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A Study on the Consumers’ Inherent Characteristics Influencing

on the Relationship Building Intention with the Salesperson:
Relational Benefits as Mediating Variables
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A Study on the Consumers’ Inherent Characteristics Influencing

on the Relationship Building Intention with the Salesperson:
Relational Benefits as Mediating Variables

Park, Chanwook™

Abstract

As the competition intensifies and the market matures, marketers are more and more concerned
with the relationship marketing. Many of the previous researches have pointed out that not all of
the consumers are relationship-oriented. But none of the previous research has systematically investigated
this issue.

This research investigated the relationship among the three concepts: consumers’ intrinsic characteristics,
perceived importance of relational benefits, and relationship building intention with the salesperson.
In this research the perceived importance of relational benefits is treated as mediating variable in the
relationship between consumers’ intrinsic characteristics and relationship building intention with the

salesperson. The conceptual model in this study can be depicted as follows.

<relationship among the concepts in this study)

perceived importance
of confidence benefit
relationship building
Intention with salesperson
perceived importance
of social benefit

From the consumers perspective relational benefits can be defined as “the additional benefits

consumers’
Intrinsic characteristics

consumers can receive in addition to core services through the long-term relationship with the

service provider.” And in this study two kinds of relational benefits are adopted by reviewing the
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previous research: confidence benefits and social benefits.

Relational benefit received from the salesperson is very important to predict consumers’ relationship

building intention with the salesperson. The more relational benefits consumer wants from the

salesperson, the

more relationship building intention he/she has. From this point two hypotheses are

derived as follows.

Hypothesis 1:

Hypothesis 2:

As the perceived importance of confidence benefit from the salesperson increases,
the relationship building intention with the salesperson increases.
As the perceived importance of social benefit from the salesperson increases, the

relationship building intention with the salesperson increases.

In this study four individual characteristics(risk taking tendency, variety-seeking tendency, product

knowledge, trust orientation) are hypothesized to influence the perceived importance of confidence

benefits from the salesperson. And three individual characteristics(interpersonal orientation, price

consciousness, trust orientation) are hypothesized to influence the perceived importance of social

benefits from the salesperson. These 7 hypotheses are as follows.

Hypothesis 3:

Hypothesis 4:

Hypothesis b5:

Hypothesis 6:

Hypothesis 7:

Hypothesis 8:

Hypothesis 9:

As the risk taking tendency increases, the perceived importance of confidence benefits
from the salesperson decreases.

As the variety-seeking tendency increases, the perceived importance of confidence
benefits from the salesperson decreases.

As the product knowledge increases, the perceived importance of confidence benefits
from the salesperson decreases.

As the trust orientation increases, the perceived importance of confidence benefits
from the salesperson increases.

As the interpersonal orientation increases, the perceived importance of social benefits
from the salesperson increases.

As the price consclousness increases, the perceived importance of social benefits from
the salesperson decreases.

As the trust orientation increases, the perceived importance of social benefits from

the salesperson increases.

The whole model in this study can be depicted as follows:
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{research model in this study)

risk taking
tendency
variety -seeking
tendenc
H5 perceived importance
product of confidence benefit
knowledge
He relationship building
frust Intention with salesperson
orientation
perceived importance
- H7 of social benefit
interpersonal
orientation
H8
price
consciousness

Data were collected from the 396 consumers who actually trade stocks through the salesperson and

H1

were analyzed using structural equation model.

The analysis results show that consumers’ perceived importance of relational benefits(confidence
benefit and social benefit) play the roles of mediating variables in the causal relationship between
consumers’ inherent characteristics and their relationship building intention with the salesperson. As
for the individual characteristics, the influences of variety-seeking tendency, trust orientation, and
price consciousness are statistically significant. It was found that variety-seeking tendency has a significant
negative effect on the perceived importance of confidence benefit, and that trust orientation has a
significant positive effect on the perceived importance of both of confidence and social benefit.
Finally it was also found that, on the contrary to the influence direction suggested in the hypothesis,

price consciousness has a significant positive effect on the perceived importance of social benefit,

Key words: relational benefit, confidence benefit, social benefit, risk taking tendency, variety-seeking

tendency, product knowledge, trust orientation, interpersonal orientation, price consciousness
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