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The Relationship between Consumer’s and Sales Person’s Unethics
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Abstract

The purpose of this study was to understand the differences of ethical attitudes as consumer and as salesperson
among cosmetic salesperson.

For this purpose, 128 cosmetic salespersons, Chunlabukdo, were sampled, 2007.

The quesionnaire was composed of the demographic characteristics, attitudes toward the clients, the ethics related
to work, and ethical attitudes as consumer. The differences were statistically tested at p<.10.

The results of this study as follows; The sub-variables of attitudes toward customers were irresponsibility, understanding
and respect for customers, and first priority to Sales persons. The ethics related to work’s were sales of defected products,
unfair sales practices, and unusual discount. Consumer ethics’ were false and deception, invasion of Sales person's
rights, and illegal. The types of consumer’s ethics were distributed from 57.5% for the unethical consumers, 15.7%
for the middle consumers, and 26.8% for the ethical consumers. The salespersons as the ethical consumers tended
to show irresponsible attitudes to the clients and first priority to themselves rather than customers. Unethical consumers
tended to treat their customers in an unethical sales manners.

Keywords: cosmetic salespersons, consumer unethics, salespersons unethics
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Nash(1993)2 7]d&2]ol dhal 7HQle] w=H2 7Hxes
wrejoh HEE 7Y 5 H3tel A8A7IE del B
]gﬁ_, Goodpaster(1983) _‘—T—_‘Q'XJ, 7}1] Ho} FAH o

“EHE = T S’J-E Y5 Fsh= A Ad= «]/‘}7572)01
2hal AoJstdlct. & Z1gaew 71ddel Age] HEME
e, AR AAIZA Hele) o F-E vele A9
T ovlete Ao W Alxe] F4e Bl §
ZAstel el 975 7199 ARA AQlE vk A
3S om)gitt sFAc}h (Chun & Park, 2008). wlabA
z2)9] &4l AT Ad=e] &2l 44 7Y
ZAedAtel] gl JFS wHAl =7] wlel 719 & &ElF
¢l @79 FaAo| ZxEa vt ¥ Winbush &
Shepanl (1994)o]u} Randall(1998)2] 712l &2&el
AT ALY PFoll T3 AFE 229 fElHel 3
A FAA ] vkt e Bdol 9o 53] A
b, 2571, wsg<E, ARl vl F2HQl Pl A
o7} J2-& ¥3|ar gt} (Lee, Jung, & Yoon, 2007).
due] ok el iR JRQIAR] whdol
U At i) 9FE FAEHEE v"e] e &
ofeMHET} FEEA7} 7P T A= Rokol &t
Folu &7 ZEao] Wol &8ual gl JFofelt
(Ha, 2006). “FA7} o] Folxi= ZHle] HH oAM= 7]
A &B|RF A k] FFEAR] Alekez Qe B2 &
Al A Aoy ==, A GAAE A =7 &
Al SHE EFHA A welot FH8E AA
of & Aol 7] wjEoltt (Yoon & Jung, 2007).
dev 7199 1S sk AR 9 59

ahs A2 AR Eolee 47];40 mgol 3
Mol AlFo} wizolgl= Ar|Fe] By = she Hels)

oF s Bl HuspA Hu, 4 543

aelHe 2
52 AL 7PsAel M Bk 53] 71903 nAe A
N

st AldES 7Yl a7eks 7ok o] a8t
= 7IdE SSAAF7] S s FRshs Al
Q1= ZEA|e} ols AR AYaL Q= ZFAIZRe] Afe]
o ola &2 des BEsH Ft (Lee, 2000). 12
R o594 &3 s 3 fuRRTe dede
olg] AMPAFEM % olth (Chun & Park,
2008; Ha, 2006; Lee, 2000; Lee, Jung & Yoon 2007;
Park, 2010; Son, 2001; Yang & Kim, 2007; Yoo, 2007).
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olglgt dudEe] 7gaule] =S dyHoR F
Froldel Al BHEs HSAL (Yoon & Jung,
2007), 7ol wEbr= xfol7t glolont, 20t FAE
I WEFFO] L FAMEEC] AR o =it
(Lee, Jung & Yoon, 2007).
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= Wgolre] dme} ST A, ZHRlEe] &2]4
QL oAEAT olal], 719 vl AFel thgt
ZeH|AF gRGo] gk HAlo] T8 AT HAAERA (Ha,
2006; Kim, 2004; Kim & Lee, 2003; Lee, 2004; Lee &
Kim, 2007; Park, 2008) &0l wf=w tfjF2o] An|A}

Adiaas] ok A 2o 2 3 o

o) oJthar sk},
o oldEe PR B o Seag)
1242 A3 glor, 719 392 BEg 7kl &
A W gAY 5 & SHEo] Y i (Ha,
2006).
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e A E N Hhrﬂ’—‘ioltt], tistge] 7}
A vl gelzlol 3, ARt 7H fel=el Aow vt
.
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Holgith. ek 2mAEo] HlgeH AFS He olf
F 6}% 71490 A olejel Aoz setEigint.

QoM et ATl At Ql4fshs 4n)
2} *r?JOﬂ tH?ﬂ B aeld = 2R fEle AlEeld
Au2E A, Abg mE Pofsked] Aol wE g
YEL olus wElTE, 9, 71Zol0), 2927k Tl
P92 shzul Yol S ek Bslol vl gne
Feleka Aofsha, 2uARs Bz} 2ulje] &)
xJo] z‘ngO = O]SH 7&;1]7(40] 5:5}]& ou:x] = j_fg;q

oreAld] wet olF el WES Bl H, WS B
e e £ auArt g old
o2 YePdt (Yoon & Jung, 2007).

27 Hlge] F3 Aeiaiele] deakg {99
Aol A7 A7E Kim & Lee (2003)0l4= 2xH] A} ]
Fo e v, B, 7o FEskieT), &
HZEe] HlEEA PEATFS ERoH, duiAET=
FEH FeAee e Aom AL, LR AF HlE
2] FEFII At FeA FPrbelolle froldh A

o7} 3iSirt.

[

I

= = 2 (2007»1)0}91°U4 -
A3} 128789 AEAPL HFRA o o] &= A o
AAES] QATFEA A EAL <Table 1>3} 2t}
A 40t o]iFo] 50.9%= 71 wWekew, 30t)
(31.3%), 20tH(13.4%) <=0]$\ 1L, 8tede B0 713 B
Sith (45.5%). Bl 2 e Sdol 10d vl
7V wgkel tip 1d ol iAol 2w A

Zr3 Ak 77.7%= 71E0|RaL, 21.4%7} v]Eo|A

£

- 41 -



o}t K| H[243 15 2015

(Table 1) Demographical Characteristics of the Sample (N=112)

Variable N %
Twenties 15 134
Thirties 35 313
Age
Over 40 years 57 50.9
no response 5 4.5
High school graduate 51 45.5
. College graduate 28 25.0
Educational Level T
Over University graduate 9 8.0
no response 24 214
Less than 1 year 10 8.9
1~3 years 29 25.9
3~5 years 19 17.0
Years of Sales Job
5~10 years 25 223
Over 10 years 22 19.6
no response 7 6.3
Consultant 41 36.6
o Chief 39 34.8
Position in Job
Head of Team 24 214
no response 8 7.1
Married 87 77.7
Marital Status Non-Married 24 21.4
no response 1 0.9

Aol AHGE BRAE 24} B ATEAS 5
e e ARET ol 1Al et i, Al
Aol @R gel 25, Telm dnla gAY 3 e
2] ek HEER ofTolAr). ofFe T 4% A

o ddE e 7]% ?ﬂ?ﬂ (Lee, 1997)% %Jj}oq

l‘: Aol AR BES SPE Sl 4
Al - AsHI nlke] wlse] A et
& 97 (Kim & Lee, 2003)0l4] ARg-

AFE AE 735, ANOVA (with Duncan's Multiple
test), Chi-square test 5= A& QQlEA A=
B2 - AT 459k dE RS Vel

2 WiHes 994 28NS g, a9laslss &

Tl FoA

A thal Bl BE EIES Q18X A, 37
9] 398 ¢lE0] F&5 =T <Table 2>, 0|59 FEA}

AEe 63.892%Jem, 2T F Cronbach's

Alpha=.595 ¢t} 319 22152 A (Irresponsibility)
(R =23.209), 14 9]] thg}t o]3lle} &5 (Understanding and
respect for customers) (R*=20.490), Zhullz} z}2le] o]
2 (First priority to Sales persons) (R2=20.192)9_E ]
BE A
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AR acle A e AMu|=E EsithE ZAd )] skl aRlEe] FEESET <Table 3>, o&
7t ARrle] ARE nAgto 7 E-vREA|, AASAL AE o FEA AduEe T1361%on, 2lEHw
o thel] 2t ARE AlFdh= A 2o g == @3lt).  Cronbach's Alpha=.9410]0t}. 319 Q&5 EAAE
‘w3t olalel 2% gole AT AL uly A Tl (Sales of defected products) (R*=22.828), B AA}=]
743 BojeEs), Ao/ ZaFd vkea] Bete] otk Aula) 9] (Unfair sales practices) (R'=17.244), 5]$18)9]
W glon, nAA BRgoh} JFA/FAE AHs] (A false sales practices) (R*=16.628), |42 dtolzhuf

F g xs gt} vixjato g ghja} zjale] o]e] & (Unusual discount) (R’=14.662)2 8=

A gRle Bl s Bl uAS Hrisith AL A EAARE A 29l A o= AlFol Slaw

e 3 2] BAE AQeFE DA oleludt v o2 WulE fESAY 1AL Sol 2w, FelE 9

ololg $4late] Ael HEE W, ThL B oS B 5 2 Pl ol7] 9
o A BASE A o s @

A g wakh W Beas) acle e
2 S ol B oA S el
Wi}, SlgAel 2ele Br WS Ajole] 24

2) BoR=Ae] drat Hged 25 sslasl

Foldes gy vgel B 2R edRd

it m{o rlr

(Table 2) Factor Analysis of the Attitudes toward Customers

. Reliability Total Reliability
) Cumulative %
Eigen Value . Cronbach's Alpha Cronbach's Alpha
of Variance
Value Value
Factor 1
o 2.089 23.209 127
Irresponsibility
Factor 2
Understanding and 1.844 43.699 .657 595
respect for customers
Factor 3
First priority to Sales 1.817 63.891 .649
persons
(Table 3) Factor Analysis of Unethics related to Work
. Reliability Total Reliability
. Cumulative %
Eigen Value . Cronbach's Alpha Cronbach's Alpha
of Variance
Value Value
Factor 1
Sales of defected 4.566 22.828 .892
products
factor 2 3.449 40.072 895
Unfair sales practices 941
Factor 3
A false sales 3.326 56.700 .843
practices
Factor 4 2,932 71361 815

Unusual discount
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= dol e 7w BT S AL TR, U RS BE AEE AT A AL A0S
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ghifshe Hlwg Wk 2 wHTheAL T FES sk BEE Wk
“gl el e A9 agle AEE AN wedy

3) &bl uleelA AR e skl AL BlAstel ke 4714 e B HES

Al ul g d AT B B RS aolRy
g 4, 3709 stelaslEo] FEHIU=T <Table 4>, o]
g«l ZEA AWEe 62.797%en, e F
Cronbach's Alpha=.914%]t}. 39 Q15 &3} #AA
#9] (False and deception) (R’=26.136), 2% )9
(Illegal behavior) (R’=18.655), Tz} @g] sl <]
(Invasion of Sales person's rights) (R’=18.006)= =]
Act.

‘Elat ARG 22l APhle] gk Mgl v

ol

Sl Se ARE ol ua
wrsteic). ol wjsh £ 12 AHoE v sEel
nl g auAERs eld avdgow

i)
0
B
=
>
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(Table 4) Factor Analysis of Consumer Unethics

. Reliability Total Reliability
) Cumulative %
Eigen Value . Cronbach's Alpha Cronbach's Alpha
of Variance
Value Value
Factor 1
. 7.429 28.275 .839
False and deception
Factor 2
. 2.086 46.952 .800 913
Illegal behavior
Factor 3
Invasion of sales 1.560 65.147 .877
person’s right
(Table 5) Cluster Analysis of Consumer Unethics
Group 1 Group 2 Group 3
Groups - -
) Mid-level Unethical Fp
Factors Ethical Consumers
Consumers Consumers
Factor 1
) 2.88 (32) a 322 (46) b 3.81 (22) ¢ 122.851 ***
False and deception
Factor 2
Invasion of Sales 296 (35 b 2.26 (34) a 3.46 (46) c 68.688 ***
person's rights
Factor 3
2.74 (42) a 2.74 (.56) a 339 (40) b 35.329 ***

Illegal behaviors

* p<.10, ** p<.05, ***p<.01
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I A, R vlaeld §8 vaeld avak 3 9] soldick
57.5% (N=73), &-2]8 28|17} 26.8% (N=34), 373 &
H|2} 15.7% (N=20)¢] 2= Hrh 3

. ZHIRL HIR2H A2 BE R oE
= HojASo| S0l
2. ZAH

<Table 7>0l] R wlsh o] ZulA wl g4 47
o B §0) W o) ofF SAE Bejase] b
<Table 6> i njsh o] AujarSe] nald] of  wi SuiRkse] A et AU Bujaks oA
3 Bwe] sepasSolE T o olslel 25 i AT feld AfolE el 1 A, Ale] &
AeHom Frloldel Be 4Ee HaAw, PAYA  wAEA geHom Y B9ss Buse e

el 52 s HolM 2ARNS s dvidls anAb viae]d A B= {3l vis dviirkzA

=9 1Mol et EiE, EHoHXIZA{C|

ALX]
o
we 252 2H|AH HIEEE A2

=

& S okt ok o 255 AYS Tl S AU PEAE AYE 2 2 P4

She Ao ol wA wlglomA APl S BAGN LuAEA AuHoR feHon BEshe

Slol PhaiAke olulg B=E Bl MAEE 2l WAl Ad @9lE s )
Fulirsl B Hgel s BN BA AF A5 and o DA Bl AL o S

ghol, WAl o, B8] A, WAl elsh She BERTS B,

5 BE PRol Flolde] geld 2ES AWK A <Table 8ol = vk} o] Awlae] vl gelH

o]
o2 Yehdtth o] 52 Yoon#} Jung (2007)¢] 7ol @ BlE fdol wE shdE dujdEe] 4 aeld
A Uehd 9 2ake] Muls 2B E felAdHE AT dRelM e % 2ol WAl AE v, v
Tob e oldith 2l i, &9189], 2ejar v A ElduolA] folgk

ulREA 9 vlEEd A et FHESE Al AJolE BYTE I Ay, 2aE AnrleA vgeFes
821 BFoA Fholde vlgEdS YERIET, £ A A4S e diAES o AR vlsEA A
I ARYLN7L 7P wko, wuial A Ha g9, B % f39] diAERD EANE dES dskiAG

(Table 6) Sales Persons' Unethics, Attitudes toward Customers and Consumer Unethics

Variables Subvariables M (SD)
Attitudes Irresponsibility 2.10 (.88)
toward Understanding and respect for customers 3.72 (.72)
Customers . .
First priority to sales persons 2.47 (.85)
Trouble Product Sales 3.09 (.75)
Unethics Abnormal Sales 3.51 (.63)
related to
Work False 3.62 (.51)
Unusual Discount 3.52 (.65)
False and deception 3.48 (.51)
Consumer . .
. Invasion of sales person's rights 3.15 (.60)
Unethics
Illegal behaviors 3.11 (.54)

Note; Measured by 4 levels on Likert scale; very agreed(4) to very disagreed(1)
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Aoz BEstn Y

ruE b

o B ATE AHRE e
sog gelHom YEShs Avte A 3N A
Hejl s gelos BET Aolehs 7thE shgork
A 24 Aelt G, F1de aANE 4o
o} ARE|A AQlE Sehska QAR FriAbEe] LA
Sl A@AE FHEA Beln G A obd
= Abel Stk

AT ke Ale] vlgelzloleb A v
#eHY oz P2k PErhs AT Belo
2200l mlxjAleks g} atolr dmlxteae)
qT @ uuct o vgela PEole] f5o Hoksict
€ A8 LT L2 G2 & W a0 &

sho] AR Wk, A

=

o Ho

o fredel uAen BEsHe o] A 4 S Sl olole: e ol vial, BuEA e
o sl FAAG AR Wl olole o $Aal @ ke HgEH A9e Foe AL 5 gl B
= A4S JUg ol BulAl HleE Bk & A olQo] AtiHer Fw, A W fAd-Fe] AYe=m
(Table 7) Differences in Attitudes toward Customers among Types of Consumer Unethics
Groups . . Unethical
. Ethical Consumers Mid-level Consumers F p
Subvariables Consumers
Irresponsibility 2.62 (.85) b 2.00 (.70) a 1.88 (.85) a 9.49 ***
Understanding and respect for
) 3.52 (.51) 3.83 (.82) 3.79 (.74) 1.99
Clients
First priority to Sales persons 3.72 (71) b 2.28 (.82) ab 2.85 (.67) a 5.76 ***
* p<.10, ** p<.05, ***p<.01
a & b ; results of Duncan's multiple rage test
(Table 8) Differences in Unethics related to Work depending on types of Consumer Unethics
Groups . Mid-level Unethical
) Ethical Consumers Fp
Subvariables Consumers Consumers
Trouble Product Sales 2.90 (.76) a 2.60 (.51) a 332 (71) b 10.04 ***
Abnormal Sales 321 (71) a 325 (.72) a 372 (49) b 10.89 ***
False 3.23 (62) a 343 (53) a 382 (35 b 15.04 ***
Unusual Discount 326 (71) a 3.22 (.68) a 371 (55) b 8.80 ***

* p<.10, ** p<.05, ***p<01

a & b ; results of Duncan's multiple rage test
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AL Tl 2Axlold 7o) B4 A3 4
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