%)

30s 57 (28.5%) 106 (27.2%)

Age 40s 50 (25.0%) 71 (18.3%)
50s 17 (8.5%) 78 (20.1%)

Over 60s 0 (0%) 58 (14.9%)
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Table 4: Correlation Coefficients between Constructs
SBI SBT SBA SCO CSE CSL
SBI 0.888
SBT 0.664 0.823
SBA 0.734 0.792 0.876
SCO 0.562 0.588 0.612 0.941
CSE 0.120 0.072 0.110 0.150 0.879
CSL 0.053 -0.003 0.051 0.130 0.809 0.964

Note: Diagonal line is square root of AVE.
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Table 5: Results of Hypothesis Tests

Hyp. Path Standardized Coefficient t-value p
1 Salesperson Brand Identification — Salesperson Brand Trust 0.808 15.484 p < .001
2 Salesperson Brand Identification — Salesperson Brand Affect 0.842 18.659 p < .001
3 Salesperson Brand Trust — Salesperson Customer Organization 0.446 6.608 p < .001
4 Salesperson Brand Affect — Salesperson Customer Organization 0.261 4.073 p < .001
5 Salesperson Customer Organization — Customer Service Evaluation 0.151 2.848 p < .01
6 Customer Service Satisfaction — Customer Store Loyalty 0.855 23.190 p < .001

X?=566.081(df=129, p=.00), GFI=0.868, NFI=0.928, RFI=0.914, TLI=0.933, CFI=0.943, RMSEA=0.092
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