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The Effects of Salesperson-Brand Image Congruence on Brand
Conceptual Fluency and Customer Responses and the
Moderating Role of Brand Familiarity

Soonhwa Choi*, Yeon Sung Jung™

ABSTRACT

As online shopping has been expanded with the development of digital technology and changes in
consumption patterns, traditional offline stores are evolving into a place to share brand experiences,
rather than simply selling products. At the same time, the role of salespersons at the customer contact
point has become more important as a core medium for delivering brand meaning and message
beyond the transaction and promotion of the products.

The purpose of this study is to analyze the effect of image consistency between brand and
salesperson on the transmission of brand information and customer responses, based on the viewpoint
that the service employees at customer contact points are the key media for delivering the brand.

It is assumed that customers’ perception of the image consistency between the salesperson and the
brand originates from the difference of the brand image held by the customer and the salesperson.
That is, the larger the difference in the perception of brand image between salesperson and customer,
the more the customer perceives the lack of image consistency between the salesperson and the brand,
which is assumed to affect the store and brand evaluation.

And this study hypothesizes that brand conceptual fluency, which is the ease of processing of brand
information, is a mediating variable in the relationship. In addition, this study attempts to analyze the
influence of brand familiarity as a moderating variable in the relationship between conceptual fluency
and customer evaluation on the store and brand. This is based on the findings of previous research
that the information processing of particular objects differs depending on the individual’s familiarity of
the objects(Schwarz, 2002; Sirianni et al., 2013).

The following six hypotheses were proposed and the research model of this study is presented in

<Figure 1>.

* Associate Professor, Dept. of International Business, Dongduk Women’s University(schoi@dongduk.ac.kr)
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H1: The difference of brand image between salesperson and customer will negatively affect customers’ perception
of salesperson-brand image congruence.

H2: Customers’ perception of salesperson-brand image congruence will positively affect brand conceptual fluency.
H3: Brand conceptual fluency will positively affect customers' store loyalty.
H4: Brand conceptual fluency will positively affect customers’ brand value evaluation.

H5: The positive effect of brand conceptual fluency on customer’s store loyalty is stronger for unfamiliar brands
than familiar brands.

Hé: The positive effect of brand conceptual fluency on customer’s brand value evaluation is stronger for
unfamiliar brands than familiar brands.
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<Figure 1> Research Model

Data were collected from salesperson and customer surveys at the five branches of H department
stores in Seoul. A total of 200 salesperson data and 389 customer data were used to test the
hypotheses. Research model and hypotheses were verified using Structural Equation Modeling Analysis
with Maximum Likelihood Estimation.

The fit indices of the structural model are x2=334.938(df=86, p=0.00), GFI=0.889, NFI=0.935,
RFI=0.921. TLI=0.940, CFI=0.951, RMSEA=0.086 which indicate the fit is good. The proposed
hypotheses from H1 to H4 were supported at the a=0.001 level. The results of the hypothesis tests
are shown in <Table 1>.

Also it was found that for unfamiliar brands the effects of conceptual fluency on the store loyalty
and the brand value are significantly stronger than for familiar brands. This finding provides support
for H5S and H6 and that the brand conceptual fluency is more important for unfamiliar than for
familiar brands. <Table 3> shows the moderating effect of brand familiarity between conceptual

fluency and customer evaluations.
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<Table 1> The Results of Hypothesis Tests (1)
Hyp. Path Path Coef. t-value P Result

Difference of Brand Image between Salesperson
1 and Customer -.386 -5.560 p <.001 Supported
— Salesperson-Brand Image Congruence

Salesperson-Brand Image Congruence

<
2 . Brand Conceptual Fluency .808 16.961 p <.001 Supported
Brand Conceptual Fluency
3 .824 21.895 <.001 rt
— Customers’ Store Loyalty P Supported
B 1 Fl
4 rand Conceptual Fluency 853 19.140 | p<.001 | Supported

— Customers’ Brand Value Evaluation

x 2=334.938(df=86, p=.00), GFI=0.889, CFI=0.951, NFI=0.935, RFI=.921, TLI=.940, RMSEA=0.086

<Table 2> The Results of Hypothesis Tests (2)

Hyp. Un-constrained Model x2£(172) =436.626
x2(173) =476.345, Ax2(1) =39.719
5 Brand Conceptual Fluency Brand F.amilarity Path Coef. = 0.608, t =9.021 Supported
— Customers’ Store Loyalty (High) PP
Brand Familarity Path Coef. = 0.832, t = 13.922
(Low)
x2(173) = 463.100, Ax2(1) =26.474
Brand Conceptual Fluency Brand Familarity
6 — Customers’ Brand Value (High) Path Coef. = 0.603, t = 6.327 Supported
Evaluation -
Brand Familarity Path Coef. = 0.871, t=13.191
(Low)

The results of this study were as follows. As the brand image of the customer and the salesperson
are inconsistent, the customer is more likely to perceive that the behavior and the attitude of the
salesperson do not match with the brand. The congruence of salespeople to brand image influences the
conceptual fluency of brand and consequently influences customers’ store loyalty and brand value
evaluation.

In other words, the more similar the brand recognition of the customer and the salesperson, the
higher the ease of processing information by the customer, which leads to the positive evaluation of
the store and the brand. In addition this study found that brand familiarity is a significant moderator
between the relationship of conceptual fluency and customer evaluation.

Findings of this research suggest that retailers need to move salesperson roles from promoting
products and facilitating transactions to delivering brand meanings and images. Retailers also should

maximize brand image consistency between customers and service employees through internal
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marketing and brand communication. It is more important for less familiar brands to maximize brand

conceptual fluency when trying to turn new customers into loyal customers.

Keywords: Salesperson-Brand Image Congruence, Brand Conceptual Fluency, Store Loyalty, Brand Value

Evaluation, Brand Familiarity





