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ABSTRACT

Under the current business background that the buyers’ market play a
dominant role, the firms’ marketing claims must conduct in the consumers’
view, which aimed at persuading consumers forming favorable attitude to
products and then achieving the sales. However, the intricate circumstance
has induced consumers’ twofold reactions to the firm’s claims. On the one
hand, the rapid development of technology and the fast upgrade of products
have set up higher threshold for consumers to comprehend the products’
quality and features than before, then, the consumers need certain business
claims to increase their understanding of products. On the other hand,
however, through long time contact, consumers have known a lot about the
firms’ persuasion tactics, so they wouldn’t be influenced easily. Add some
firms’ fraud and trick, consumers’ skepticism is intensified and they would
question the product claims. The two states of affair are intertwined, making
consumers’ contradictory psychological state of both love and hate to product
claims, obviously, neglecting either reaction of consumers would not achieve
valid marketing communication. Therefore, thoroughly understanding the
consumers’ reactions to product claims has become the key practical issue for
firms' marketing communication.

Sales interaction is one of the most important patterns of firms’ marketing
communication, and is a typical business persuasion situation, too, so it has
got much scholars’ attentions. A general survey of sales interaction related
researches has shown that, the researchers now have given up the perspective
of explaining interaction outcomes by salesman’s characteristics, and they have
gradually emphasized the consumers’ role. Furthermore, exploring the
formation of interaction outcomes from the view of information process and

cognitive reaction has become the new research focus. So we can see that both
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the practical background and theory research have focus on the key problem of
consumers’ action to marketing claims. Some scholars advocated using
“persuasion coping” to express this reaction, which highlights consumers’
intuitive and goal orientation. However, literature review has shown hardly
any research has exploring the interaction outcomes from the persuasion
coping perspective. In addition, present research on persuasion coping lay
particular emphasis on consumers’ defences, and not integrating the view of
consumers’ information search, so the interrelated conclusions may be biased.

Therefore, this dissertation mainly focuses on the following issue: how
the consumers cope with the salespersons’ persuasion to influence the
interaction outcomes? Referring to relative research results of attitude
formation, the dissertation established the framework of *salesperson’s
characteristics (external stimulus)-consumer persuasion coping (information
processing)-the persuasion effective (attitude formation)”, and explored the
following three closely related sub-questions step by step: First, how to
explain consumer persuasion coping is accurate and complete? Two, what role
does consumer persuasion coping play in the forming process of persuasion
effective? Three, how does the interaction of consumer knowledge and
salesperson’s characteristics impact persuasion coping?

Accordingly, three sub-researches were conducted to answer these above-
mentioned questions gradually. For the first sub-question, the paper
referenced a lot of research results from different views, combined to the
results of in-depth interview and factor analysis, and then fixed the dimensions
of persuasion coping. For the second sub-question, this paper proposed the
mechanism model of salesperson’s characteristics (expertise, effort, likability)
on the persuasion effectiveness through persuasion coping and research
hypotheses. Then 687 valid questionnaires were collected, and factor analysis
and structural equation modeling is applied to testify the concept model. For
the third sub-question, the paper introduced product knowledge and
persuasion knowledge, explored their direct influences on consumer persuasion
coping, and their moderate effect on the relation of salesperson’s
characteristics and persuasion coping.

Through the above research, some conclusions are summed up as follow:

(1) Consumer persuasion coping includes two coexisted dimensions of
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seeker coping and defender coping.

Depending on theory integration and the results of interview and factor
analysis, the conclusions definitely show that consumer persuasion coping in
the sales interactions includes both seeker coping and defender coping. Former
researches have shown that seeker coping is based on the consumers’ trust and
dependence on the salespersons, while defender coping is based on consumers’
suspicion and resistance to the salespersons, so relative researches usually
discussed them desperately. In fact, the two reactions are coexisted. The
seeker coping is consumer’s reaction to the product information and the
defender coping is consumer’s reaction to the salesperson’s motivations,
expressing cognitive component and social component respectively.
Furthermore, the results of interview and factor analysis also shown the same
thing, that is seeker coping and defender coping emphasizing on different
aspects, so they can’t be replaced by the other one.

This conclusion resolves the conflict of different perspectives on consumer
reaction to marketing persuasion, providing theoretical and statistical
evidences to the coexistence of seeker coping and defender coping, then widen
the research perspective of consumer persuasion coping.

(2) In the sales interactions, salesperson’s characteristics (expertise,
effort, likability) impact the persuasion effectiveness through the mediator of
consumer persuasion coping.

The statistical results show that salesperson’s characteristics indirectly
impact persuasion effectiveness through consumer persuasion coping. In
detail, expertise, effort and likability all can influence persuasion effectiveness
through seeker coping, and the power of expertise is strongest. Expertise and
likability can influence persuasion effectiveness through defender coping, and
the power of likability is stronger. However, effort can’t influence defender
coping significantly.

This conclusion explores the process path of the formation of sales
interactions from the view of consumer persuasion coping, which combines the
external stimulus and the internal information processing, so a new
explanatory perspective is offered to the formation mechanism of persuasion
effectiveness.

(3) Consumer’s product knowledge and persuasion knowledge not only
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drive the persuasion coping, but also moderate the impact of salesperson’s
characteristics on persuasion coping.

The multiple regression analysis of the samples shows that the product
knowledge negatively influence seeker coping, and it also moderate the
relation between salesperson’s characteristics and persuasion coping, that is,
the more the product knowledge consumers have, the little of the impact of
expertise and likability on seeker coping. Additionally, the persuasion
knowledge has negative effect on defender coping, and it could also moderate
the relation between likability and defender coping.

This conclusion examines the influence of consumer knowledge on
persuasion coping, deepening the understanding of interaction mechanism
between salesperson and consumer, and providing some reference value for
marketer to select customer-oriented communication tactics and coordinate the

communication relation.

Keywords: sales interaction; persuasion effectiveness; persuasion coping;

seeker coping; defender coping; product knowledge; persuasion knowledge



=
ik

HEARSHBEZHNXRE - KIEMNEE, IANURBRTHEAR
MEZEER . EMEBRTALVHEFHBESURNEHENSE. “BER
REFXAFEHEXIENSLERNES BEREEBEFTNHE LM H M
Bl EREEHHEEARMUPARMEN XM EFEACH LW, REHEA
RtEHBEN: A AR ENHEHAEHSUOHKAE . EREXE . HEAUTEZ
Hhug?

M, X5MHEAEREEBEHT . AEMNEREAA . RENATTHELE
et iIE2AENE BEAFE. BBERBEM . — B X —RBHBXTHEA
RRFAHRE NO! XtMEE , KBENEBRASFRIT.BEHEARRZIRAY,
e F LA AR RN=REANMIFHAZESIEAFEAR AL A, XEEL
A 6, WA ABBREAL”, AMMEEARNEL R AT RE FXA
CHRYP. RENSREFHNAAMNEEARKSE, KEL 5 b %R
HAEMESL, FELSRRFRACES L SZRAST, AW, &
—RBEBREN4ASHNMET—BERYW AT HED - lBYHE. 48
IFRIKKRFE S XEMERAN. R GEARERRALEFHELEZ R
PR, AARTI I, EMR B EAEE(CKMB PR AEN, R EAR
BB R BT L BRAER R T, M4 — O RIIT AW RN ER AN
REWSE . BFEBHREFRAEHEAR RE-KEXITE, X &TL
MELEEEELMB LM ARSI RHEHEFBRBE TS, AR RBE
B HE fk .

FlUR AT A A S b I R S H WL UR? e B LAY TR/ K
B ALK ER LR N AT LIRS BT R, BRI R R
AL, EHixEHHEE - MRS HRAEAFEWHEADENHELS TR
FE,MEHERELHESHMERT R, AR T EHEAREASH
EMAEBETERR AN AK THBAENREA: S - T EREA SN
EARHMEREETHINMNE  AATEALEAEHE,



2 | HETDDNRENE ETAREHRNNONG

H b EBRERIN EHRES RRERLAL S BYER—14. EIAA
AHEARITAEENEABEZE HRETHERE M RBHN E
HEE R, A B EBEHEEI PN EI R, XREARN—FF
Bt . [RB EBE R RGE & R AR T X R E 3 b E R AR LB, BAE AT AT A
REERM FRBEBMABHTREL . QEFHANIHENR M AR RZ
BRI, S5, XEAMNESHEARLIIBRPEMAR.

AT XETRAALEHELHNPHBER A TAMHERER? HAR
R AAERB-IMHREEBRUYHBRAAHBERELS . RINBWHE. S
PuER R RIS, A R B m IR R . mWH, M ESEREEICER, &
AWMEE R ER R . WL, RN ERRTEMN
HEANGRLFEBT. FIEMET GBS EREHME, B L SHREZ
6] 5 S AXTFRBMBE T, 8 T R AT BN, HREFTEHEARANE
By, AR, HAESHEARZEIFRREANKBRB N RR, MERFE
NEraeNECHE, A AHERIMHHEEECE, AEACHERES, 4
BEEAVEHEFRIRTREALE.

AP HERERAUN TN HE LN HITLEHNRT. ERTHE
BB B, A% F LU 3% 3 60 UR IR L X D B B B A BUARIE R B U
MRBREOEE R RETEAHE NG W BLAR , 1 850 17 8 4 59 0 Xt T
EREAHEBRBMR" X —EANE, XEHEUT A BEEHEXH TRE. —
REFRBHBENULRN N A EES ELm? R RE 53R 5 % 72 %
MBRERIBTRMAAFEH? ZREBRENRSHEARBFENZ LR
it 358 R 157 Xof % A2 W 40 4] 7

HR W B TE LS W IR h BRI R A T AR, A B xf 458 B 3
R RRF R —/N RS, FEER T EEAE SR, WELFEEH
RESB 45 (Dol B B R — KU S i



MRER -

. S

FEAH A

3Lk £R R

2.1

2.2

2.3

%%Em

2.1.3 HETHNHRUAA
2.1.4 HETHPRNITL
%Wﬁ%

2.2.3 ULIRZCEMTE RALH
1 IR g % -

2.3.1  ULERA TR

2.3.3  BLHRNLX By BT R X

00 N O Oy Oy A DD = =

- 11
-+ 20
- 28
2.2.9 %Hﬁ’fﬁﬁ'ﬁﬂ’jw{@ﬁ@ﬁ
2.2.4 BIRBEMBEIABEIZE coovroervrerrrerriinrrrre e
2.2.5 BREBBBRMITH oooveeens -

11
15

29
31

36

41
!
Seesmesestistiestatitetetitciiiaaraceeseees 43
2.3.2 VLERPIXTHOTUETELRE  evveereernnveneeerermrneeeeenoennneeeaennns
cene 47

45



2 | HEEDHOHRBNE BT NS HEUNOAG

3

iﬁﬂﬁﬂj}#%ﬂyﬁgﬁm T R LT LT TR TR
3101 BB EIWILIMIL  covererreresoreorarermn e e e e e st
3.1.2 THEBHAREEID  cvvvvereereeromroneraenssnssnsmeie e reneeae e

EFRBEI O RRYEEH AN LT E e P
BT LRI o oormrr e rreee s re et e e e
L1 1 WBEBEARMBE oo s
4.1.2 BERENFTFEBIEE e
4.2.1 TRV GERRILE  --ooeeververrrmrrrremrnneeeneeeiiieenans
4.2.2 BHEIMEREXT S IMRALER  cor e reneeennernnent e e
%%Aﬁ#%ﬁ%‘ﬁiﬁ&ﬂ%%%%

3.1

3.2

3.3

4.1

4.2

4.3

4.4

5.1

2.3.4 PLARRIXT 5 RECR X R
2.3.5 PIRMXTHFEITER oo

4.1.3  PARHASBE X M SE Y 3R 1 B i

4.3.1 TUHAESHRBR -

4.3.2 BHKEGEIREE  ccooeeerrrrr e
0.3.3 BEBEGPIEEE oorereore oo
g 1= 1 o = R
BB SR EE v
5.1.1  [RIERIRTE  coeeervr e e

- 51

53
53
53
57
60
60
66
67
69
70
74
76

ceens 80

80
80
81

83
83
84
86
86

-- 89

91
93

-- g5

95
95
97
101



B &3

5.2.9 ?ﬁﬁ%‘ﬁﬁﬂﬁf‘ﬁ O B
5.2.4 XTFHHE‘JKE . T B I}
5.3 ZEMJFTFEAEBIRGLE ooveromerrrrmere s e 117
5.4.3 PR X SRR SR BB e e e e e e es 123
5.4.4 EARTIBIRBEIEIN - rorreermmmerrmeeenneenees 124

MBI SRR XTI RS ML EI AT oo 128
6.1 AHLBFGLEBR ceveeererremees B B2 1<)
6.1.1 JHBWBEFHRIRILAIIERRIFGT c--rvvvervrerrrmreereeremrnnae. 128
6.1.2 HBEHINBPIWEAIEFTFET -o--veververrerems e, 133
6.1.3 B EAABTEFTETBILIL - ererrmrereereraeneeeens 134
6. 1.4 ?tnn%ﬂ‘b':{ EHRAITHAIE| A ccoreeerrereeem e 135
6.2.1 Fun%ﬂiﬂﬁﬁ%ﬂﬂ O 11
6.2.3 %%&mﬁﬁﬂ O B 1
6.3.1 ;“tpﬁ’n%ﬂi}l B T D T P s
6.3.2 iBAREIN S s 140
6.4.1 fgg;ﬁgﬁgﬁ B T T e P |



4 | HETDPORENR: BETHRERBUNNNA

. ceee 148

6.5 #E'Eﬂ‘m . : ’
6.5.1 = EhEIRXFFoR R A IRBSIERA - .-
6.5.2 FEERAANEARSTESIRENXTERNATER

6.5.3 AR AR B AR X SR B VE R - .
6.5.4 8 HRARXE A B FAE S B S B 0 e R IR ER

7.2 FHPTIRRESEERJE R rorvvrrereorore e mratietiie ittt eiiseienans

7.2.1 FETRER ooooeeer

F T 3 3 — B
- 160

B i

143

- 148

- 149

150

151

154
154
156

157

160
160

162

- 188

- 193



ExRHE%

B 2-3 PEIRMITHAEE correerieneneena

31 WETEEPAREENRMRE KT oo,

A 3-2 ?"nu]ﬁﬁﬂiﬁ?

B 53! R S TR BT oo vee e e en et e e e e

B 6-1 JHBEMRBMRIEAKFE -

A 6-2 HEABFRESTH 3 E MR SRR AT B LR G W - vvveeeemneeeees

B 6-3 &5 FIIRA I 2 R MR X B R -

B 64 7 SRR BB T RAER T S BT oo ee e
65 FRMRMEERESFRERNERGATER e
B 66 BABRAIRANS 3 28 BE 5 B A R 6 R BRI RR oeoe e eee oo e

A 7-1 %TF‘nnﬁh AL AR J R % B B KRR R 5 -

£ 22 WHEEZHHWBMBTFIL - ooerrorrerr oo i ien e

F2-3 FEHEETHEALE
F 24 TERBSEAMETIGL ceeeeer e

#* 25 %ﬂ‘?ﬁ%%%ﬁéﬁ?ﬂﬁlﬁ%ﬁ%lﬂﬁmé

B &ls

14
16
ceee 43
54
.. 76
80
93
112
114
116
118
120
122
-+ 131
139
-- 148
149
.. 150
152
-- 159

12
17
. 22
ceee 24
. 27
30



