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Abstract: This study is to examine the effects of salespeople’ attributes (i.e., empathy, availability, professional appear-
ance) on consumer cognition, emotion, and behavior. A conceptual model was developed based on stimulus-organism-
response (S-O-R) theory and cognition-emotion theory. A total of 542 questionnaires were collected online and some
incompletely written questionnaires were excluded. Because of the high possibility of memory distortion, only the ques-
tionnaires (n=220) written by those who visited fashion stores within one week were used for the final analysis. The
results of PLS analyses demonstrated that 1) salespeople’s empathy directly affected consumers’ shopping emotion; 2)
salespeople’s availability and professional appearance indirectly affected consumer’s shopping emotion through store
image; 3) consumers’ shopping emotion positively affected purchase intention. Theoretical and practical implications of
the results are discussed in conclusion. As a result of this research, the main characteristics of the salespeople were iden-
tified in order to allow the consumers visiting the fashion store to buy the fashion products naturally and the basic direc-
tions of sales manuals for the salespeople in the fashion store were presented. It is also hoped that academic researchers
will be able to use the characteristics of salespeople as the main data to understand how they affect consumers’ cognitive
and emotional responses and how they are connected to purchase behavior.

Key words: salespeople (<l

), empathy (3%+2]), cognition-emotion ($14]

-7+4), purchase intention (77 2] %)

1. M

rh

2HRFE0] e xeRlY} 2ERlS Wyts A2 de] &
HIPEE HolHA 2211 A2 Hﬂ}—e—ﬂ] dstar glow, A
W54 d 7 oTelelnke ko 2 MRS e GEARS
2t 749 9719 &Sl Ak 28]] WS FHCE &
o)z A 39 HslE Wigste] v oy feX
A= 22l g 200 o JFHom FAsly] &
1 v HHSIAL ATk Macy’s WSS
2697)], Aeropostale 1137ll, Kmart= 6871,

)

ut

O

10071, Walmart=

fCorresponding author; Daegeun Jun

Tel. +82-54-820-5485, Fax. +82-54-820-7804

E-mail: jdgeun@anu.ac.kr

© 2018 (by) the authors. This article is an open access article distributed
under the terms and conditions of the Creative Commons Attribution
license (http://creativecommons.org/licenses/by/3.0/), which permits unre-
stricted use, distribution, and reproduction in any medium, provided the
original work is properly cited.

509

Ralph Lauren 50709 wl73S @9kth(Carrig, 2016). $HA, =t

WellMe 22kl 3 E80 dahd dAlse] azell v

MAske vt d4% Vet (Jung, 2014), ©1E 2R

A AES B WA =73 AL wRHA 423

S sk, i SA] AlFS ARSkaAl &b7] wiiEelnt. o)A ¥
(eI

Ay o] £
44e 949 o

Szl mjgo] AT 4 gle
%l-o , O.\_La],O] uHZ]—,]
g Aot Aol 2Rl AR <l
2000 el =2kl wiAdel] A A (Eroglu
, 2003; Mazaheri et al., 2011; Menon & Kahn, 2002)

7t ‘:]‘T Ol-r‘ﬂﬁob} IEESE ezERl viike] Ay

SRl mag 71 9% A7 5T AAol

Sz2lQl sjAvie 2 JAe el SolMe Xk
B g wed w7 Aol Al dEAeS Sk 3
e A AALEAL, o] & IE W 2E, Q17
AE TR 28 tks ARE Algshy, 2o 97}
S molsle] SolFAY aAdlA ogEle AFS FHEMI


https://crossmark.crossref.org/dialog/?doi=10.5805/SFTI.2018.20.5.509&domain=http://ftrj.or.kr/&uri_scheme=http:&cm_version=v1.5

510  gFlFLrY 881X A20H #3535, 2018

Table 1. Construction of S-O-R models in retail settings

Literature Stimulus Organism Response Category
e Ambient factors e Cognition (store image) n/a o Gift
Baker et al.(1994) e Design factors
e Social factors
Chang et al.(2011) . AmPient/design factors e Positive emotion . Impulsive buying e Fashion
e Social factors behavior

* Emotion (positive emotion, negative ® Purchase behavior e Fashion

Kim et al.(2009) e Salespeople appearance

emotion)

e Cognition (store image)

e Music

e Scent

o Lighting

e Merchandise assortment
o Display

e Employees

Kim et al.(2015)

e Positive emotion

e Revisiting intention e Beauty

e Verbal communication

e Non-verbal communication

(facial expression & eye-contact manner,
posture, proxemics, paralanguage, physical
appearance)

Kim(2007)

o Positive emotion
o Negative emotion

e Customer behavior n/a

e Ambient factors
Kumar and Kim e Design factors
(2014) e Social factors

e Merchandise factors

o Affective evaluation
o Cognitive evaluation

e Approach/avoidance e Fashion
behavior

A

= Alo|ze S AIEE #

ool SHIEA YAEA], AFol LA & oAge=A] T
sit}. oA a2 Y BUSlE dEAES
Axgslal o] Bl Aujde] PF2 Azt
11 52 A1 9FES Arkebr] el o
8 Q2lo] FthLee & Hur,

3t dedre Al 24, A, 4

TR W 25 FFdo] UrhCho et al, 2013; Kim,
2006a; Kim, 2006b; Sharma & Levy, 2003; Yurchisin &
Dambhorst, 2009). 2822 el wje] kA7 7&EE
A e 229l whgele gl 84 SAola vl

R Lk B EDEF EE B

2de 3744282 Mehrabian and Russell
(1974)°] A A=H(S: Stimulus)-71A](0: Organism)-1Hg-
(R: Response) H&AThAel 7]vkS T2} it} S-O-R #H={th
UE A =FE 9F ] S v s UiF
Jejel QIZHe] Wh B 59 AFE PRtk Zlolth
(Nagasawa et al, 1991). Donovan and Rossiter(1982)2 1
F27el Ageted A= Wi §H0E fTIAE 79
o2 wg-g e H/3ln] Peor xslet A4E

HHES o] Fo] Ao omelel B Lokl wlgEA AT
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web Bk A e AT
ste] ThxE a4= A
Mehrabian(1977)°] A|AIgH Al71A] Y214 [E 72 (pleasure),
7} (arousal), A (dominance)[2 E3Hsle] A+ a7 9l
o} &3, FHodle 8A 8RIke X3¢ S-O-R=EE
sl QXY Z=HE 7#3E AF(Kim et al., 2009; Kim et
al,, 2015; Kumar & Kim, 2014)7} ZIJ=|HA] Q1x]9} 714 9]
Ao Uig =7t AEHL Yot 2 AFoA = oj#g A
S wgsle] 3k S-0-R2He] A5 EAMS 53
A9} 7Hg ] FAFXE WA skt Yx3tarat gt
o Xe el viide] wiE FUIE flEiA HWA
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2 S-O-R o3 A olES H8ste] ML, &
=aglew QA Aujed 54, IAF wkgow wjgeln|A], 2+
AA wgow &Y [E A (pleasure), ZH (arousal), TA
(dominance)], F-Eo=2 FHjo=E Al AT AT7E
At sginh. FrH o R 2 Aol wielvAI7E B
i 543 2n7Ed 718 BAE wifskeR] dotr At st
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S: Stimulus O: Organism R: Response
i Salespeople | i Cognition | i Emotion ;
i attributes i i - Store image | i — Pleasure i : 5
i - Empathy i_’ : i i - Arousal j—»:  Purchase
i - Availability | : i i - Dominance | : intention i
i - Professional | : i : : : !
é Appearance | é i ; i é :

Q). 2 APARE ol WAL He AR Ay
A AEL PG 5 UES 3] 919 Bojgdo] ZFolol &
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o] FujalEe] oA AARNEAE olsfsie Fad Auw
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AAREo] AAE o] LA, PRk dod T o
oJUA] & = Adtke Aolth(Lazarus, 1984). F WA 24
o 717 Q1=]o] & (the emotion-cognitive theory)S 2, 742 T
Q8 gelog By ZANRS-S QXN BAIgle] 5YF
veRd 4= Stk Zloth(Zajone, 1980). oJH o]&¢] 1
FHE HSshe Ave AS Y=oy dkE s
T&3lal A= %TH(Chebat & Michon, 2003; Park & Lee,
2009). A& Eo, &£3BE W F7] &7 A3k Chebat and
Michon(2003)2] AtellM= XA o]8o] ¥ HH3I,
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2.1.1. mj7golm ]

wj7golm] X (store image)= WIOlA APsE DA AR
e ggEe A4 A 7o z2RE AdEe AAF
Hkg-o]thMazursky & Jacoby, 1986). A3 TolA] wjgolu]x]

£ FEske 8AaR AE, M, 4, Z2RA, i, Al
AH] 2, 912], A, #9171, SFAEE, Y ToE AAEH
tHKyung & Seo, 2018; Mortimer & Clarke, 2011; Roy &
Ghosh, 2013; Yoo et al., 1998). o|%A FAnjdL wixge]n|=]
£ Tske 3 am AFPAFeA o gHIUo, & Al
A migeluAE IAF FHOR aM g HaAT(Baker et
al, 1994; Kim et al, 2009; Mazursky & Jacoby, 1986)<]
e Aol ojele] S0 FHL B vhgel Ud
A% Gt = A W] AFS vAE Haaslow 74

s i,

Baker et al.(1994) wi7go|u|=x]e)] G F= 2908 T
Q2 Ax(ambient factors), TIAFR] Q4 (design factors), A4 &

2 (social factors)® TEIIFOH, o]zt 94 F B As}
HAE AL ARFE QAo SFEH FAE wiFolnXE

FAsketl TS FACH T3 dFE FEIG IS FEe

7l 5784 9FE WAL, IAH Wk 2EA Gkl
441 YEFE vA= AR UEhsith Kim et al(2009)°] 2
A Agelre i) FddAR7T g Avfle] emrp
gl R & x| Zel=d Feke mxicky SdslgT) ase
2 el el amiate] QIA1A wh-(ideln A
ok Adgadle] @ ¢ on, vigon|A7p gAHoE A
29 o o] g A SAHY s Al

2.1.2. &4
23717 (shopping emotion) 322]e] g UjellA 73|
H& A2 HEA oIt} Russell and Mehrabian(1977x PAD

-1 h
g EBEl= A7 P8R [E A= (pleasure), ZHd (arousal),
&7 (dominance)[& AASIATE EA%-2 A Ao §
5, 2%, I528e 28E ws AE, e A=, &
T, WNE e AE, BAE 48l &85 Bot A%E
AL F I AR AFESS = FEE erh(Lee
& Moon, 2012; Mehrabian, 1996; Menon & Kahn, 2002).

753 2ol =& WAL uiRelA o B2 AIE
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BUlZ o ®o] &H|$HCK(Babin & Darden, 1995; Chebat &
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AAEE AAE Al 7EA] 89 AR EAR, 2, BAe] X
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v fle] ©]-8-7F57d (salespeople’s availability)e <2 5h=
o] Ego] Fad v AAER HLsA o] E3-S
ke = Qe AEE oujdty(Sharma & Stafford, 2000). 4
HiZk= Fe A Ffgle] A&shA goialF71E vlet=dl(Lee
& Hur, 2008), HRY w oA Z Q3 dgrt v8&E FHujd
o] a7t RE5 Agolle o] date AuIAE s Al
= SAZE dvk wigelnlR] B MH A FA S 9
stod wiPg FeElRle] mid MEAY] 45 st A4S S
g e LS AHEHA wiRIstedof gt 53], s

o

0

ﬂ!

F9 544 sl e vE Ed R Al
o] ¥ a7drt. dujde aAA Bast HAl FRNE
9 Z2wH JRE AHSA AFslor st tAl, A T
< sl ogEE AES WEA el AF 2 9
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0O H
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ol R4 JBe = R0 s
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vhl o] w71 2] 5 (salespeople’s professional appearance)
hele] 42, vigelrte] S, vigeln g ek, A

2 FAwR oh)e AF FA W) 9L FrhKim o

al., 2014; Yurchisin & Damhorst, 2009). $+H  uj& o]

AR 2 42 Hdng Aejde wig a2 ozt 84
o 714E & Wl ope} ZFolu e s 8%1e
2 Agoths U148 Kim(2013)9] Aelx] gelaigick. o
AL €Al YRE 7R e 718 Zh= Al EH
g RS w2 4 Qdvke Zlolth djde] wig]l R
Bl AR 2 S Bk o] demE %
il e T HAETHRl YR AEe] ¥ F88 + A

ot AE7HH 9reo] $24S Kim et al(2009)2] & A+
M= veptetl, Aujde] QR Rl dX|ERE w
37421 miZe|n A7t BAEA dE EH ANFLrlAgelA
Fojdo] NFELE uE AFsl, WiHo e LS
23 492 BRI} Lee et al(2011)2] ATME e}
el AEA ri= wAe FAZA 7o ke Fr}
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thre] A Aellr] ufebde] Eela Ap=ol] 2nlRke] <l
A Wk-S-(Baker et al., 1994; Kumar & Kim, 2014)3} 7-8w-3
(Chang et al., 2011; Kim & Huo, 2011; Lee et al, 2011;
Sherman et al., 1997)°] 583 &S nAE Ao Vet
o E, QAN ANES fushe APRORE Q)
2152 9dth(Jang & Namkung, 2009; Kumar & Kim,
2014). 71, 27, HFETA, TsBee], Bolgow YT 4
X3 A T AXEFAL £FH o7 wol=oltl= Kim
et al2015)°] A9} o] TAL] AN A 24 Bl
#e1%9 9L AT SN AESA0] 2] 7ol A

=
Hoz &S vAA B2 o2 YEylth Chebat and
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3.1, AT Hy #8252 7o9=e] §(0)9 932 v]& Aol
HYRTE Bz AgE e et g, Hs, o13oiAs Ba)ele] F25es 43758 g
Hy, B1819) F58e mgolmle) §+)9 98 5 ol
o Aojch Hy, W)= o) 2ie] o]§71s57 875 )
Hy, #91819] o]87Fs:2 njgole] o] S(+)] F9& 7 & Aojeh
Table 2. Measurement items
Construct Indicat-ors Items Source
Empathy SE1 The salesperson really understood my feelings. Lee et al.(2011)
SE2 I felt if I was on the same wavelength as the salesperson.
SE3 The salesperson understood how I think.
SE4 The salesperson had a lot of knowledge about how I need to make decisions.
Availability SAl There were enough salespeople in the store to service customers. Baker et al. (1994);
SA2 The salesperson was friendly. Sharma and Stafford(2000)
SA3 The salesperson was helpful.
Professional SPA1 The salesperson was well-dressed. Lee et al.(2011)
appearance SPA2 The salesperson was professional looking.
SPA3 The salesperson was professionally dressed.
SPA4 My impression of salesperson’s dress was favorable.
Store image Sl The store was a pleasant place to shop. Baker et al.(1994);
S12 The store had a pleasant atmosphere. Sharma and Stafford(2000)
SI3 The store was attractive.
S14 The store was clean.
Pleasure EP1 Happy Babin and Darden(1995)
EP2 Satisfied
EP3(r)  Annoyed
EP4 Present
Arousal EAl Aroused Babin and Darden(1995)
EA2 Stimulated
EA3 Excited
Dominance EDI In-control Babin and Darden(1995)
ED2 Powerful
ED3 Bold
ED4 Free
Purchase intention PI1 I would like to buy some product from the store. Das(2014)
PI2 I intended to purchase a product from the retail store within the next year.

r: reversed item
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Hs, #)3o)mAl= Bo)ele) S} 9)ms)
W Aejt

£975E

32. HESge| 74

AFH B2 98 Lol AEAE st Ave
Aojls] B4@, oI, AR ), WYY EAL, 2
23, BA, eI, ToholE, QITEASH Sel ek %
oz YAt HYATAN ASE FIEL Aslel &
s BAd Wl 44 - nesldny. 7 2R 54 A=

A (1=43] 218X ¢t s=ril¢- 2¥tha S48

b AR 9
(011)elIA Agst Z3e EUE 7 47go s
njfle] o]-grta =t wielnAle| ek SH TS Baker et
al.(1994)2} Sharma and Stafford(2000) 72 Fsle] 2tz 3
T, 47do g2 S AHRAe] 134 AE]] AR
@&y, ‘A4GEY), “TA@EE)’E Babin and Darden
(1995)2] Aol A AesII Tt FuielEs Das(2014)9014 Ab
ot 2nako g st Zzhe] A Al -2 Table 2
o AAEAT.

il
)
I

33 XfEey d 24

= tgke] s oA 149 dishe A T 28l A
EHIE T, 71, AR] SolA s HOFEHS 48
si3ltt. 20161 59 4RE 47 AR 22 RS T
3 542%-9] AEAE FHAT A B SHE A
FAE AL Alzte] o8 Ad &aBAEL 7199 o
7¥s/de] 7] wite] H 45 ol A WE A
o] Utk S HEX (r=220)3HS A¥El] HF BAAE
2 ALgsI 1E A8E SPSS 14.02 o]gdle] WER
A, 818, Al=le 248 AT ER1A aR1EA Tt 7t

A H45S 23] SmartPLS3S ©]8-3le] PLS-SEM =9l 4

< AT G*PowerE ©]8-3te] FAIA A (powen)S
Rl

Table 3. Fornell-Larcker criterion

al
=

4. A1} =9

4.1. ATFEAEE Y

E Ao o8 RE9 ATEAY A4S Aurd,
AL GA 21.5%, oA 785%FE TFAEHUTE AHS

o] 7% s
18~55M = HxEYom FHAHE 26Uk S/Ake] AF
de Me 2 A7% 36.1%, AT 42.8%, 71E A F

Aeks, AFE) 21.1%2 YePdth 9384 7

AEL 1007+ HRF 93%, 100~3005+) w|who] 233%,
300~5009+1 32.1%, 5005H old 35.2%= UFERSTE SAA]
F& sk AEshe A% 8-S 507HI PIRH49.3%)
o] M =kom, 50~1009+d wwke] 20.5%, 100~200%+
u|gho] 16.6%, 2005k o’do] 13.7%= YERSTh

RO2IEM(Explanatory Factor Analysis)
AYATE o g AAE SAYE] g§HEE FRls]

2 (principal component analysis)}

Varimax #21S o83t 7} /g @i 543, 7))l o
3 QQIBAS 7hz} AAEIgITh L9158 K (factor loading)©]

Cross-loadings¥ 323-S A|9] T 2hlge]
[RAEFF, FETH R, o875 08 FE5
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RO2IEM(Confirmatory Factor Analysis)
HRLRNEAR, 2, 5A)S =FE 14

EA ED EP PI SA SE SI SPA

EA 948

ED S12 .893

EP 541 531 906

PI 384 424 623 918

SA 225 .299 481 438 853

SE .349 387 532 439 .604 900

SI 277 368 .598 .565 .661 469 .849
SPA 231 216 376 372 528 489 522 904

Note. Bold numbers represent the square roots of the AVEs, and other numbers represent the correlation coefficients.



Table 4. Summary for measurement model

SPaia o] Eepeis] 9] TE LHjR) vk A7 SIS

Latent variable Indicator Outer loading Cronbach's o CR AVE

Empathy SE1 908 .883 927 .810
SE2 904
SE3 .887

Availability SAl 816 812 .889 727
SA2 872
SA3 .869

Professional appearance SPA1 917 778 .900 817
SPA3 .891

Store image SI1 .856 .869 911 720
S12 913
S13 .832
S14 790

Emotion L _EP 781 770 .864 679
L_EA 799
L ED .889

Purchase intention PI1 919 815 915 .844
P12 918

Note. Composite Reliability (CR), Average Variance Extracted(AVE)

variance extracted)® = H7}E ). QARG 712 0.72
AVE 7|54 0.5 ©o)/dg grgez2x JFErd et SR
o}, IHEFS S (discriminant validity)s= Fornell?} Larckergt=
Heterotrait-Monotrait Ratio HTMT)2 22 H7}=] St} Table 3
of AxE AXY F=H 7+ 2219 AVE Alu #ol tE
LRI AFAAA FEek ZleH, 7F a)le HTMTZ & % .85
olal #e gE3l WHEIEE =2 ZoE HrES &
ARyl AFEE Cronbach’s alpha®ts} &-341Z%=(CR:
composite reliability)7t 22 HASENOH, FE5H 29 25 7]
T3] 0.7 oo m Yeht FES 14 dido] ERE)

12H 1A 91w A ARE EAR, 44, FA9 &

2214 81 QRS AAEITh 1A 14 adlwy
A AHEH TS 7|FEoE HrEJCER IFEHYE, H
HENGE, AE|E BT 7|EXE S5ToEHN SFEYo| &
A=A 7= AT Table 49 2214703, AVE, CR,
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4.4, FEIYHIK(Structure Model Assessment)
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Table 5. Results of hypotheses testing

Path g t p Result

H,, SE > SI 047 613 540 Rejected
Hyp SA = SI 512 6.084"" .000 Supported
Hi. SPA > SI 229 3.187™" .000 Supported
H, SE > E 384 4626 .000 Supported
Hy, SA > E -.055 .657 Sl Rejected
Ho, SPA > E -.021 310 757 Rejected
38 SI > E 403 5400 .000 Supported
H, E - PI 602 11957 .000 Supported

p < 001

(a. 34, b. ©187Fs73, ¢ FEVH YR 4B A, Aujele] o]g7FsAd-udeo|w R g7 o] = (z=4.031,

S 7‘4%'6‘} Aok dej el FEe

gl
TH(4=384, =4.626, p<.001), JJruH o] o] &7FsAH HEIHH
rekE AV gl AL® EF Hol Hye AAEASH,
Hyot Hyee 7120, wigolvA= ZHel 37821 &%t
7} Y Ao® UERK (=403, =5.400, p<001) HyS A=A
Ak gL ool st dgHo] sl AoE vepd
(4602, =11.957, p<.001) He= AR EATE
F7H R dAnid 543 g Al wiigolwx]o] izl E
2 dolrr] 918 Sobel ASE AAISHALE. Sobel HE-2
o] G398 AHA 0T AEsie WHOE BAH()S
Frelgh 05F<EellA Aoigke] 196K 29 v a7t SAl
Ao felsirial W71gHk(Woody, 2011). Fufele] F7He-
ujgo] )R] G778 o] 7R (z=.606, p<S54PIA wiiEE F
AXCR ook e AR et Hye 712=T jE

s Si2 Si3
x *

0g6 091 083 ;79

SE1

p<001)e} HE7He L2 fo|n|x]

Hs= AR =90

o
[N

B e e e wo] ofgA] T2 ofel]
EXg olslaly] Slal Walde] Fad SH@IH, olevks

3, AE7HH SR, ARG FolwA]), AR E

=2
—

7] AR (z=2.737,
p<0D?] "Ml g3d= BAHCE folsidnh 28BR, Hyst

A, BA), 23 Fejelwsle] e AFHOR [FS

sidnt. 7 Agke teg .

A, Bogle] B4 F 370 el Azke

A She gREe 29 297050

1=

o, ol ohks Fasisint. &, 214

Si4

— %om
SE2 4090
+089
SE3
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sA1
%082 /
SA2 087
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& -0.02
SPA1 %092
089
a3 ©

SPA

Note. Redline (significant path), R? (number in the circle)
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0.60 0924

31 o[
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Fist-order latent variable: Salespeople’s Empathy (SE), Salespeople’s Availability (SA), Salespeople’s
Professional Appearance (SPA), Store Image (SI), Pleasure (L_EP), Arousal (L_EA),
Dominance (L_ED), Purchase Intention (PI)

Second-order latent variable: Shopping Emotion (E)

Fig. 2. Final PLS model.
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