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ABSTRACT

The purpose of this study is to investigate the practical sales competencies required to establish
a training program for professional salespeople in order to maximize the efficiency of govern-
ment-funded vocational training programs in fashion retailing. In December 2016, data was col-
lected from 188 salespeople and store managers, working in retail stores in Gwangju Metropolitan
City. December, 2016. Results were analyzed through frequency analysis, factor analysis, variance
analysis, and regression analysis using SPSS 21.0. In terms of sales competencies in fashion retail-
ing, ‘customer service skill' was the most important element, followed by 'sales sense’, and
‘customer management ability’. The most important sales competencies for vocational education
programs for fashion salespeople included handling consumers’ complaints, fashion and trend
sense, knowledge in fashion products, etc. Four training program elements for professional sales-
people in fashion retailing were identified: customer-oriented service, point-of-sales service, fashion
product knowledge factor, and basic job skill factor. These four elements influenced the employ-
ment goals of graduates as well as their intention to participate in re-education program. The re-
sults of this study can provide practical assistance in establishing detailed curriculums at various
vocational training institutions and retirement training institutions for salespeople in fashion
retailing.
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sports - outdoor 45 23.9% over 50s 11 5.9%
woman/casual 16 8.5% under lyear 54 28.7%
young casual 30 16.0% ) 2-3year 30 16.0%
woman/character 3 1.6% persl;);iess of 3-5year 19 10.1%
product unisex 9 4.8% 5-9year 25 13.3%
category mens/formal 10 5.3% over 10year 60 31.9%
mens/casual 12 6.4% high SCh001 77 120
golf wear 15 8.0% graduation
children’s wear 18 9.6% |educational career gr:(;iiifon 55 29.2%
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{Table 2> Importance of sales skill

important service skill Yes(%) It's usual(%) No(%)
customer service skill 85.6 9.0 5.3
best selling case study 66.5 25.0 8.5
OA skill 378 41.0 21.3
passion & motivation for job 80.9 16.0 3.2
Job value & ethics 78.7 18.1 3.2
self-control, stress control 82.4 13.8 3.7
common Senses 52.7 37.8 9.6
basic foreign language 43.1 46.3 10.6
fashion & trend sense 86.2 11.7 2.1
color sense of fashion product 75.5 19.7 4.3
knowledge on fashion product 86.2 117 2.1
fashion merchandising 745 21.8 3.7
display, VMD 82.4 144 3.2
consumer buying behavior 83.0 144 2.7
style coordination skill 79.8 17.6 2.7
fashion retailing 66.5 271 6.4
brand & fashion industry 67.6 26.1 6.4
fashion product management 82.4 14.9 2.7
materials of apparel product 76.1 19.7 4.3
special promotion skill 574 34.6 8.0
handling consumer’s complaints 86.7 12.2 11
selling skill 82.4 14.9 2.7
accounting & finance 48.9 39.4 11.7
shop management 71.8 22.3 59
fitting & apparel correction skill 67.0 26.6 6.4
pattern making & sewing 431 415 154
customer relationship management 85.6 12.2 2.1
communication in SNS 71.3 5.3 234
gEde] X3 el 2 F e, 17 7HE & Fo% AHHE Aow AT o2,
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oflet vl o ¥ A whEA o] w9 F Qs e 24, 22 e JEE 2 AEHA o
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(Table 3> Difference of Importance of sales skill

important service skill category n Total of NO | Total of YES | average
age 40s 47 4.3 89.4 4.28
woman/ casual 16 0.0 100.0 4.50
woman/ character 3 0.0 100.0 4.33
self-control, Stress | thing types golf wear 15 0.0 100.0 460
control
fashion goods. 8 0.0 100.0 4.88
etc. 7 0.0 100.0 471
career periods over 10years 60 3.3 86.7 4.27
age 40s 47 0.0 93.6 4.34
) woman/ casual 16 0.0 100.0 4.56
fashlo:erize trend clothing types fashion goods. 8 0.0 100.0 4.38
etc. 7 0.0 100.0 4.29
career periods over 10years 60 1.7 93.3 4.32
) age 40s 47 0.0 85.1 4.04
color sense of fashion clothing types mens casual 12 0.0 91.7 4.25
product
career periods over 10years 60 3.3 81.7 3.98
age 40s 47 0.0 93.6 4.28
unisex casual 9 0.0 100.0 4.44
knowledge on |\ e types golf wear 15 0.0 1000 1.60
fashion product
fashion goods. 8 0.0 100.0 4.38
career periods 2-3 year 30 0.0 93.3 4.33
sex female 136 2.9 78.7 4.01
fashion ) woman/ character 3 0.0 100.0 4.00
.. clothing types -
merchandising fashion goods. 8 0.0 100.0 4.38
career periods 2-3year 30 3.3 80.0 4.03
age 40s 47 0.0 91.5 432
woman/ casual 16 6.3 93.8 4.50
display, VMD clothing types unisex casual 9 0.0 100.0 4.78
fashion goods. 8 0.0 100.0 4.63
career periods over 10 years 60 1.7 93.3 4.32
age 40s 47 0.0 87.2 421
) woman/ casual 16 0.0 100.0 431
consumer 'buymg clothing types woman/ character 3 0.0 100.0 4.00
behavior
etc. 7 0.0 100.0 429
career periods 2-3year 30 0.0 90.0 4.23
) woman/ casual 16 0.0 100.0 463
clothing types -
unisex casual 9 0.0 100.0 4.56
style coordination skill -
) under 1 year 54 0.0 85.2 4.30
career periods
2-3year 30 3.3 86.7 4.30
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important service skill category n Total of NO | Total of YES | average
woman/ casual 16 0.0 100.0 4.25
othing t woman/ character 3 0.0 100.0 4.00
i clothi es
fashion product ne wp unisex casual 9 0.0 88.9 4.33
management
fashion goods. 8 0.0 100.0 4.25
career periods 2-3year 30 3.3 93.3 4.20
othing © woman/ casual 16 0.0 100.0 431
i clothin es
materials of apparel &P woman/ character 3 0.0 100.0 4.00
product
career periods under 1 year 54 19 83.3 4.30
age over 50s 11 0.0 90.9 4.09
_ . woman/ character 3 0.0 100.0 4.00
handling consumer's ‘ unisex casual 9 0.0 1000 467
complaints clothing types -
fashion goods. 8 0.0 100.0 4.75
etc. 7 0.0 100.0 4.86
age 40s 47 0.0 93.6 428
) ) ) unisex casual 9 0.0 100.0 478
selling skill clothing types
golf wear 15 0.0 93.3 447
career periods 3-byear 19 0.0 89.5 4.16
20s 73 4.1 76.7 4.04
age
40s 47 4.3 76.6 3.94
shop management ) unisex casual 9 0.0 88.9 4.22
clothing types
etc. 7 0.0 100.0 457
career periods 2-3year 30 3.3 80.0 4.07
woman/ casual 16 0.0 100.0 4.38
customer relationship | clothing types | woman/ character 3 0.0 100.0 4.33
management golf wear 15 0.0 100.0 4.60
career periods 2-3year 30 0.0 90.0 4.37
communication in ) woman/ character 3 0.0 100.0 4.00
clothing types -
SNS fashion goods. 8 0.0 87.5 4.00
Az ZJst 4 7g AE ddd Jdolx 53] AZA A A48 AJT dFIAAA F
oS A dst ATk A7 e ol gt wKo] FagdA iy s SHAE
e B%e SuRte 824%7F 2LH0T S8 856%7F 28T SHATh o4 AFY, o4
stk 58 400, FUA, X AG W, B AYE, 2x A B, DoAY 2-399) Awo]
m 28 3-539 SHA AFe] 53] =A <3} A SZFIADA Bl U wge] FLsTA
itk hAwE AE7E H7 98 wgdl  AZch A2 dses AR 3% tga)
He A2ed 2 990l @ wgol Featy  9d AMEES BEF TALF G 5%
SHE HlES 71.8% Atk 200 400 FUA X~ ZoAd UM E 713%2 SHAVE T30
718t AE Fol, S AAE o] 2-3dd SHA SHAY 53] o4 AYH, F3t AL A9 SH
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Bl AT Qe oS A FAL
Qo] WA

{Table 4> factor analysis of sales competency education

AAANG Mul 2 skt o 8<lds
AARE S 2 A R, akaT 2
obdzt AdE7l AA7HA, A Az Sl
& 5 A APH Auas #dd Yiow
TS 282 AE/, AAA Y, &
AR, v 8 BAYE So2 FAH
Ho Al AR stk 8913 WA
A, AR g2, A, FEAY S WAAdEA
A3t dEE WEoR pAHENCEE HAGE
A e ot Wity 224 HFEOA, AA
23 1E 95l & AR RARRE YioR
TRAHENLLRE VEAReH R WSt
AA 2l i AHE F;2 AA 080142
A A dERTh o o9 89152 BE

Factor Item Factor loading Cronbach’s a (variance)
* customer service skill 0.78
* emotional management 0.70
customer-oriented ) comlfnunicat%on skill 0.67 .90
service . passmn forA job, duty 0.66 (18.70%)
* job value, job ethics 0.62 ’
« fashion sense, trend 0.57
« display, VMD 0.56
« special promotion skill 0.72
e brand and fashion industry 0.63
« fashion retailing 0.61
* customer management 0.55 01
point-of-sales practice | ¢ sales skill for fashion product 0.53 ’
. (34.77%)
* consumer behavior 0.52
« fitting and correction skill 0.50
« store operation and sales 0.49
* post-sale claim management 0.48
* colors of fashion product 0.71
* laundry and care 0.71
knowledge of * materials of fashion product 0.62 .88
fashion product * knowledge of fashion product 0.52 (50.80%)
 fashion merchandising 0.51
* coordination 0.47
* office automation 0.79
basic job skill  current and common sense 0.77 82
* basic foreign language 0.70 (60.76%)
« style coordination 0.62
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(Table 6> Difference of sales competency according to ages

Independent Variables ages
20-29year 30-39year 40-49year over 50 v
Dependent Variables old old old year old
customer-oriented service 4.23° 4.16% 4.32° 3.73 2.85%
point-of-sales practice 4,09° 3.93:° 4,03° 3.48% 3.24%
knowledge of fashion product 417° 4,01° 4,06° 3.53° 3.67%*
basic job skill 341 3.34 3.51 3.07 1.27
(Table 7> Helpfulness of education on job competency
Dependent Variables Independent Variables R? F
customer-oriented service 0.34%**
Helpfulness of education on job point-of-sales practice 0.18** R?= 20
competency knowledge of fashion product 0.23%%* F=1151%**
basic job skill 0.05

6% 2tk ol 29 FAA TAAYY Av GEL WAL AoE Ui & NxAvs
299l WA AR HEREANL  F2AS AdsuE BAR FATS oo
ol FHAe] Aol wet Fo= A4 Ko g AN gl =g He ASE ysh 4
Apo] 7k Wbt A A A AFus Z2IRS AT q 371X
290 WF LKL EFAIE o] Bed
5. BOIXS EUDS $24 Mo ¥ FULSE FEAL AGY o) L
F THAS W& AAXFGEH MuA el u
@f;ﬂ:ﬂ:ﬂgj‘? jfjilgh;é}fj AR BUS AIGFAN2UY AR
-, N N et 712AR5E 208 AE FARSNE
-jj A4S AN AFE B (Table DF o cuvenge gt 2999 Qs
s MARE ARAE WgAgd TFAAk & A
Brhel EATSel ARGl mgol N A oo
RE DN kAR AT D g g e o
3 Qolee el 9B FE 2e 1AA
(Table 8> Intention to employment of education graduates
Dependent Variables Independent Variables R? F
customer-oriented service 0.27%*%*
Intention to employment of point-of-sales practice 0.28%** R?=17
education graduates knowledge of fashion product 0.19** F=10.53"**
office administration -0.03
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NP2 FALKTEIY FLE A
{Table 9> Expectations on the Work Performance of education graduates
Dependent Variables Independent Variables R? F
customer-oriented service 0.22%*

Expectations on the Work point-of-sales practice 0.10 R%=0.07
Performance of Sales Job - _ s
Training Students knowledge of fashion product 0.07 F=3.62

office administration 0.10
{Table 10» Intention to participate in the Shopmaster Re-education Program
Dependent Variables Independent Variables R? F
customer-oriented service 0.447%%*
Intention to participate in the point-of-sales practice 0.20 R2=0.95
Shopmaster - F = 1627
Re-education Program knowledge of fashion product 0.11 .
office administration 0.12

2 quzeQlelgth TAXNEA AUzt B (37%)9 w0 st AY @8 ARE 3
23T Agets B QLSS FAREAY 4 LolA 17D 0H A AAE o] HAF A
ol gt 7|thE YeEbA K Table 9). o2 HA AR wsz=Id HAY

SuA BQSe) HF WAAT DA ARS  DKFANDL 0~50A70 7 BE Lol
Z2 O gk Fooke S F& 28U U7 (676%), 1 oo Z 50~80A17H19.75%)

A FH Mu|~gleg Yepyty I AR EF Ao ® Yl tFig. 2).
A Auzst LT ANTSEE G5 BuA
T oAE Aug TR s o] =e V. 28 ¥ Ao
AL ® YETKTable 10).

AR HEEH FE & AT dGAFA B o=Ro owmglel ¥ £YE HEo #
2 39 ool b WS SRl URIMU63%). w19 ARSH FeAHE AT A 4
I o2oZ 3F(265%), 29(122%), 15Y ol A Aret2Ev AU A 5 A H S
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