Soonhwa Choi / Journal of Distribution Science 16-4 (2018) 75-82 75

Print ISSN: 1738-3110 / Online ISSN 2093-7717
http://dx.doi.org/10.15722/jds.16.3.201804.75

Effects of Salesperson Brand Identification on Conceptual Fluency, Satisfaction,
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Abstract

Purpose - As the role of salespersons in retail stores has expanded from selling products to sharing brand experiences with
customers, the importance of research on the effects of salesperson-brand relationships has grown. The purpose of this
research is to investigate the influences of salespersons’ brand identification on conceptual fluency and customers’ service
and brand evaluations. It was supposed that salespersons’ brand identification is affected by brand knowledge, which is a
core dimension of internal branding.

Research design, data, and methodology - The author developed a structural model in which salespersons’ brand knowledge
influences brand identification, hence customers’ perception of salesperson-brand image congruence. And it is hypothesized
that salesperson-brand image congruence influences conceptual fluency which affects customers’ satisfaction and brand
evaluation. Data were collected from five department stores in Seoul.

Results - First, salespersons’ brand knowledge was found to have a significant effect on brand identification. The more a
salesperson knows about the affiliated brand, the higher her level of brand identification. Second, salespersons’ brand
identification influenced salesperson-brand image congruence. Third, salesperson-brand image congruence had a significant
effect on brand conceptual fluency. Customers who perceive salesperson-brand image congruent are more likely to process
information easily. Finally, conceptual fluency was found to be a significant determinant of store loyalty and brand value
evaluation.

Conclusions - The results of this study verify importance of salesperson’s brand identification on customers’ service and
brand evaluations. To enhance salespersons’ brand identification, retailers should emphasize the importance of internal
branding and communication, especially by sharing brand vision, values, and identity with employees at customer contact
points. Also, as brand conceptual fluency is a significant determinant of customer responses, retailers need to deliver
consistent messages through various components of store environments, including salespersons’ attitudes, appearances, and
manners, as well as physical store design. With a deeper understanding of the effects of salesperson-brand relationship and
brand conceptual fluency, retailers will be able to create more effective brand strategies to enhance their performances.
Future studies should consider data from various retail types, such as discount stores, to generalize the findings.
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<Table 1> Summary of Literature Review

Variables | Previous Research Findings Sources

Key factor of internal Bergstorm et al.(2002)

Salesperson branding
Brand Cultivates favorable brand g
. . Cialdini(1993), Wallace
Knowledge opinions, aﬂltudes, and & De Chernatony (2009)
commitment
Based on social identification Bardi & Schwartz(2003)
theory
Salesperson . ) Hegelson &
G "t by el ) upppolenenny)
Identification Long & Schiffman(2000)
Enhances job commltment Jacobs(2003)
and customer satisfaction
Increases brand Cialdini(1993),

Salesperson-| communication effectiveness

Brand Image and brand evaluation Sirianni et al.(2013)

Congruence | Strengthens customer-brand | De Chernatony et al.
relationship (2006)

Influenced by delivery of Anand & Sternthal(1991)

Brand . . . Ratneshwar & Shocker
Conceptual consistent brand information (1991)
Fluency | Enhances brand loyalty and Sirianni et al.(2013)
performance
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<Table 3> Correlation Coefficients between Constructs

motst & QUTy, ‘RO BHSINA SHEX| HH BAE & SPK | SB1 | SBlc | BOF | S8 | BWE
Uchel 374 2oz SHsgrt. SB_| o8t
ORR[2fo2 AH|A BISEE D240| BORZRIO| Afb|2o 551 | oba7 | 0868
CHsh MEFS BFE £z g(Mohamud, 2017), 2= 7kX| T} SBIC | 0192 | 0.164 | 0.890
= D7Ho| X|ZsH= CH2 HAC Oyl 3T BHCSo| 292 BCF | 0196 | 0.131 | 0.763 | 0.912
o|0|tCH(Keller, 2003). A{H|A DEEZL <0| DfAH mHOfZ| 9| SS 0.162 | 0.101 | 0.757 | 0.773 | 0.937
HHFE MH|AO| BESSICP, “Lto| 7|CHE ZZA|ZACP, “ZIAl BVE | 0140 | 0116 | 0.725 | 0731 | 0.763 | 0.838
o2 EANLPE, BEME JHX|= ST BUET}L CHE BEYE Note: Diagonal line is square root of AVE.
<Table 2> Results of Confirmatory Factor Analysis
Construct Item Stfggz;:;ied S.E. t-value Chronbach’s a ?R%nglﬁlt;e
SBK1 1.000
Salesperson SBK2 0.990 0.039 25.274
Brand Knowledge SBK3 0.916 0.043 21.302 0866 0964
SBK4 0.899 0.069 13.097
SBI1 1.000
Salesperson Brand SBI2 1.047 0.040 25.970 0.915 0.918
Identification
SBI3 1.008 0.045 22.302
Salesperson-Brand Image SBICH1 1.000
Congruence SBIC2 0.947 0.043 22.006 0879 0884
BCF1 1.000
Brand Conceptual Fluency BCF2 0.973 0.032 30.788 0.936 0.937
BCF3 0.992 0.035 28.304
SS1 1.000
Service Satisfaction SS2 0.955 0.027 35.304 0.956 0.956
SS3 0.957 0.026 36.775
BVE1 1.000
Brand Value Evaluation BVE2 1.028 0.053 19.274 0.874 0.876
BVE3 1.029 0.049 21.148
x2=298.885(df=137, p=.00), GFI=0.927, NFI=0.956, RFI=.945, TLI=.970, CFI=0.976, RMSEA=0.055
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42. 7bd H=

£yE¥o| M2l L P AT 3 AMOS 2202 AIg
8 GRRY 250| MAEQCL Jhd AT Zuts <Table 4>
of MA|IZO] QUCt 2 HBt: X|$=£ GFI=.891, NFI=.935,
RFI=.925, TLI=.949, CFI=.956, RMSEA=.072 S92 & L}EfL}
DHO0| EtEEto] Eolz|RICHBagozzi & Yi, 1988).

BN <7bd 1>2 BOjRo| SMC X|ALFO| HUC S
Aol Olxs @eol me oz, EEERZAS 0636
(t=12.517, p<.001)2 20 A{EHZ|QICt. = THO{RI0] EHEQ]
N, AEY 5 O Bep| oS RHAlol 47, 2t
O|ZAE[Ql0] HAE OfO[X|9F PXBCHD LAl WS & 3
QUQICt. 3t TS| B SOAAH DHO| X|2HSH Hof
9B Oj0K| PXHO| DiKlE FFS B Al F2
A4 0.167(t=3.073, p<.01)2 EHO <Itd 2>7| K{EHZ|RAC}
O BORRIO| APAITH BACE SUARRE w2 0| Of
3 B0l ojojx|et BOhRIO| O|O|X|7F MBreitn elX|st
£ 2402 LiEryTE

Mg 32 mOj-SHE OjnjX| UXIMT HEH [EY
o Ao 2ot Aoz, AEAH == 0.808(t=17.800, p<.001)22
MEYE|CE 5 00| BOjAT SAC 0|0jx|7}t MEHo=
QAICIT W22 SACST} HASH: Y=g B0t 8O
o7 X2IBICHE 0| SIQIE|QIC HEX Q40| Dol A
HIA QESEof BHC Jhx| BO| DjXE ol RSt <p
459} <7}M B> ztzb AE A2 0.873(t=23.146, p<.001),
0.859(t=19.363, p<.001)2 0| X{EHE|QCE = JHEE QAN
0 £842 Aol HEIXQl AjH|A DIEEO} BRSOl A
N 29| BI} E2 LEILHE 22 o 4 AICE

<Table 4> Results of Hypothesis Tests

Standardized
Coefficient

Hyp. Path tvalue| p

Salesperson Brand Knowledge
1 — Salesperson Brand 0.636 12.517| p<.001
Identification

Salesperson Brand
Identification
— Salesperson-Brand Image
Congruence

Salesperson-Brand Image
3 Congruence 0.808 17.800 | p<.001
— Brand Conceptual Fluency

Brand Conceptual Fluency
— Service Satisfaction

Brand Conceptual Fluency
— Brand Value Evaluation
X2=441.537(df=147, p=.00), GFI=0.891, NFI=0.935, RFI=0.925,
TLI=0.949, CFI=0.956, RMSEA=0.072

0.167 3.073 | p<.01

4 0.873 23.146 | p<.001

5 0.859 19.363 | p<.001

5. GITHT E2 U AIARY

5.1. ARAT QO U A

2 qns omeiol 980 FYHO| 0jXE DAY Xgl
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