ISSN 1225-1151 (Print)
ISSN 2234-0793 (Online)
Journal of the Korean Society of Clothing and Textiles
Vol. 48, No. 1 (2024) p.37~49
https://doi.org/10.5850/JKSCT.2024.48.1.37

A" 0] Wl S& 251
SHIHAMPIA 0 OIXI=E St
- AHEA 201 T 212 SaO%-
@ 3§ H
Frofsta A - Fd el T Al sHE

The Influence of Core Sales Task on the Sales Service of
Fashion Brand Salesperson
-Focusing on the Mediating Effect of Organizational Member Relationship-

Hyun-Jeong Oh'
Division of Fashion and Jewelry Design, Gwangju University
Received August 5, 2023; Revised (October 6, 2023; November 6, 2023); Accepted November 14, 2023

Abstract

This study confirmed the relationship between variables developed by qualitative ground theory through
quantitative research. The purpose of the study is to explain the effect of core sales tasks on sales services and
the mediating effect of organizational member relationships on sales services. The data were collected through
a survey of fashion brand salespeople in Gwangju from September to October 2020 with data from 235 re-
sponses analyzed using SPSS 27.0 and AMOS 26.0. The validity of the research model verified the con-
firmatory factor analysis and the research hypothesis was verified through path analysis and multi-mediated
analysis of the structural model. The research results were as follows. First, sales management did not directly
affect sales services, and customer management affected sales services. Second, a meaningful causal relation-
ship was shown to exist between organizational member relationships and sales management, but organiza-
tional member relationships and customer management did not have a significant relationship. Third, the total
and individual indirect effects of headquarters relations, colleague relations, and customer management were
all statistically significant.
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2T F&5H Blsks 78 BN =l A& 2 20]3231(Woo & Lee, 2021) H i = o] 21 Q] 7}
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7l ot= 2uAE) AT a5 SFA17]7] 8] ARG WZAAA AFHR] & ALE W 5
Corresponding author a3t Y& Pog 7rEHEcH(Choi, 2018; Choi &

Park, 2012; Michel et al., 2015).
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Main phenomenon

Action/interaction strategy

Responsible for customer and
sales management

~ _/

Practicing sales techniques of
veteran salesmen

Intervening condition

Coordinating organizational
relationships with leadership

Fig. 1. Paradigm model of main phenomenon, interaction strategy, and intervening condition.
Adapted from Kim and Oh (2019). p. 661.
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B2 S50 WS AS, 1 5S T B
& a4 TE Ru S A £ o] gehi AoRA
S RQRHE Ba BRe T A4S T
3}a1 AFE- t(Bae, 2017).

AR 4 AEA S A o] 24 A
2 H ZAFE2020E 99 8U HE] 10 204 7| 4=
ol Ao] HAHNE oA hAo 2 24552 4
ot B AT S Aot 1520558 1
A5kt A7 E4-2 SPSS 27.0 2 2 13 7 AMOS
26,08 AHHACE WA 7] 25A 2 R ARAT} A
I AUUAE AN 59 20l g 2

_]
b l_'E
A7 S Aot 72 el o) w3

un o oy
o o

QA T4 Q1 EAH 9l SAE <Table 153} 2.

LAt AR F A(51.5%) 2 UuE T 1(48.5%)
o2 JTAEYI, AL 200(25.5%), 30T(24. 3%)

40H(23.8%), 50T ©]41(26.4%) 2. & A= o H] it

LA BxE wortk AL o] A4(57.9%)0] ﬁ—xg

(42.1%) 2ok g gLar, 3he 2 a5 3kl £ 9(56.6%)°]

7Hg Woka, thg o 2 AR shal £9(25.1%), ti st
T £ o] 4H(18.3%) 0.2 EpyiTh

G4 BS99 BhelE aoey
2 s, 24 Mol B AL, 2k palue

AVE(B <24 $24)), CR, Cronbach's o % 3= %]

T 2% 67]= AFE-519 CHTable 2).

A WA e 480, B AT 255, AL
A28, FR B 28 Y F oG 0R 5
Aok 24 WS Bore ghu A u] A g
oA 0w Fabo| Gy u Azl =g SRt acl
o Bobe Hol A 24 MR AT, BE 2
(item parceling)& 67} £.9) P&ju] = 51 ock =
ol o) Tl -2 AT, v 2, AN 3E, o)
AR LAY, AE ol n| A9} o] 27 538,
B RS o f YA DEES U S AT
o) 35, ol 1) B Ho-e AHE WA W, o)
A o] x| o T 2 E e o] H-& B 4B AE 4|4
A Ho A HE Gojut AR SAolu HF
Sl B4R, 183 A7) T VA FLL AE
2 Bt T 958 S7]E 5ol 3uare 24
B gt
27 w0 519 B8 AL 60l4k0] 1

Cronbach's a=.70]4}, AVEZ!

O UG G S8 Aol A 4 o

2 TH(Table 2). 4 7N dS2 4
=4 myo APE A5

5;{2—

84.32(dF=120,

p=.000), GFI=.920, AGFI=.886, TLI=.959, CFI=.967,
RMSEA=.048 2 4§ ¥ 9] 7|2 ¢lof] 9= Ao = |}
Epgttt &7 W4 AT B A Al ghol AVEZEE o

242 o] BHelwof 7Y

=

Th(Table 3). 814 RQIEAL 5

eFgyol 98-S BHelske
o e A s

2 7 A g2 <Fig. 2>9F g

S8 SIS BAS 93 A Mt £20 8 L DENEERERES L e
A Aol EAH 02 FolstA] Fe RFS AAS  WES RN P HeR TR P Ry
Table 1. Demographics of respondents

Category N % Category N %
20s 60 25.5% Female 136 57.9%
Gender

30s 57 24.3% Male 99 42.1%

Age 40. 56 23.8% High school
i 27 o 133 56.6%

over 50s 62 26.4% graduation
Professional 1 SLso Edulcau;)nal Czllege 59 25.1%

Job salesperson =70 eve graduation

osition Universi

P General salesperson 114 48.5% graduati otyn 43 18.3%
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Table 2. Confirmatory factor analysis

Variables Ttems St. Estimate t Cro'n : AVE CR
bach's a
I am achieving the company's goal every year. .608 -
I play an important role in improving sales. .895 10.298***
Sales - . *kk 894 765 927
management I am helping to achieve my sales goal. 857 10.056 . . .
I contribute a lot to achieving sales compared to other 230 0.855%%*
employees.
I enjoy building personal relationships with customers. 700 -
Customer : 683 639 780
management I always pay attention to regular customers, and 74 9.23g%** . . .
customers trust me.
I'am fully communicating the customer's opinion about
Head the product to the head office 896 )
cadquarters : e 836 806  .892
relations I am actively cooperating with various investigations 303 10,851 %%+
conducted by the head office. ’ ’
Colleague My colleagues listen to my stories and give me advice. 914 - 816 " 013
relations My staff and colleagues are responsible. 754 9.463*** ’ ’ ’
I often force myself to express feelings that I don't really 712
i feel to customers. ’ )
Emotional : - : 801 753 857
labor I hide my actual feelings and express them by making
L . 926 2.367*
up feelings that are required for work.
Manners-related parceling such as kind, smiling, and 666 )
greeting ’
Appearance-reflated parceling such as clothes, product 652 8811 %%+
image, and suit
Consndf:ratlon—related parceling that provides 766 10.106%%*
. convenience to choose freely
Sales services nted i N q .840 704 904
Store mmagement-re ate parceling such as pro uct 603 RODG*H*
change, store image, and display
Product knowledge-related parceling, such as fashion
. . . 746 9.898***
terms, material characteristics, or handling
Self-m?nagement-related parceling that relieves stress 679 0.134%*
and enjoys sales
*p<.05, ***p<.001
Table 3. Discriminant validity
Sales Customer Headquarters Colleague Emotional Sales
management management relations relations labor services
Sales management 765
Customer management 551° .639
Headquarters relations 285 255 .806
Colleague relations 128 .083 219 842
Emotional labor .010 .001 .001 .001 153
Sales services 465 .634 387 373 .002 704

a: AVE value as a number on the diagonal.
b: Numbers below diagonal are squared correlation estimates of two variables.
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Headguarters
relations
Emational
labor

Colleague

Sales relations
management
Organizational Member
Customer Relationships
management .
Sales services
Core sales tasks —»

-

A BAE w7l E dof A e A
EMEEEESE X
o 2% Be o) Ak At
P=181.24(df=95, p=.000), GFI=.913, AGFI=.875, TLI=
941, CFI=.953, RMSEA=.062 2 48 H 9| 7]& <toj
A= A O 2 ETHTable 4).

T& B £4E Fof ) 4 G5 oAb
2ol u| x| = GEFS A E A= o5 2ok AA,
o k2] 7} w4 ] 2of 0] 2| A 2 1 e
o] 31 A (estimate=.019, p=n.s.), L7} 2| 7} Tl 4]
Hj2o] WA= A2s F93% IFHS 2o
(estimate=.438, p=.001) vj & &| 7} 12| o] u] %
< AEc AEd 9FHE Eorh(estimate=611,
p=001). W&o} A7t daj o) S4 4
oA Tl Hek Aol A2 T2 JRe e 1
A3} 5 1 7o Q17 A A o] S A
) 915 g ol o o)A 53 Aol opd
ohe o) & vk Ao o4 e 5 e,
T o] v & A A N F EEe dd &
getA MR g 9 BAE Bt d93
Ahmad et al.(2021), Jung and Noh(2018), Yi(2020)
o] AFE XA stz At st

I

o A
M O ff 30 4 o 4

=|
ja)

==1

(¢}
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22791 Aol w14 &=
2o &3 e| 7t EAF
AR E 593 31 (estimate=.325, p=.01),

= foje Qe mart
(estimate=.269, p=.05). ¥td 12| 7} EA} A o
1] 2| &= 7 & (estimate=.287, p=n.s.)&} F & IA o 1]
A= AR AF FFHol ql 3k estimate=.127,
pens). ETE} DAT L 2T BA B
2] 5o v A= FRFol AR TE ARE Bk =

4742 Aok lakA o] s & 2ke) = 7] 2l )
SEEEDE REEEIETE N SRR
3, folst gl Aol glold wA el A Tto] 21
Holuf A% 2 $40% i Hrhehs Hol A A=
Bo] T2 BEolehy AT 4 UM o)k

Ahmad et al.(2021), Jaramillo et al.(2007), Jung and
Noh(2018), Yi(2020) -5-o] Fhulj A H] 2 9] eFH/d& A
ol il & A 02 A A Hol B
Zapak e} WG olsl Akt sk,

A, Bl o) 228 A 7F T 4] 20
0] 2] = @S Wl Aah, EAF TA 7L gl A u] Ao
"] x| &= 7 & (estimate=.095, p=.05)¢} =& A7} o
mjAH| o) B A= ARE SR TS Eo
(estimate=.234, p=.001). o] 2] Tufj L o] =2 1AY
A = o A ] 29 {07 Qlat WA S 24l
i, 7 BANE H S8 dFE

AT 24 FAH A
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Fig. 3. Path analysis using structural equation model.

Table 4. Model estimation for path analysis

Estimate
Paths S.E. t Test
Non st. St.
Sales management 019 032 068 277 reject
— sales services
Customer management 438 599 107 4.100%% accept
— sales services
Sales management 611 744 068 8.972%#* accept
— customer management
Sales management .
— headquarters relations 325 348 119 2.728 accept
Sales management 269 295 125 2.159% accept
— colleague relations
Customer management 287 253 158 1.816 reject
— headquarters relations
Customer management 127 115 165 73 reject
— colleague relations
Headquarters relations 095 149 045 2.120* accept
— sales services
Colleague relations 234 355 047 5.020%%* accept

— sales services

17=181.24 (df=95, p=.000), GFI=.913, AGFI=.875, TLI=.941, CFI=.953, RMSEA=.062
*p<.05, ¥*p<.01, ***p<.001
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o BAE Zhe Ao zA T Auj2ef A ARl 9 i 2] F7F duf A e 2xof v 2] = ol w7 =
FE v A= AL AT 5 U of U= W oW AT Ao Huf A2 AL
o] o] uf 7] 4 W3] A] EFT. o] = vl o] v =t

3. TRE WHA 2o o) 2 24 2o} m2gelo] & gt 1) B A 2 g
oFE] A Ql g 7] S Fgohel, Bl F4 QT

T BYO) R BAL ol iE el nay oF ghul Au) 2 Abolo] A 2 AT Y PAE )4
2ok 4k Qla A S 2k, AT S oA = g 2o g uAckn AUYPY Kim and
A 2o GRS v F AL, B3 F = WA AL A Oh(2019)¢] Aol & BES FEA oz A A|3trh,
£ w2 oA 2of GRS vjA= oS il & o= 1A AR s et ofs ek At
IS e o AU o] oF 2 21 vl ) By E UAS H AL, vl ] of dof A u] s Abolof A ¢
Aoz Folugt AJAE glst] 93] RE & 7 o7l = g A u] 2of FEFe S Wl H ok o] A
EfES AR, 5 AR 1Y anE 45 oA wjEEE T A AR FadS
7] 918l % (phantom) =5 ARE-RF o o 7] &% e = Uk o] = Hulf Lol Al 7HE T 8.3 52 0]

245 AAsH T

S| 7F AR, BAF A, 55 SAE A
2 g qu) 2of v X = @S A3 A= <Table
5>0} Zreh mE o] AFE 2|4 P=184.34, df=97,
p=.000), GFI=.911, AGFI=.875, TLI=.941, CFI=.953,

ol 7HA) eleFolebd Lee(2014)2] 7L} Thof e]
17 ZFAS 72 Choi(2010), Choi and
Park(2012), Han(2010) 5-©] %179} wj2to] §-A4at 2
wetan szt

RMSEA=.062& 58 % 9] 7] % ¢to Qli= 2oz 1} V. ZE ¥ AAHY
Ebyteh v S e 7h Aol Al u| 2o v A= A5 mat
(estimate=.000, p=n.s.) = §QIL, & 7HH & Hesti- EATE AH AT Wy F shel 202 A
mate=420, p=001)&= §-°J5H4) Lrebiteh. 17j3he] of whet A WMol S o] B4 oF e AT Bkl
2 iR @ 7Y i estimate=270, p=001), A} shax Alzgon], Tz B A mg o Hujgel
BAZ 2 T 7 Eestimate=063, p=001),  A¥ 8QIE 7he] Qlaf PAN S Ao M 2
TElw R BAE AR @ W Eestimate= o] 29| Anketapy S shelsk Al ek o] S S5 B
087,p=005)% B §OJ3t g2 Boleh MR ohUe] FA YT} B A u) o] v H = G A
VAT Y GG B Y Mestimate=450),  FIhaL, Bl Al zo] 0] H e 2T U BAY o)
2o B WA(estimate=.148), B4 WA (estimate 7} FpES A3k} gk AT A B
~.105) -0 2 tehigt. 24 97l ST o 11247 7} ghuf A ] 2o ]
olZM RATHY WA BA TAL BE BAL Ak GFo| thE Mol 2 oA mATE R F3
Table 5. Model estimation for mediation effect analysis
Non st. co. St.co. S.E. p
Total effect A20%** 705 .058 .001
Direct effect .000 .000 .101 .984
Indirect effect 420%** 705 .109 .001
-Sales management — Customer management — Sales services 270%** 450 .097 .001
-Sales management — Headquarters relations — Sales services .063%* .105 .028 .001
-Sales management — Colleague relations — Sales services .087** 148 .028 .005

=184.34 (df=97, p=.000), GFI=.911, AGFI=.875, TLI=.941, CFI=.953, RMSEA=.062

*¥*p<01, ***p<.001
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GFE vk BAL e 247U WA DABE AR B E 2 v X Ggeo]
of ojn] Qi A AE BAT, 2APAABAL WS Qo] net s o) wA FHAQ At 27
o gelof m A u] 2 Aol ol A W) be] ol AaF AR A0 Fa o) B8 AX L ATE At
o] A% = gle, whebA] 7] Qo] st M grae Th At 123}
oloh e AT Ao T L BRS AL o FHHQ ABAG AupolnE 7| go] T U
ok A, Al P ng BAS A 2ATY  wATeE S5 Ao S4s @ Rolth
AeA o S el got uATe b thEA  wAel: 99 AL PAsof she ool A
&gl 2 ook w A ] 0] GaFele] RIS £ A FaT AT aclo|ng /]9 mAT o of
052 Kimand Oh2019)7F A A MPHOZ A 3 chabaha TR A Q) e ok} Abd| o] chak whoj )
MY 2AolRo] REAoR AFHh old ¢ WS AT Eelo] Wasta, 7|9 wj o] w7
A At g AN WA el B S AR 8 weS o sk qus defo s Bedol &
Q9] apel Aol A0 RO) AAS WSESR  Ao|rk.
g 2ol 2 Ash A A A= F Aok A, ol A ] 2ol w2 ) S A E e
. Tl o) BTl o WA= FA) 5 BAo|N AReEe Ao = lch T Ao B
Yuje F4 Aol hE T s /19 T, XA LA el A4, A5 thokak Aol A chepst
T an ol DS FUAA RS A S A AE B Aol A Tl U] gl
shelsheirh. o= Tl U] Wi AaFA o] LA A I THE AR H71AL N2 EashE A A%
Aol gl I RAA 9F DAL AP vl BFOm SR o) Buj o] 24 7AY
Jung and Noh(2018)9] A7 ¢l i &ehel ot mAThe]  TAOA wHs AR AS G]of A @skAL F 25}
ol o2 AU S urel Avte shack Bl A ZYE o A R ATE 2T B
o AAL S B} LAT S FA FHE Ao 74 RloR BATAY SR WA WA 2
AN NS ST A o Rojof ek g 2 AN ¥ FA=ES BT 2 TA L
whele] A5 AT ol oW B Aol & Al A 8Qlo® 1A T ol thE UKol FAE 5
o oot 2o vl % A AL W, nATe o 1A BAE SAYTHA 27 BA o) 2
1A BAA LA ES ol nA AW WS ST ARG E IS JRPS Aow
52 5o5he Ao] WAt Jaramillo etal 2007) WOt 0|9} 22 AL GF AT YT} 27
o A7ut nAge ol &y BEuThe F  TAY AL A o)A u 2l v EmHE R Y
% AL AT Yi020)0) T nATe] | AnE sAsh 2D 4 Atk
o) 324 g | ET et o et Aafolh & o £ AT A AH Ao A A o] 2 A
TEple] AR gu E G A Vel e AT SARW, AT R Selut vt AR
B3 ol 2 A nAT) AR WAL Y o] Ro] UK ST BeFThE Hel A R o
AEEE AR S AR B A AR ARET )7h Qlok DY oE Bekn 2 A HEA oo
A BT T BE B Ao EWelel A SHE Azebs Hol A Aviste] BAE A,
LAl o] FUA S BT Bl AEL DAY AARE WeAY TR PR By B A
291 g AH] ek ol A (Ahmad et al, 2021), & A g WS AAR U)o BF e o] h3t &
AL gl go) AT} DA AP FAAS  AFAL, TA0E AT mg o] AxnkselstA =
= Aveta sck ob41 & Atk 54 AT R 4R Feol ek Hol 9
AR, o] 1A Aapo] g A e A = AT E4 A4S o7l A7) Ak 2ol
5 ool ASASHA Hgleh AFolA ool o B ATsH- v 24, 291 45 g0 An e
e, A e, AR A AL A el Bl meh A qlo] EE: A By Fa A nyoz ot
AL I BES Eol A ulE ZRE DAY odsts A7 Al
s wof o] Al g sHe Aul 2olch i Z ke 7} w2
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