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To satisfy today’s consumers with a highly sophisticated and various needs in the
clothing market, salespersons who have direct interaction with the consumers should
prepare themselves with sufficient product knowledges, effective sales techniques and
interpersonal skills. Considering that the clothing is a high involvement goods and can
be often purchased impulsively by consumers, the role of salesperson cannot be over
emphasized. Therefore, the present study investigated various sales training programs
used by domestic appare] companies and compared each other in order to provide an im-
portant information for developing an effective training program for professional sale-
sperson,

In this study, twenty eight companies were used and grouped in four categories based
on brand characteristics: domestic national brand (DNB), casual brand {CB), foreign
brand {FB) and domestic designer brand (DDB). Data were collected from the
managers in charge of training salesperson by both questionnaires and personal and tele-
phone interviews, Data collection was started from the beginning of July in 1998 and
tock one month, The data were analyzed by using ANOVA, Duncan's multiple range
test, and Chi-square test. Since the sample size was small, Yates’ correction formula
was used to maximize statistical validity in non-parametric procedure of Chi-sqare test,

Results of this study were as follows:

1. The main purpose of sales training indicated by the companies were satisfying
customers and maximizing the profit. DNB put an impotance on the satisfying cus-
tomer and DDB did on the maximizing the profit, Regarding the training
differeniation according to work experiences and the positions, beginners receive a
basic training such as customer survice and sales techniques and the experienced
get more management-oriented training such as store management and personnel,
In the case of FB and DDB, only shop masters were trained on product information
by designers, merchandiser and sales department. Most of FB and DDB provide
product information during a convention, The companies with 2 or more brands
trained salespersons for all brands together, and brand-specific information is pro-
vided separately each season. Since training salespersons for franchised store are



not the under the responsibility of the clothing companies, many of the stores
reduced the frequency of the training or stopped because of the current economic
crisis,

2. In terms of the importance put on contents of sales training, the companies
indicated the importance in the following order: product knowledge>customer
relations >attitudes and sales manner toward customer>foreign language skilis>
sales techniques> product management>>image making>>visua]l merchandising sk-
ills>>store management>environment of market, ANOVA was conducted to test
the differences in the importance put on the contents of sales training among the
groups categorized by brand characteristics. Significant differences were found
among the groups in the importance level regarding knowledge (F=3.25, p==0.04)
and customer relations (F==3.16, p==0,04). FB group put the highest importance on
product knowledge and DNB group showed the highest importance on customer
relations, Duncan’s multiple range tests showed significant differences between CB
and FB, CB and DDB, and DNB and FB groups,

3. Chi-square tests were employed to see if the sales training programs differ among
the groups of companies. The groups showed significant differences in training
methods (X¥2=49.13, p=0.001), the target of training (¥*=33,31, p=0.001), type of
instructors(X2=33.09, p=0.001), place (X*==57.07, p==0.001), duration and fre-
quency of training at training center (X2=44.64, p=0.001 /X*= 40.03, p=0.001),
duration and frequency of training within company (¥2=42.80, p=0.001 /X*=46.27,
p=0.001). As for training methods, DNB and CB groups trained salespersons
periodically, but FB and DDB groups did only during conventions, Regarding the
target of training, almost 65% of the companies trained all salespersons and 29%
did salespeople of department stores and company-owned stores, FB and DDB
groups were more likely to train salespersons of department stores only, The in-
structor of training were usually inside and invited instructors for DNB, CB and FB
groups: however, only inside instructors trained salespeople for DDB group. CB
and FB groups had invited trainers than other groups. With regard to the training
place, DNB group used a training center, facilities within company and retail
settings. CB group provide training within company and on the job. FB and DDB
groups trained only in a company, As for the duration and frequency of using train-
ing center per year, DNB group used it for 2~3 days annually. CB and FB groups
used it less frequently than DNB groups did. DDB group didn’t use it at all. Re-
garding the total duration and frequency of training, DNB provided 2~3 days train-
ing over 5 times a year. CB did one day-training 2~4 times a year, and FB and
DDB did one day-training twice a year.
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