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(A=3-183, 2013). 55 7ol oisk 279] A7t )
AAAE J&FS F= WAYSES FaIK(Halo Effect) = A
o] 7hsstth FFa s, ofut el ol Q14E AA
2ol 1 VEo® sk FAIFQ &4del diEl HrkE 5t
A He 4Fe AAA eiddolet & 4 Itk Thorndike,
1920). =, st vidoln} el digh o]u| =7} xdnka] o
2 3oFolgpd, 1 g 52 e dE ez 54

HEo] e ® nE7 AR 5924 BEE Aduhs Zlojt,
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AgATZNA il A== ohekst JoellA o xe
FAR e MAE WMEFE FE ARHIKAE 9,
2018). Lafferty & Goldsmith(1999)= 11740] Q12]3h= BU=
of theh A= S ARl Tl =gl Fare] g giEel &
% FFE 7RItk spginh ol AlEE B2C AHA
oA wufjel gk AF A FQstrhal Axsiglod, &
uldEs THde AvE| e s E8ste] AulE ul
of st AEE FA Axst FkellA el digk A7}
WA I el vls| A ow Fuje et EA] Vet
U= 2 918 4= Q19 tKSharma, 1990). ©]218F A7 9]oj
S ofy] AgATelx dujde] AL e sel] A1
Qs v A FAE8 4 9 ThHarmon & Coney,
1982; Sharma, 1990; Doney & Cannon, 1997).

aAe] ghij el digk AF el #Asto] P £l2006)=
Qo] ARzl sEoL} IA|ZQl YT} AT L]
s vA= oA AFTE Fosk wiyl WeEAe] o
& dthe As HolFQitk uAo] Azhg dulj el sk Al
=7} sl thst WS, Hro] sl A7 A7 Ao
st gkl ot s st A oA HojFal §lom,

2}

208 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.17 No.5



QI SIFE FEROIM MOje MUMSMEC| MKl NEMoSu Mujel NZ MPOOE| O ¥ NUE AUA RS TRINE
o3t A¥E Bl AF7} el #AAPAY B a7 2 Yo X =, Parasuraman et al.(1988)] AT-ollA & TRAL
9] Fujlof] dul} FR3 AgS sh=A| BT Qith Qo7 FAS BHE Y. Parasuraman et al(1988)5 ATiE
olo] & AFelx= e AjdSHE F oW A= ul o Oliver(1980)°]  7Iel-AJ 3 &dA]  Bde]  7sto]
o] mAo] el i NS AT glo} AHHoZ  SERVQUAL EEE Awsiglied, 237 ARyl
A-gaheA] v H st gk A, A, A%, o, A=A, A, K84, O}x“é,

Bl dig olsigk 2 107k AFA Adow BRES
2.4. oo = oL} o)F 9] FurA el Y AR o FAH Al
A4, 84, FA4, WA, FE vl Al dEAd

ol 2] S (purchase intention) & Z:¥] 47} Agea QW Hlx Aa0w A7 o}l h(Parasuraman et al., 1988). o[, 7}
g Aol Feor AdHE= Aow Qour Lnate] ¥ 7o e vHEI ol Ao, AHAde detetn
Zof ts] Fulolsl HEe] BAC MigA] TS WE whehA ofsE MRIAE ofdshs SHdl tidt BrE
Ao vehly g Aoz o @9l Alele] wAg ) SIPIShL FRAE ActoR Eel hed FHA Ad 52
I3 Fpd A5AS oudThFishbein & Ajzen, 1975). S0 THAL A MRS G olpoiAs AulA F4
Oliver(1980)8] Aol w2 Zn)zke] ko] JhulA}aelA] 7t 3L 71de] aA Al Alstaal = w9 7Y
EHI:oﬂ :17@;(40] oﬂz‘sh‘g'_% l"f.o%g]‘_,—r_ 1/]‘0]‘7]‘ :lx%;e EHL:_% QJE, ‘%‘9191 ;gllz—, "’H%}‘cﬂ% %u]“/]‘ /‘\l_/j‘_g} ] HHV\E -1—17u
Tl s s ZraA7iths AT e AAsk A Aweta uAE flsted 7170 moEs Bsge] g

71919 QAo A 1;1 | FulAAY e dEe phor B/ dRlsiglon e Ade] AAaE, o 8l b
g Apo] Q= Aolata AT Waldel & Bx Al & RACEFE WEH AHE F& 5 s AL A
& whre] 24 o), 54 AFTIN AF ARspl sbss) ©l RS Anisianelan g e, 1)
A7) ool fjEEe] )5l ARS AREEs oaw AR O RA Y MH| A FAS AR AYATES FE
T EE nje %ga}yﬂ QAT 9ty AF o= af, o8, N S AlE deE s Az A
=45 Al tlale] BE0R ojojd & g oEE A 2gdolghs g2 AR %ﬂ 20001 o] F-¢] A
T Q=] T4 7H7H° o AE e oj¥E wukE 2= 9) ofe] Aol AMuja FAL aAA Az Muls F
on I HgelM A dx FoeAol A gxEe g AE %Wﬂ WAsk7] sle —Eﬂ—@ % ARE AL STl
o WS APAow AR 29 F spnjetw @ ACIRE, 201 Shlel el 284 gl
4 9= Zlo|ChFishbein & Ajzen, 1975). Tl WV el dist 221 AoS AwHel
olelgt Pulelee S43 ARATeIN g Fgg w0 SR WA} €Wl % S sglon, 4322009
Aalde o, APujoEs B4 AE U A A6 tiste] 1 M AZkE ARAEAS S48 A dEoE ANk
A QA B Pu] ARL wpElom sto] thA| FolEta ol w59 AR Wl ARE AvEs A7E A
o) s 1Y oAE Rtk E U, 2019, wp  TIHAHCIHACIFF, 2014).
2] AT T} etk AL A9 oAl ula)o] ofe] & ATl P ARl AH|A F el g
T Ale] ARPE AES ALHo 7 AL sPsAo] = ZHaIds ARy ot ABATE EdE ddade
olAtk= AL omEit) thA]l W, AR 1A ZAl ZAC At MRIAFAS ARgstaAkste], A elAl Azt
o] AAAQ an] AHoR AAHE 7o PEA =4S ) B Auja F4o] AeF g, el st A AT
thiEe 444 A7) B%s dugel wAl uehbs 2 AR Al ofmd 2dEAE HEeA skl
olt}. ole] ¥ AelAE g 4 ASAEe B ude AR
A s AR, eja s AFrp uAe A

Tl wo] u]x ke FHEElA} st
2.5. X|ZtEl AMH|A =Z

Auls FHolg <uAeAl FrtEE Aual A 9
£2 =2 Ao %|"(Parasuraman et al.,
w2} 7\1H]

2 545 4] 8 o
9, 2017; °]F+7, 2021).
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3.1.1. Bujgle] MSHE MMy, Do
2l AME|
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Abol2] AT AIE Aks] W 3ko] E(social exchange theory)®] &
el Aol I JdARIAE Fe

1978). 2.3 4(reciprocity)> 4% kol wE-S Fal A o
°ol% Wy A AR AAGT = A0 ZA
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2021b).
el gk AF= AuAE ol gsks 1A A
o] MY BEAo= Qlsle] S F 4 AL H(Coulter &
Coulter, 2002), MH|A~S AlFsh= B 53 170] |
718 = Sl A1ES WA sha, uAeA AE=
st B34S Fo s AT s ATE F
W A H A A, 2013).
dnj e AEdw A oyite] A8 AT AHE
u}, ArE2019 FEAHA AEERES T30
7] wel] AEA et Jis mH aFlom,
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Zus ATHIEAE FHA 9
gy F2& 4 v stk Parasuraman et
al.(1985)& AulA A Astold uAe Hgzel A=
A7) Sl ARIAE AlSElTE sl gk At
Aeaw, A7k Suslolo HEA Ag} olFolzrin
Rt} Coulter & Coulter(2002)= T Qo] EAJo] MulAE
olgdhz 1AdA FFe Fr A Mujs AP 5
5 golee] 1A B4 ANSISIE B3, el )
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A9 dujge] gt N FH FFTFE v]d Ao
o
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Mol 1A A AHAQ aulAgoE A P
W57 BAS ey gge] 244 AT A5 @

Ho] =thd3 -2, 2018). wEbA] azo] A )

S ol S Aoy Mu|ATE BAlel driE Y #

210 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.17 No.5



QUAlOl SFYE FUYEIIN Mojle] MUNSHE0| IMe| NRMRUD DOje NE, HAUTY DAL ¥Y: AVE NHA BN FEINE
s A= ek Ao wel v o SgERl WA=, M sA Aed o WeE A48tk ok
&S VA Aow oigstel vt 22 7HEE A g, Aed o B AEE iR st Al
ok owote] AFEAE AR} Sglom uAA A 7bE

Arls F4S 2daRE sto] uAelA AzbE Aquls F

H4: 149 o] tig A= ATz A+ Ao Aol wheh e o, weld A Aol

S 1A Rojn. o] Aolof ojw gt S A=A AR A} gk
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Hopd 22 dAEES AdsEith 2 dTelds
McFarland & Dixon(2019)°] At 77}7] djdS5HdE &,
5 s A9 F2 91X B2B A Al T2 ARE-E]
© AHAES Agsta ALES, ARAY, ok, AP
WRFRAT H174 M52 (54833) 211



Hl= | Hig HliE | HIg
g £
| @ %
H ol | 151 | 507 | . =Rt 123 | 41.3
2~37Hed fﬂ it 172 | 577
2 Toy | 8|28 T =sm | 3| 10
=
= oh
ER ;‘l LF:I 3 | 14 ol20~20M | 239 | 80.2
a
e o | e | S| T | 2| 87
- ol | 98| omo-goM | 18 | 60
g old | 36 | 121 SIs0-59% | 15 | 50
e | B | 94 TE ot | 13 | 44
7 | oEoiEe | 16 | 54 A2 | | g,
ol x| % A :
" 2E & 245 | 822 | < s o
s = e 241 | 809
2 | w=u 8 | 27 st
b 19 | 64
HME 1 03 oA -
Bl % | 87 M~z | 20 | 67
A2l -
A (RN 272 | 91.3 AlFE2|E| 31 | 104
= 9L 4 | 13
LH7|— %Jl. oT R
| ABSP| | 26| 893 moy | DA 15 | 50
I s | 210 | 705
=
; MEsP7| © | 107 F= 15 | 50
) /o ' x| 3| 10

MH vz AH
of thste] dujele] Xﬂ
7tz nAo] wg 9l
Summers, 1986; Frazier et al., 1989)°, X ﬂl%}ﬁ%% ‘e
Pl A Fujd o E AFLGOH dh= FHYE 170]
T s FH o] okt Ak AR SAkA
HE Al¥shs d<(McFarland et al., 2006),

o] 83 *}mﬂ tfeliM ME7t daks
= v =
A 01“1 st kS AlFHTE A& (Frazier
Summers, 1984; Kipnis & Schmidt, 1988)’, JJA‘ s
& o]l wAe] nSlE BT deR, YA

vheel £¢ AmS sha wejdo] ANSuA e Y F

st

offt
ol
=L
)

< AAE FEe T8k =

AL 1o 19 oft =
o Jp mo Ip
2oy

b

X

oY

)

i

&

Aol disiA oS #4E 7H QA frEske A=(Kipnis
et al, 1980; Kipnis & Schmidt, 1988y, #AdA= Hed <17
}\

o & A=ste] drjelo] AAIE ARel | dAE 7t

A & TS = A5HE(McFarland et al,, 2006), 18]
NAA T2rdES a7 AAIES hsly] o) Hel &
w2kl 1 FEre] dAG SAE, A disiA 73
0% FA8l= A& (McFarland & Dixon, 20192 A3} 0
W, S4E3S McFarland & Dixon(2019)3 frofj2]-743]
012)A79] F&d-S TR B Ao oA FAs ko] Ak

o=
5 ds, AuAE de, oS de, AT ded 47 s
8, AR e, A4S McFarland &
Dixon(2019)8] & = 3pgEolA Fujadddel Aelst Hgo

2 Fete] 42t 3pgos Seaih

NAAd 4 A

A, AT o] Ao wiE oA
HlEAZARL Aul2 gl gEls Alaihe: $of o7l Y
& A At Aulze] gig B sfof HAvka =2
T %= 17—’,*91 Z]Z,L’}}EH’E 7d ]39S  Eisenberger et

(2012)¢] Aol AMEE B3-S 7

=N
—
[
S
=
&
Sl
e
ot
ﬁ
a

95, 2 2
vE 0 glojek
Morgan & Hunt(1994)2} ©]W17 (2021b),] 91?01]%1 /\}%‘Q_
72aks Efg sEeko g =A&rh

YA, Aol s 54 A 9 Aujxel diste] 17 7}
e A Tl APE v e ® sl thA] qlakar Aojst
T A9 AP F(YER 2, 2018)3F31. S, Jacoby et
al.(1978)% Al 2 4481(2002)1 AFEE SHESS 3
sol 4B32 23Uk

et 7 ke AEAEAS A BAhEE A
29 95497 ANkl Bk 2 gl & % o(Parasuraman
et al, 1988)31om, Bkl 9](2012)%F ©]F-Al-0]% H(2014)

oA AN FFE SN0 4EFOR S B AT
oA AFEE WE) SHFEL <E 33} Yol AN

212 Asia-Pacific Journal of Business Venturing and Entrepreneurship Vol.17 No.5



QIO oYE AOEZOIN MojRle] MUESHE0|

¥ NUE MHA FHE2 T

= o
TN ks HAPAYAS)
Hollgle U} S miZe| ZMMIZD} B|msin Holsi2ict
Hojigle xidlo| oIt MES Alge 29 2EALl 53} U Zolat Mokt
Hows | Eile ME SMo= ols) wast £ Qs Al2IA oIS HRkIC
(Ex, XIZ Tolsior ghe £ = Ml
Holiele ®Z Tof Al Lt 22 £ = 3TN 0IS2 HKINCHEX, Bl ZoIE )
Tl FZE o) Al Lt 2S£ s A SRS FIRIICE (Ex, MZ B, 1+13A)
Holigle ®iZol chsf LVt R MiES TAIMo= ZSC)
Hollgle Al HiZe Blmsio] HBHRE MZs| FUCk
HemE | Delele MEe MEolt 2rpbt E Tist Alg 2B F9uc
Holiele ®Zol ciEt Talsel Mg six| 41 xjo| EofsiRis MEOIL MulAc) Xe7ksst £ cis
BiFAC,
Holiele FAHEOl HA Afglg HAISP |=Che F2Fso|n MEZEARRO 0iM A7 Aol Sl chel 2AAFIC,
Tl HE 7o) Al Tl SRS MIZE 242 OISSIICHEX, ME BT, 1+18A)
I
zt
o Holiele A FiZo| Rsjo] 2 golg &It
_ = - . o o _ — _ McFarland et al.(2006)
4 % | molgle ME Toi Al ZUiERl sEig XTY %e ASsIRIckEx, Mevl gel ZelE ARG McFarland & Dixon(2019)
= Hojigle up| ofgst ExEe sidg £ s S RIS AssIict Tolel Zesi(2012)
& Holiele RHAlo| oiist MES Tofis Fvisel AS MBsRICID 2kssiRict
Holile Lol =20] i MEZ0| ACkn LAFCE
Holigle Zxol BHZ AlgSi0| HES MwsiRic
TYNS | mohle miZe| JISEel Mt 2Eel S0 of S45I9C)
Hollgle U7} Tofsieis MZD) 2cks BIRst HZES Hor] L2siC
Holiele ®iZo| chs) FEAo= Uit
Holigle Lol niFsp| FRE A28t mioz Chigich
THEY | mojele Wt HMES EIAEYS of 7|22 S| ST AEIICE
Holiele Lo| #n|Lt HIZ A AlEE F2 oiFsiict
Hojigle =olo] of2fe Aol Xfa omt, L7t HES Tolg Z HI ZiAfet Zol2ln Lk
Molsss | mojle Lol TEM REig si9ict
Hojigle JlelElol Beto Lol =22 2&%Ch
L= O Holielo] waig sish Feit six| sfor Alejsoz Sictg w1 24 2o}
L= O Holigloll =20| =Ix| = $S2 siclel MziEoz Busicks =2o| £ % 2ok
o - o o Eisenberger et al.(2001)
AeEelszt L= O Ehlle 28Mo=z Folklot sich= ofF22 =ZiCh 201s|- [X| 5(2012)
L= 1 molielo| oigst MEZS Fafsiof Sicks PErzig L2ICh
L= O Holiglol =20| & £ = Ro7IE sfof =ckn =Zic)
Holiele Lol MiZg BRI 9w s JrlE A Fuc)
Li= Bhofiglo| MB3 HeS Alzlst 4 ouct
- - Morgan & Hunt(1994)
2] A o]0 XMX| AWZFS
Holigl M| L= Eloliglo] HAJSicin Azt oloiz ©\202ta)
Holiele Lol MiZol cisl Clerst S0l Hatst Hes MusiFEC)
mojielo| XZEH MBS SA Al=|E 4 ck
Lol 2k Q| EofFats oIX|E 71x|T AT
Ljoll] Alyst A|AS MZiC .
RIZHEl MuIAZE i TS 2ieor2
Ljoll) SHlofich At|AS RZRCkD 2l=Ct OlH-0[Z2i(2014)
Lol Zlale] Mu|AS HIZHC
Holielo| M Z HMZES ChAl Toet olgio| ch
— CIE AlEe| ®iZof chst BiSs =1 olg ofgo| Ut Jacoby et al.(1978)
Thojele Sof e = xiEe| ol W AHIAS olZaof RiTafE ofglo] Uk At 2UE00)
Holielo] Mg & HZES PAEo= Tofet olgio| Uc

WA

27 M173 M5% (3A832)

213



4.3. ME|M U EICIM H= W=l A Cronbach's @ 3] A 715<] 095 A3l A
o2 yehgth 1A el - geld EAlE =(CR)%
B <) = 5 2= =
2o /Mg AEEplel o ARE AFe] g STEAFERAVERE 2F Se7ked A 074 05
Cronbach's o Test® At om, Bl AZe s14 o A3lehs Zo% 1w Ith(Fomell & Larcker, 1981; Bagozzi
QRS AT AFEEe A AdY g 5 & Yi, 1988)
HelFA S g8t A3 <E 3>olA veRd Ag o) BE
<E 3> EolN QQIEAM ZHu}
A7 MR st. estimate SE. C.R. AVE CR Cronbach’s o
HoHI= 0846
H|oHE! 0.093 0.041 24.535
HIoHS H|oHE: 0910 0.045 20.858 0.779 0.946 0.947
H|otAS4 0.899 0.049 20.119
H|otAS5 0.852 0.051 18.408
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MES5 0.907 0.043 24.342
o 0910
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<E 4> ATE 2N B3}
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A3, Myl FAe tigh Azto] v Je(N=138)3} %2>
HAN=160) 0.2 73l ofge], £ AfeME 2Ha
e ERlsh] flatol AR AlokRF ] FholAlE gk

Aolef tigk HAE Aastglon By ko] B4 319 Aol
5 274 3IAHLin & Ding, 2003). ©|¢} 22 A4l dnkA
o8 AFRAI} AR 3t AR 10] 27k o 2
gkl 3.8401%F 210](p<0.05)7F b F 28 71 Ajo)rt gl
ZAo% T web < e>ollM AAIEE nhe} o] ol
Ao AuaEAe AR AT = (p=0.010, H5a
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Effects of Seller's Influence Tactics on Customer’s Psychological
Obligation, Trust, and Repurchase Intention in Offline Cosmetics
Selling Channel: Moderating Effect of Perceived Service Quality

Kang, Byeong Jun®
Yi, Ho-Taek™

Abstract

In this study, the authors investigated the effect of salesperson's Selling Influence Tactics (SIT) on customers' psychological obligation,
trust in salespersons and repurchase intentions in the offline cosmetics purchase channel. In addition, we examined the moderating effect
of service quality perceived by customers. To this end, a survey was conducted on 298 customers who had purchased cosmetics through
the offline sales channel, and the authors conducted hypothesis testing through a structural equation model.

As a result of the study, first, among salesperson's sales influence tactics, emotional appeal tactics (Hla), customer ingratiation tactics
(H1d), and personal appeal tactics (Hle) were found to affect the psychological obligation of customers, and emotional appeal tactics
(H2a), rational persuasion tactics (H2b), information provision tactics (H2c), and customer ingratiation tactics (H2d) were found to affect
trust in salespeople. Third, it was found that the psychological obligation did not have a positive (+) effect on the customer's repurchase
intention, and the customer's trust in the salesperson had a positive (+) effect on the repurchase intention. Third, perceived service quality
showed a significant moderating effect between psychological obligation and repurchase intention, trust in salesperson and repurchase
intention. In previous studies on salesperson's Selling Influence Tactics (SIT), many studies examined salesperson's Selling Influence
Tactics (SIT) by specifying sub-variables in a limited way, and studies confirming marketing factors such as repurchase intention were
also insufficient. Therefore, the results of the empirical research confirmed based on this study are expected to help the standard or
direction of the salesperson's Selling Influence Tactics (SIT) in future studies. In addition, this study describes implications for providing
help in employee education and management for small business owners who manage and operate offline cosmetics stores, and sales

strategies that should be strategically established to improve perceived service quality for customers.

Keywords: Seller's Influence Tactics, Psychological Obligations, Trusts, Repurchase Intention, Perceived Service Quality
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