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CREDIBILITY OF A SALESPERSON IN RETAILING:
JUDGMENTS ON THE BASIS OF THEIR DEMOGRAPHIC PARAMETERS

This paper aims to add to scientific and managerial knowledge about the intersection between
a buyer and salesperson based on judgments of buyers about salespeople on the visual information cues.
Respondents evaluated credibility of salespeople who differed in their gender and age.
These demographic parameters affected the perceived professional and personal characteristics of each
salesperson, which in turn affected the measurement of the overall credibility of a salesperson. Analysis
of the survey data allowed concluding that age and gender of a salesperson have an important
differentiating power in buyer’s judgments about salesperson’s credibility in general, as well as about
separate dimensions of credibility individually. Also, it indicates instances when judgments about
credibility of salespeople depend on the buyer demographics: gender, age or their interaction. From
the empirical results, conclusions and managerial implications are derived.

Keywords: salesperson, credibility, retailing, age, gender, Lithuania.

Research problem. Though large part of the decision-making process for durable goods
takes place outside of store settings, the importance of a salesperson’s advice can’t be
underestimated. A salesperson represents a variety of roles, ranging from a promoter and
referent to a highly professional specialized field consultant; and the researchers started
investigation of these issues many decades ago [1]. Buyers evaluate credibility of salespeople
based on a relatively large number of their characteristics, which are considered both
separately and in an integrative manner, forming factors of salesperson credibility [2].
The result of this evaluation often predetermines whether advice of the salesperson is
considered, and, subsequently, whether the purchase will be made.

Potential buyers have rather limited span of time to evaluate characteristics of
a salesperson. It comes as no surprise that many decisions whether to ask for the assistance of
a salesperson is made spontanecously, based just on a visual presence of a salesperson.
The stereotyping of visual impressions is often made on the basis of minimal set of
characteristics, such as perceived age, gender, and their fit with the contexts: products type,
store environment, etc. [3; 4]. Out of these characteristics potential buyers derive believes
about personal and professional characteristics of a salesperson, and develop overall
judgments regarding the trustfulness of their recommendations [5].

Conversely, an important part of the buyer-salesperson interaction depends on
the characteristics of a buyer. These might range from rather nominal external parameters
(like demographics) to much more sophisticated aspects that integrate buyer-product-situation
interactions, such as product knowledge, involvement, shopping orientation and many
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more [6]. However, from the practical standpoint of a retailer, success of the selling activities
in a store often depends on the fit between buyer and salesperson that is often based on
the minimal number of demographic characteristics [7; 8]. Thus, retailers can potentially
maximize perceived credibility by better matching salespeople and consumer characteristics,
and thus achieve higher consumer trust and cooperation [9]. The span to make the correct
decision is often limited to seconds, and therefore clear recommendations about decisions,
based on visually observable characteristics of a potential buyer, are very much demanded
by retailers.

Literature analysis and research questions. The concept of credibility is used in relation
to various types of communication sources. Salesperson credibility consumes an important
sub-stream of the research in this area. Salesperson credibility is important because
the message, provided by a credible salesperson, is processed deeply, and deeper processing of
a sales message leads to a higher likelihood of the sales message being accepted [10].

Typically, credibility is understood as a multidimensional construct that reflects rather
large number of dimensions of source credibility, grouped into two major factors; namely —
competence and trustworthiness [11]. The two have been widely accepted and are typically
used in current research. However, numerous studies approach measurements of trust and
credibility in many different ways [5; 12; 13]. Other frequently used dimensions of this
construct include two aspects: dimensions that are linked with sales
communication/presentation, and dimensions, related with the appearance of the source [2].
The process of research on credibility continues to include modifications of the measured
scope of dimensions, and their number often is the result of factor analysis on the basis of the
obtained data for a specific study. One of the most comprehensive efforts to systematize
measurement of credibility has been made by Martin Eisend, who on the basis of numerous
previous studies has extracted specific factors for the salesperson credibility, company
credibility and spokesperson credibility. In his study, the eight factors of salesperson
credibility include attractiveness, experience, dynamism, fairness, objectivity, sincerity,
expertise and closeness to reality/sympathy [2].

Credibility is a generalization that is perceived by the receiver and has no strict and
objective criteria. Thus, some of the results in social psychology research may not be
applicable to the personal selling situation [10]. An interaction with a salesperson is relatively
short during which a buyer develops judgements about a salesperson on the basis of the first
impression and stereotypes that are not necessarily favorable [3; 14]. Linking the observed
visual characteristics of a salesperson with the type of the product and specifics of the outlet,
a buyer “converts” them into the judgement about salesperson credibility. It is suggested that
the interpretations depend on selling-related experience of a buyer and other factors [15].
However, the existing scope of research on judgments about salesperson credibility on
thebasis of small number of visually observable characteristics of a salesperson is not
sufficient, and can be defined as a research gap, which is attempted to address in this study.

The most instantly noticed obvious characteristics of a salesperson are age and gender, and
this allows raising the first research question of this study:

1) How evaluations of salespersons’ credibility differ, depending on his/her age and
gender?

As it is discussed above, the credibility construct is made-up by numerous dimensions.
Assuming that the differences on the basis of the above mentioned demographics will be
observed, we develop the second research question:

2) What dimensions of salespersons’ credibility influence higher or lower judgments
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about the overall credibility of salespeople who have different demographic characteristics?

The two questions make the base for the study; however, the relation between a buyer and
a seller is often considered as being dyadic by its nature [16]. This requires considering
characteristics of a salesperson together with characteristics of a buyer and taking into account
their interaction.

Buyer characteristics has been extensively researched in the context of buyer
segmentation; one or another set of the buyer characteristics has been used in majority of
studies on purchasing behavior or intent. In this study, we analyze the buyer characteristics
from the standpoint of the buyer-seller similarity concept. Rooting from the relational
demography, buyer-seller similarity concept might include rather large number of similarity
aspects. However, in marketing and sales-related studies their scope is significantly narrowed.
In this instance, J. Brock Smith proposed using five aspects of similarity: similarity in life
stage, gender, culture, work attitudes, and personality [17]. All these aspects represent visual
parameters and behaviors of a salesperson that at least to some extent can be observed by
a buyer. Among them, age (which is simplified expression of the life stage) and gender are
the easiest to be noticed instantly. Since this study concentrates on researching the credibility
of a salesperson on the basis of the age and gender, the same demographic variables of a buyer
are chosen to achieve similarity/dissimilarity with the potential buyers (respondents of
the survey). Age and gender are simple biological comparisons, which (especially —
the gender) immediately elicit well-developed sex-based schema for exchange [18]. This
allows developing the third research question:

3) How evaluations of credibility of salespeople are affected by (dis)similarities in age
and gender between the salesperson and buyer?

Comparison of the buyer-seller similarity has been used in studies on related issues in the
sales context, analyzing other (not credibility-related) of sales process, [8; 19; 20].
Such studies allowed disclosing specifics of the age and gender-based differences in
perceptions, attitudes and behaviors [6; 21].

Research methodology. The data collection has been performed on the basis of internet
survey, based on convenience sampling. Respondents have been shown four pre-tested
pictures of salespeople, who differ among themselves in terms of their age and gender.
The age categories have been matched to the groupings of respondents; thus two salespeople
(male and female) represented younger adults (18-37 year old), two others — elder adults
(above 37). The study has been performed controlling for the type of a store; respondents have
been shown pictures of salespeople within the environment of a store that sells home
furnishing products, and with the relevant outfit. After a screening question that checked
whether a person was responsible for buying interior items or furniture for a household, each
respondent was sequentially shown all four pictures.

The research instrument measured eight dimensions of salesperson credibility:
Attractiveness, Experience, Dynamism, Comprehensiveness, Objectiveness, Sincerity,
Expertise, and Accommodation (with minimal modifications taken from Eisend, [2]).
The presence of characteristics of each salesperson that has been shown on a picture has been
measured on a seven point Likert scale from “totally disagree” to “totally agree”.
Cronbach’s alpha of the characteristics showed high level of reliability for the overall
credibility scale in regards of all the pictures (o0 =0.894 for elder woman; a=0.859 for
younger woman; o = 0.901 for younger man; and o = 0.811 for elder man). The questionnaire
included the typical demographic characteristics of a respondent (gender, age, incomes and
education).
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More than 200 respondents participated in the survey, 149 answered positively to the
screening question and were suitable for the further analysis. The distribution of respondents
according their gender was close to the distribution of the population of Lithuania —
the sample was made up of 54% of women and 46% of men. Respondents have been divided
into two groups, representing younger adults (18-37) and elder adults (38-57). This is related
with the two life stages — the variable concerned with progression through the human
experience and an assessment of similarity along combined attributes such as age, marital
status, and family situation [17]. In the sample, 69% respondents were between
18-37 years old, and 31% — older than 37. Almost half of them had bachelor or equivalent
level of education; more than a half of them had 401-800 € of personal income per month.

Findings. Analysis of overall credibility evaluations of four salespeople was performed to
address the first research question. It was found that credibility differs, depending on the age
and gender on a salesperson. Repeated measures ANOVA with a Greenhouse-Geisser
correction determined that perception of credibility differed statistically significantly between
four types of salespeople (F (2.44, 360.96)=7.880, p<0.01). Post hoc tests using
the Bonferroni correction revealed that younger male salesperson was evaluated statistically
significantly better than other salespeople (Mym=5.01 vs. Mgr=4.74, Myr=4.60,
Mem =4.62, p<0.01). However, there were no statistically significant differences among
evaluations of the other salespeople. This allows stating that the younger male has been
evaluated as the most credible salesperson, and this age/gender combination is the most
suitable for retailing of home furnishing products. However, the credibility of the all
salespeople was higher than the mean of the seven-point scale, which means that
the respondents found all four salespeople being rather credible (Table 1).

Table 1 — Overall credibility of four salespeople

Salesperson Mean Std. Deviation
Elder female 4.74 0.91
Younger female 4.60 0.87
Younger male 5.01 0.97
Elder male 4.62 0.78

Repeated measures ANOVA with a Greenhouse-Geisser correction was used to find
differences of characteristics among the four salespeople to address the second research
question. Several differences in evaluation of characteristics are detected; however, the most
important is to understand what makes the younger male salesperson to be evaluated higher
than others.

Rather surprisingly, the younger male has been perceived as the best expert among
the four. The evaluation on expert-like characteristic differed from the evaluation of three
other salespeople statistically significantly (F (2.53, 374.96) = 30.573, p < 0.01). Post hoc tests
using the Bonferroni correction revealed that evaluation of expert-looking dimension of
younger male salesperson was statistically significantly higher than of the other salespeople
Mym=5.49 vs. Mgr=4.48, Myr=4.28, Mpu=4.47, p<0.01). Another important
characteristic, which distinguished younger male from others, was also rather surprising, and
cannot be directly linked with his younger age — this was experience
(F (2.30, 339.98) = 27.544, p < 0.01). He received high evaluation on this dimension together
with the elder female (Mym=5.29, Mgr=5.11 vs. Myr=4.23, Mem =4.58, p<0.01).
The third dimension on which the younger male salesperson was superior to others was
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sincerity (F (2.53, 375.11) = 6.805, p<0.01). Again, higher evaluations have been given
to him and the elder female (Mym = 4.99, Mgr = 5.07 vs. Myr = 4.68, Mpm = 4.62, p<0.01).
Finally, the younger male salesperson has been superior to the others on the dimension of
dynamism (F (2.72, 402.29) = 17.817, p <0.01). This characteristic was high for both male
salespeople, comparing that with evaluation of the both females (Mym = 4.95, Mgm = 4.85 vs.
Mgr =4.42, Myr = 4.09, p <0.01). This shows that the younger male salesperson was graded
highest (alone or together with another salesperson) in 4 instances out of 8, and this lead to his
higher overall evaluation of credibility (Table 2).

Table 2 — Evaluation of dimensions of credibility of four salespeople

Elder Younger Younger

Dimension f Elder male F Sig.
emale female male
Attractiveness 4.16 5.29* 4.30 4.19 35.341 0.000
Experience 5.11% 4.23 5.29% 4.58 27.544 0.000
Dynamism 442 4.09 4.95% 4.85% 17.817 0.000
Comprehensiveness 442 4.15* 4.58 4.58 4.42 0.006
Objectiveness 4.79 4.48* 5.06 4.83 7.027 0.000
Sincerity 5.07* 4.68 4.99* 4.62 6.805 0.000
Expertise 448 4.28 5.49* 4.47 30.573 0.000
Accommodation 5.46 5.56 5.41 4.86* 15.655 0.000

* — statistically significant

Other salespeople differed one from another on some dimensions both positively and
negatively. Younger female salesperson had lowest evaluation of comprehensiveness
(F (2.73, 404.24) = 4.42, p<0.01). The same salesperson has been evaluated as being less
objective (F (2.62, 388.35)= 7.03, p<0.01). On the other hand, the younger female
salesperson was the most attractive (F2.38, 352.26) = 35.341, p <0.01). Another salesperson —
elder male — was perceived as less accommodating than anyone else (F (2.57, 381.02) =
15.655,p <0.01).

The third research question was raised in order to study how evaluation of credibility of
salespeople, who differ in age and gender, vary depending on the age and gender of potential
buyers. This was analyzed with factorial ANOVA for each type (age/gender combination) of
a salesperson.

Evaluation of the elder female salesperson. In this case we found statistically significant
difference of Gender (F1, 145=8.582, p=0.004, Power =0.829), Age (F1, 145=4.429,
p=0.037, Power =0.552) and interaction of Age and Gender (F1, 145 =4.369, p =0.038,
Power = 0.546). However, the latter had rather low value of observed power. This suggests
that female respondents evaluated the elder female salesperson as more credible (M = 4.86)
than male respondents (M=4.60).

In addition, the evaluations of younger respondents were more positive (M =4.77) than
those of the elder ones (M =4.67). The interaction between gender and age suggests that
38-57 years old male respondents evaluated credibility of elder female salesperson less
positively (M =3.92), compared with all other groups. In summary, the analysis shows that
elder female salesperson is the least suitable type of a salesperson for men of 38-57 years old
in this environment (see Table 3 and Fig. 1).

Evaluation of the younger female salesperson. Statistically significant difference occurred
as the effect of Age (F1, 145 =40.101, p = 0.000, Power = 1.000) and interaction of Age and
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Gender (F1, 145=10.744, p=0.001, Power=0.903), while Gender had no impact
(F1, 145 =0.073, p = 0.788, Power = (. 058). This allows summarizing that the elder group of
respondents (38+) evaluated younger female salesperson as more credible (M =5.21) than
respondents who were 18-37 years old (M = 4.32).

Interaction analysis showed that evaluations of the younger group significantly differ
among themselves on the basis of the gender of respondents. Male respondents evaluated
credibility of the young female salesperson less positively (M =4.09), comparing to
the female respondents (M = 4.64). This allows stating that the younger female salesperson is
the least suitable demographic type of a salesperson for younger men (see Table 3 and Fig. 1).

Table 3 — Credibility of the elder and younger female salesperson, depending age
and gender of respondents

Gender of A Elder female salesperson Younger female salesperson
respondent £e Mean Std. Deviation Mean Std. Deviation
18-37 4.86 1.01 4.64* 0.79
Female 38-57 4.86 1.01 5.11 0.73
Total 4.86* 1.00 4.86 0.80
18-37 4.70 0.51 4.09* 0.74
Male 38-57 3.92% 1.56 5.58 0.25
Total 4.60* 0.77 4.28 0.86
18-37 4.77* 0.76 4.32% 0.81
Total 38-57 4.67* 1.18 5.21% 0.69
Total 4.74 0.91 4.60 0.87

* — statistically significant
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Figure 1 — Evaluation of credibility of elder and younger female salesperson,
based on the interaction of age and gender of respondents

Evaluation of the younger male salesperson. In this case a statistical difference was found
for the main effect of the Age (F1, 145=64.830, p=0.000, Power = 1.000) and for the
interaction of Age and Gender (F1, 145 =4.637, p = 0.033, Power = 0.571), while Gender had
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no impact on evaluation (F1, 145=0.053, p=0.819, Power =0.056). The elder group of
respondents evaluated the younger male salesperson as being more credible (M = 5.85) than
respondents who were younger (M = 4.63). Statistically significant result of the interactions
disclosed that while younger (18-37 old) male respondents were quite skeptical about
credibility of a younger male salesperson (M =4 .50), the same age females were much more
positive (M =4.81). In general, we conclude that younger male salesperson is the most
suitable demographic type of a salesperson for buyers who are older than 38 (see Table 4
and Fig. 2).

Table 4 — Credibility of the elder and younger male salesperson,
depending age and gender of respondents

Gender of Younger male salesperson Elder male salesperson
respondent Age Mean Std. Deviation Mean Std. Deviation
18-37 4.81* 0.70 4.56 0.58
Female 38-57 5.78 0.57 4.86 0.93
Total 5.25 0.80 4.70 0.77
18-37 4.50%* 0.96 445 0.79
Male 38-57 6.17 0.31 5.08 0.44
Total 4.72 1.07 4.53 0.78
18-37 4.63* 0.87 4.50* 0.71
Total 38-57 5.85% 0.55 4.90* 0.86
Total 5.01 0.97 4.62 0.78

* — statistically significant

Evaluation of the elder male salesperson. In this instance the difference has occurred just
for the main effect of the Age (F1, 145 =8.432, p=0.004, Power = 0.822); while Gender
(F1,145=0.133, p=0.716, Power=0.065), while the interaction Age*Gender
(F1, 145 =1.084, p = 0.300, Power = 0.179) had no significance. Therefore, we only conclude
that the elder respondents (38-57) evaluated the elder male salesperson as being more credible
(M = 4.90) than the respondents who were younger (M = 4.50) (Table 4 and Fig. 2).
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Figure 2 — Evaluation of credibility of elder and younger male salesperson,
based on the interaction of age and gender of respondents
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The analysis on credibility of salespeople in various age/gender combinations of
the respondents confirmed theoretical knowledge that the age of buyers is important factor in
evaluation of credibility of salespeople. We have found that younger respondents (18-37) were
more skeptical about the credibility of salespeople, comparing that with the elder (38-57)
respondents. Also, we can state that the gender plays important role only in the interaction
with the age. In some cases, this interaction had lower value of observed power, but that was
influenced by the unequal distribution of respondents among the groups.

Conclusions and directions for further research. The study helped answer the three
research questions regarding the dyadic fit between buyers and salespeople, based on their age
and gender, in regard of evaluation of salesperson credibility. The analysis allows making
several observations.

First, the findings allow concluding that age and gender of a salesperson have an important
differentiating power in buyer’s judgments about salesperson’s credibility. Knowing that
the judgments typically are made on the basis of rather limited (often — just visual)
information, this aspect is important in recruitment and management of the retail personnel.

Second, analysis on evaluations of the individual dimensions of salesperson credibility
allowed looking deeper into the “building blocks” of the overall judgement about credibility.
All the measured dimensions differentiated on at least one of the analyzed salespeople.
The best overall evaluation of a younger male salesperson is derived from the high scores in
experience, dynamism, sincerity and expertise dimensions. Part of this is rather controversial,
since it is expected that experience and (partly) expertise typically are related with the elder
age of a person [7].

Third, there are instances when judgments about credibility of salespeople depend on the
buyer demographics: gender, age or their interaction. More specifically, we found that
a younger female salesperson is the least suitable demographic type of a salesperson for
younger men; while an elder female salesperson is the least suitable type of a salesperson for
older men. To some extent, this goes into the contradiction with knowledge about the buyer-
seller similarity and even with the similarity-attraction paradigm [8].

It is also disclosed that a younger male salesperson is the most appropriate demographic
type of a salesperson for buyers who are relatively older, independent of their gender.
The elder male salesperson also has been evaluated higher by the elder respondents. Perhaps,
this could be interpreted by the fact that younger respondents (18-37 years old) generally tend
to give lower evaluations across the board. This may be related with their more negative
stereotypes about salespeople (majority of them have no experience of a similar type, see [15],
or their service expectations differ from those of the other age groups [6]. However, these
aspects are outside of the scope of this study.

In general, above mentioned observations are limited to the context of home furnishing
products retailing, and broader conclusions require analyses in broader/different settings.
Another limitation of this study is the disproportionate distribution of respondents among
the demographic categories which had negative influence on value of the observed power. For
the future studies of similar type, it would be very suggestible not just to balance up
proportions of the sample, but also to increase the number of respondents in general, which
enable using other types of the statistical analysis.

1. Busch, P., & Wilson, D.T. (1976). An Experimental Analysis of a Salesman's Expert and
Referent Bases of Social Power in the Buyer-Seller Dyad. Journal of Marketing Research, Vol. 8, 3-11
[in English].

56 MapkeTHUHT i MeHePDKMeHT iHHOBanii, 2016, Ne 2
http://mmi.fem.sumdu.edu.ua/



Po3nin 2 InHoBauii y MapKeTHHTY

2. Eisend, M. (2006). Source Credibility Dimensions in Marketing Communication -
A Generalized Solution, Journal of Empirical Generalisations in Marketing Science, Vol 10, No.2, 1-33
[in English].

3. Babin, B.J., Boles, J.S., & Darden, W.R. (1995). Salesperson stereotypes, consumer emotions,
and their impact on information processing. Journal of the Academy of Marketing Science, 32(2),
94-105 [in English].

4. Kidwell, B., & Hasford, J. (2014). Emotional Ability and Nonverbal Communication.
Psychology & Marketing, Vol. 31 Issue 7, 526-538 [in English].

5. Wood, J. A., Boles, I.s., Johnston, W., & Bellenger, D. (2008). Buyers’ Trust of the Salesperson:
An Ttem-Level Meta-Analysis. Journal of Personal Selling & Sales Management, Vol. 28, Issue 3,
263-283 [in English].

6. Ma, Y.J., & Niehm, L.S. (2006). Service expectations of older generation Y customers:
An examination of apparel retail settings. Managing Service Quality: An International Journal, Vol. 16
Issue 6, 620-640 [in English].

7. Johnson-Hillery, J., Kang, J., & Tuan, W-J. (1997). The difference between elderly consumers’
satisfaction levels and retail sales personnel’s perceptions, International Journal of Retail & Distribution
Management, Vol. 25 Iss: 4, 126 -137 [in English].

8. Dwyer, S., Richard, O., & Shepherd, C.D. (1998). An Exploratory Study of Gender and Age
Matching in the Salesperson-Prospective Customer Dyad: Testing Similarity-Performance Predictions.
The Journal of Personal Selling and Sales Management, Vol. 18, No. 4, Special Issue on Diversity in the
Sales Force, 55-69 [in English].

9. Guenzi, P., & Georges, L. (2010). Interpersonal trust in commercial relationships: Antecedents
and consequences of customer trust in the salesperson. European Journal of Marketing, Vol. 44 Issue
1/2, 114-138 [in English].

10. Sharma, A. (1991). The Persuasive Effect of Salesperson Credibility: Conceptual and Empirical
Examination. Journal of Personal Selling & Sales Management, Vol. 10 Issue 4, 71 [in English].

11. Hovland, C.I., & Weiss, W, (1951). The Influence of Source Credibility on Communication
Effectiveness. Public Opinion Quarterly, 15(1), 635-650 [in English].

12. Hawes, J.M., & Rao, C.P. (1993). Retail Salesperson Attributes and the Role of Dependability in
the Selection of Durable Goods. Journal of Personal Selling & Sales Management, Vol. 13 Issue 4,
61-71 [in English].

13. Arndt, A., Evans, K., Landry, T.D., Mady, S., & Pongpatipat, C. (2014). The impact of
salesperson credibility-building statements on later stages of the sales encounter. Journal of Personal
Selling & Sales Management, Vol. 34, No. 1, 19-32 [in English].

14. Main, K.J., Dahl, D.W., & Darke, P.R. (2007). Deliberative and automatic bases of suspicion:
empirical evidence of the sinister attribution error. Journal of Consumer Psychology, 17(1), 59-69
[in English].

15. Guo, W., Main, K. (2011). The Fundamental Attribution Error in Salespeople and Its Correction
By Stealing Thunder: Evidence From Agents and Consumers. Advances in Consumer Research, Vol. 38.
(Eds. Darren W. Dahl, Gita V. Johar, and Stijn M.J. van Osselaer). Duluth, MN: Association for
Consumer Research, 792-793 [in English].

16. Cronin, J.J. (1994). Analysis of the buyer-seller dyad: The social relations model. Journal of
Personal Selling & Sales Management, 14, 69-77 [in English].

17. Smith, J.B. (1998). Buyer-Seller Relationships: Similarity, Relationship Managements, and
Quality. Psychology & Marketing, Vol. 15 Issue 1, 3-21 [in English].

18. Deaux, K., & Major, B. (1987). Putting gender into context: An interactive model of gender-
related behavior. Psychological Review, 94(3), 369-389 [in English].

19. McColl, R., & Truong, Y. (2013). The effects of facial attractiveness and gender on customer
evaluations during a web-video sales encounter. Journal of Personal Selling & Sales Management, 31,
117-128 [in English].

20. Rink, D.R. (2015). A theoretical extension of Toman’s sibling position and gender model to
industrial selling. Innovative Marketing, Vol. 11, Issue 1, 42-54 [in English].

MapkeTHUHT i MeHePDKMeHT iHHOBanii, 2016, Ne 2 57
http://mmi.fem.sumdu.edu.ua/



C. Ypoonasiutoc, B. /likuroc, Inc. Pupoon. [loBipa 10 TOProBoro nepcoHajy B po3ipioHiii Toprisii: cymkeHHs
HA OCHOBI 1eMorpadiunux napamerpis

21. Palan, K.M., & Mallalieu, L. (2012) A troubled relationship: an exploration of mall retailers and
teen shoppers' thoughts, behaviors, and coping strategies as they interact with each other. Young
Consumers, Vol. 13 Issue 3, 242-254 [in English].

C. Ypoonagiutoc, n-p xaburiToBaHUiH, npodecop, 3aBigyBad Kadeapn MapKeTHHTY, BirbHIOCHKHIT
yHiBepcuteT (M. BinbHioc, JIutsa);

B. [Jikuroc, 0-p, npodecop xadeapu MmapkeTuHry, BisgpHiochkuii yHiBepcuteT (M. BinbHioc, JIuTsa);

JIorc. Pupoon, PhD, npodecop, MoHdopcrkuit koiemxk 6i3Hecy, YHiBepcurer [liBHiuHOTO Komopano
(M. Komopano, CIIIA)

JloBipa 10 TOpProBoro nepconanay B po3ApiOHiii TOpripii: cya:meHHs Ha OCHOBI JeMorpagivyHux
napamMerpis

Memoro yici cmammi € po3wupennsa HayKo8o2o ma YnpasiiHCbKo20 3HAHHA NPO GI0N0GIOHICMb MidC
noxKynyem i npooasyem WIAXOM AHANI3Y CYOICeHb NOKYNYIE NPo MOp206ull Nepconai, wo 6asyiomucs
MinbKU Ha 8i3yanvuiil iHpopmayii. Y x00i 00CcriodicenHss pecnoHOeHmu OYiHio8anu CmMyniHb 008ipu 00
Mop206020 NePCOHANA, KUl PI3HUSCS 3a cmammio i gikom. Pecnondenmu nog'sizyeanu yi demozpagiuni
napamempu 3 OYIKYGAHUMU NPOPecilinumMu ma OCOOUCMICHUMU XAPAKMEPUCTHUKAMU ~ KOHCHO20
npodasysa. Ix piwenns Gynu inmezposani y eumipiosauns 3azamsoi 0osipu 00 npodasys. Ananiz danux
00CTIOMNCEH s 00360UE 3pOOUMI BUCHOBOK, WO BIK I CIAMb MOP206020 NEPCOHANA MAIOMb 8AMNCAUBUL
oughepenyitiosanuil 6naUe Ha CYOdXHCeHHs NOKYNYs npo 008ipy 00 Npooasys 6 yiiomy, d maxolc npo
oxpemi acnekmu 008ipu. Kpim mozo, ye 00360auno susHauumu unaoKu, KO CyOHICeHHs: npo 008ipy 00
npooasyie 3anexicums Gi0 0eMOPApIUHUX XAPAKMEPUCMUK NOKYnys. cmami, 6iKy abo iXHbo2o
NOEOHAHHA.

Kiro4oBi ciioBa: TOproeuii mepcoHal, A0Bipa, po3apiOHa TOpriBis, BiK, CTaTh, JIUTBa.

C. Ypoonasuurwc, n-p XaOWIHUTUPOBAHHBINA, mpodeccop, 3aBenyromii kadeapoidl MapKETHHIa,
BunbHiocckuii yauBepcuret (. Bunbaioc, JIutsa);

B. Tukurc, n-p, npodeccop kadeapbl MmapkeruHra, BumbHiocckuit ynuBepcurer (r. BusbHioc,
Jlutsa);

Je. Pupoon, PhD, mpocdeccop, Mondopcknit komnemk OnsHeca, YHuBepcuteT CeBepHOrO
Konopano (r. Konopano, CILIA)

JloBepue K TOProBOMy TWepCOHANY B PO3HHYHONH TOProBJie: CY:KIeHHS Ha OCHOBe
AeMorpaguyecKux NapaMeTpoB

Lenvio OanHoU cmambu A6IAEMCA PACUWUPEHUE HAVYHLIX U  YAPABNEHYECKUX 3HAHULL NpO
coomeemcmeue Mexcoy noKynameniem u npooasyom MemooOM AHAIU3A CYHCOeHUll noKynameneu npo
Mop2osbill  NePCOHAN, KOmopvle OA3Upyomcs mMoabKo HA  GU3YanbHoU uH@opmayuu. B xode
UCCIe008aHUS.  PECNOHOEHMbl OYeHUBANU CMenenb 008epus K MOp208OMY NepCoHANy, KOMOpblil
omauyanca no nony u eospacmy. Pecnondenmol ceasviéanu smu Oemocpaguyeckue napamempul
odrcUOaeMbIMU NPODECCUOHATLHIMU U TUYHOCIHBIMU XAPAKMEPUCIUKAMU KANCO020 NPooasyd, u Smu
pewtenus Oblau  UHMeSPUPOBansl 6 usmMepenue obwezo 006epus K npooasyy. Ananusz OanHbIX
Uccne006anus NO360NUNL COeNamyb 6bI800, YMO GO3PACH U NOL MOP206020 NEPCOHANA UMEION BAICHOE
oughepenyuposannoe enusHUe HA CYHCcOeHUe NOKYnamens 0 008epuu K npooasyy 8 yeiom, a maxoice
npo omoenvHbie acnekmol 006epusi. Kpome mozo, 3mo no3601uno onpedeiums cayyau, ko2oa cysucoeHus
npo 0oeepue K NpoOABYy 3A6UCAM OM  0eMOcpapuuecKux Xapakmepucmuk NOKynamens. noid,
6o3pacma, 1bo ux couemaHus.

KitoueBsie ciioBa: TOpProBulii mepcoHal, J0BEpUe, pO3HUYHAs TOProBIIs, BO3PAcCT, 1o, JIuTsa.
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