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Abstract

The performance of sales personnel plays a critical role in achieving the goals of businesses. Trust is a significant factor in
achieving the desired results in terms of human relations. The aim of this study is to investigate the moderating role of
perceived quality in the effect of trust in sales consultants on word of mouth communication (WOMC). The study population
consists of those who purchase the Thermomix TM6 product living in Tiirkiye. The sample of the study consists of 233 people.
The sample was reached through a survey form shared in WhatsApp groups formed by those who purchased Thermomix TMé.
The convenience sampling method was used to reach the sample. Structural equation modeling and Process Macro were used
to test the hypotheses. It was concluded that perceived quality does not have a moderating role in the effect of trust in sales
consultants on WOMC. In addition, it was found that trust in sales consultants does not have a direct effect on WOMC. It was
seen that trust in sales consultants has a direct positive effect on perceived quality and perceived quality has a direct positive
effect on WOMC.

Keywords: Trust in sales consultant, word of mouth communication, perceived quality, Thermomix TM6
Oz

Satis elemanlarimin performansinin isletmelerin hedeflerine ulasmasinda oldukga kritik bir rolii bulunmaktadir. Giiven beseri
iliskiler agisindan istenen sonuglara ulasilmasi bakiminda olduk¢a 6nemli bir faktordiir. Bu ¢alismanin amaci satig danismanina
glivenin agizdan agiza iletisime etkisinde algilanan kalitenin diizenleyici roliiniin arastirilmasidir. Calismanin evrenini Tiirkiye'de
yasayan Thermomix TM6 iiriiniinii satin alanlar olusturmaktadir. Calismanin 6rneklemi ise 233 kisiden olusmaktadir. Ornekleme
Thermomix TMS {iriiniinii satin alanlarin olusturdugu WhatsApp gruplarinda paylagilan anket formuyla ulagilmistir. Ornekleme
ulasmada kolayda 6rnekleme yontemi kullanilmustir. Hipotezlerin test edilmesi i¢in yapisal esitlik modellemesi ve Process Macro
kullamilmustir. Yapilan analizlere gore, satis damismanina giivenin agizdan agiza iletisime etkisinde algilanan kalitenin diizenleyici
roliiniin olmadig1 sonucuna ulasilmistir. Ayrica satis damsmanina giivenin agizdan agiza iletisim iizerinde dogrudan etkisinin
olmadig1 bulunmustur. Elde edilen diger bulgulara gore, satis danismanmna giivenin algilanan kalite tizerinde dogrudan olumlu
etkisinin oldugu ve algilanan kalitenin agizdan agiza iletisim tizerinde dogrudan olumlu etkisinin oldugu goriilmiistiir.

Anahtar Kelimeler: Satis danismanina giiven, agizdan agiza iletisim, algilanan kalite, Thermomix TM6
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Introduction

Personal communication that aims to inform customers and persuade them to buy products is called personal selling
(Pride and Ferrell, 2016). Personal selling is the most effective tool in creating buyers' preferences, opinions and actions,
especially at certain stages of the purchasing process. It is a personal interaction between more than one person. Accordingly,
one person can understand the characteristics and needs of the other and make adjustments accordingly. It also allows for the
emergence of all types of customer relationships, such as personal friendships, in addition to sales relationships. An effective
salesperson prioritizes the customer's interests in order to establish a long-term relationship by solving the customer's
problems (Kotler et al., 2018). A customer also cares about trust in a relationship that he thinks will serve his interests best
(Walter et al., 2000 as cited in Amyx et al., 2016).

Trust is a very important concept in human relationships and trust plays a very big role in convincing people about a
subject. People trust the words of an educator, doctor, lawyer, engineer or worker who inspires them with confidence and
want to work with them. Similarly, people will want to buy products from a salesperson who inspires them with confidence.
There are many studies in the literature that support this judgment (Demirgiines, 2015; Bateman and Valentine, 2015;
Prendergast et al., 2014). The fact that trust in the salesperson has a positive effect on concepts such as brand advocacy, brand
loyalty, trust in the manufacturer (Badrinarayanan and Laverie, 2013), and customer intention (Keeling et al., 2010) shows that
trust in the salesperson is a very important issue for the business world. A sales consultant can be defined as a salesperson
who aims to help their customers cope with all the difficulties in their work, who is seen as a relationship manager who aims
to provide solutions and establish collaborative relationships (Steward et al., 2009). In this study, the effects of trust in sales
consultants, who are a type of salesperson, on other variables will be examined. The purpose of this study is to investigate the
direct effect of trust in sales consultants of Vorwerk Company operating in many international markets in Turkey on WOMC
and perceived quality, as well as the moderating role of perceived quality in the effect of trust in salespeople on WOMC. It is
considered important to investigate whether trust in salespeople has effects on WOMC and perceived quality, which are very
valuable concepts in terms of marketing literature and the business world. No study was found in the literature review that
investigated the moderating role of perceived quality in the effect of trust in salespeople on WOMC. This original aspect of the
study is expected to fill a gap in the literature.

1. Literature Review
1.1. Trustin Sales Consultant

According to the Turkish Language Association, trust is defined as: “A feeling of trust and attachment without fear,
hesitation, and doubt; security, confidence” (Turkish Language Association, 2024). Customer trust in the sales relationship can
be defined as: “The absolute belief that the salesperson can be trusted to act in a way that serves the long-term interests of the
customer.” (Crosby et al., 1990). Trust is an important concept regarding customers' desire to communicate with salespersons
(Wu et al., 2024). Salespersons can build trust with the practices they implement (being honest and helpful, establishing an
emotional bond) (Nikolova et al., 2015). A salesperson who can build trust can also achieve important gains in reaching the
goals of the business (Demirgiines, 2015; Bateman and Valentine, 2015; Prendergast et al., 2014; Badrinarayanan and Laverie,
2013; Keeling et al., 2010). Lang and Hyde (2013) examined the literature on WOMC. They concluded in their synthesized study
that trust is one of the 3 variables that most affect WOMC. Gremler et al. (2001) stated that when the trust of the customers in
the employee or employees increases, positive WOMC about the business will increase accordingly. Guenzi and Georges (2010)
concluded in their study that the customer's trust in the salesperson is positively related to the customer's intention to
recommend the salesperson. Many studies have concluded that trust positively affects WOMC (Aydin and Gelik, 2023;
Ranaweera and Prabhu, 2003; Lien and Cao, 2014; Filieri et al., 2015; Kim et al., 2009; Hidayanto et al., 2014; Rahayu, 2011;
Harsono, 2014). Some studies have also concluded that trust does not affect WOMC (Saodin et al., 2019; Torres et al., 2019;
Stribbell and Duangekanong, 2022). Wang and Lin (2017) concluded that service, information, and system quality are positively
related to perceived trust in their study conducted with 1399 surveys collected through a market research website. Masrek et
al., (2018) concluded that there is a positive relationship between trust and perceived quality in their study with data collected
from 365 Malaysian mobile banking customers. In a survey study conducted by Suki (2012) and attended by two hundred
students from a university in Malaysia, it was found that the perceived information and perceived system quality of the
mobile social network system have a significant relationship with perceived user trust. Based on this information, the
following hypotheses were developed:

H1: Trust in sales consultant has a direct positive effect on WOMC.
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H2: Trust in sales consultant has a direct positive effect on perceived quality.

H3: Perceived quality has a moderating role in the effect of trust in sales consultant on WOMC Perceived Quality

Customer satisfaction is of vital importance for businesses. One of the most important parameters that satisfaction
depends on is product quality. Quality has been defined by different experts as "suitability for use", "compliance with needs"
and "freedom from deviations (being within the desired standards)" (Kotler and Keller, 2016). Product quality depends on both
the trust in the salesperson and the trust in the company. Since trust is thought to be based primarily on experience, the
evaluation of product quality takes place over time. It can be argued that individuals who perceive a higher level of product
quality will have a higher level of trust in both the salesperson and the manufacturer (Kennedy et al. 2001).

There are many studies that conclude that perceived quality has a positive effect on WOMC (Yaprakli and Yildiz, 2018;
Yazgan et al., 2014; Chen et al., 2014). Some studies have also found a positive correlation between perceived quality and word
of mouth (Giilmez and Tiirker, 2015; Tiirk, 2021). In light of the information obtained, the following hypothesis was
established:

H4: Perceived quality has a direct positive effect on WOMC.

2. Method and Findings
2.1. Research Model

The following model was created by taking the hypotheses into consideration.

Perceived
/" quality
/
/
/
H;// H,
//
/ H,
/
Trust in sales H,; v Word of mouth

consultant communication

Figure 1: Research Model
2.2, Population and Sample

The population of this study consists of people in Turkey who purchased the Thermomix TM6 product of Vorwerk. The
sample of the study was reached by convenience sampling. The survey form was shared in WhatsApp groups where customers
who purchased the Thermomix TM6 product were present, with permission from Vorwerk. The surveys filled out by 233
people who own Thermomix TM6 were evaluated. There are some reasons why those who purchased the Thermomix TM6
product of Vorwerk were selected as the sample in the study. Because Vorwerk Company, based in Germany, which sells its
products in international markets through hundreds of thousands of sales consultants and direct sales method, has been
selling the Thermomix TM6 (a highly efficient and high-performance kitchen appliance) product in Turkey through sales
consultants as Vorwerk Turkey Company for more than five years. This situation will provide an opportunity for cross-
cultural comparison for similar studies that can be conducted in other countries.

91.8% (214) of the 233 people who made up the sample were female and 8.2% (19) were male. 11.2% (26) of the participants
were single, 88.8% (207) were married. Of the participants in the sample, 0.9% (2) were 20 years old and under, 57.9% (135)
were 21-40, 39.9% (93) were 41-55, and 1.3% (3) were 56 and over. 5.6% (13) of the participants had primary school education,
22.3% (52) had high school education, 54.5% (127) had a bachelor's degree, and 17.6% (41) had a postgraduate degree. Of the
participants, 19.7% (46) earn 20,000 TL and below, 25.8% (60) earn 20,001-40,000 TL, 25.8% (60) earn 40,001-60,000 TL, 15.9% (37)
earn 60,001-80,000 TL and 12.9% (30) earn more than 80,000 TL.

The number of independent variables in the study is two. Considering the formulas of Stevens (1996: 72) that there should
be 15 participants for each independent variable (233>2x15=30) and Tabachnick and Fidell (2007: 123) that N>50+8M
(M=number of independent variables: 233>50+8x2=66), it was understood that 233 participants were sufficient.
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2.3. Data Collection Tools

WOMCG, trust in sales consultant (TSC) and perceived quality (PQ) scales were created in the form of a five-point Likert
scale. For the WOMC scale, Rageh Ismail and Spinelli (2012), for the trust in salesperson scale, Wood et al., (2008) and for the
perceived quality scale, scales used by Yoo and Donthu (2001) were used.

The decision of the Publication Ethics Committee of Social and Human Sciences Scientific Research of Van Yuzuncu Yil
University, dated 23.05.2024 and numbered 2024/10-28, determined that the survey used in the study was appropriate in
terms of ethical rules.

2.4. Confirmatory Factor Analysis (CFA)

The standardized values in the path diagram for CFA are below 1. The fit values for CFA are shown in Table-1.
Table-1 Fit Values for CFA

X 2 sd p x 2/sd GFI CFI RMSEA

134.260 84 .000 1.598 931 .984 .051

According to CFA, the construct validity of the scale was ensured.
2.5. AVE and CR values of factors

Standardized factor loadings of items based on CFA and AVE and CR values of factors are shown in Table-2.
Table-2 Standard Regression Coefficients of Items and AVE and CR Values of Factors

Items TSC | PQ WOM

The sales consultant puts the customer's interests first. 0.49

The sales consultant keeps their promises. 0.72

The sales consultant is trustworthy. 0.88

The sales consultant is honest. 0.91

The sales consultant is sincere. 0.90

The sales consultant is not deceptive. 0.90

The sales consultant tells the truth. 0.84

The sales consultant has product knowledge. 0.68

The sales consultant is competent in their job. 0.69

The quality of the Thermomix TM6 is probably extremely high. 0.79

The Thermomix TM6 is very likely to be useful. 0.91

I encourage my friends and family to buy the Thermomix TMe. 0.88

I recommend the Thermomix TM6 when anyone seeks my advice. 0.92

If the Thermomix TM6 is mentioned in a conversation, I recommend this 0.93
product.

I have actually recommended the Thermomix TM6 to friends and/or family. 0.91

AVE 0.63 0.73 0.83

CR 0.94 0.84 0.95

When we look at the AVE and CR values, it is understood that convergent validity is achieved. (Yaslioglu, 2017: 82).
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In order to understand whether the scales are reliable, Cronbach Alpha values, which are reliability coefficients, were
examined. Cronbach Alpha values were found as 0.926 for the trust in sales consultant scale, 0.834 for the perceived quality
scale and 0.946 for the WOMC scale. Therefore, the scales have sufficient reliability (islamoglu, 2009: 135).

2.7. Normality Test

Data is normally distributed since the skewness values are between +3 and the kurtosis coefficient values are between +10
(Kline, 2005).

Table-3 Normality Test Results

Variables TSC PQ WOM
Skewness -.396 -1.122 -1.893
Kurtosis -.489 1.078 5.446

2.8. Correlation Analysis Results

The correlation coefficients found between the variables are shown in Table-4.
Table-4 Correlation Analysis Results

Variables TSC WOM PQ

r 1 301+ 403K
TSC

p .000 .000

r 301+ 1 .619%*
WOM

p .000 .000

r 403+ 6197 1
PQ

p .000 .000

Correlation coefficients range from .301 to .619. In addition, since the variance value of 44.89 was reached as a result of
Harman's single factor test, there is no common method variance bias problem in the data set of this study.

2.9. Results Findings Obtained with Structural Equation Modeling (SEM)

It was determined that using YEM in the analysis of the data would be appropriate. Process Macro was used for the
moderator roles. It is understood that the fit values of the model are at an acceptable level. When the analysis results are
examined, it is seen that the acceptable fit value (x2/sd = 1.637) is less than 5. RMSEA: 0.052; SRMR: 0.050; GFI: 0.927; AGFI:

0.897; CFI: 0.983; It was determined that the values of NFI: 0.957 and TLIL: 0.979 were found to be at a good level in terms of
model compatibility (Hair et al., 2010).

Table-5 SEM Results

Structural Relations Standardized Regression Critical Ratio R? p Hypothesis:
Coefficients () (CR) Accept/Reject

WOM=<---TSC 0.010 0.160 0.475 | .873 H;: Reject
PQ<---TSC 0.403 4,671 0.162 | *** H,: Accept
WOM=<---PQ 0.685 9.008 0.475 | *** H4: Accept

**%20.001 (Significance level 5%).

Trust in sales consultant has no significant effect on WOMC ($=0.010; p>0.05). It is understood that trust in sales consultant

has a positive and significant effect on perceived quality ($=0.403; p<0.05). It is understood that perceived quality has a
positive and significant effect on WOMC (B=0.685; p<0.05).

Table-6 Process Macro Results for Moderator Roles.

Coeff se t P LLCI ULCI Hypothesis: Accept/Reject
TSCxPQ>WOM .0567 .1260 4498 .6533 -.1916 .3050 H; Reject

As seen in Table 6, perceived quality does not have a moderating role in the effect of trust in the sales consultant on WOMC
(Coeff=.0567; p=.653; LLCI=-.1916 ve ULCI=.3050).
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Discussion, Conclusion and Recommendations

Trust has a great positive role in human relations. Salespeople can also make significant contributions to businesses and
their own careers depending on successful relationships. In this study, in addition to the regulatory role of perceived quality
in the effect of trust in sales consultants on WOMC, the direct effect of trust in sales consultants on WOMC and perceived
quality, and the direct effect of perceived quality on WOMC were investigated. Considering the importance of the variables in
the study for both the business world and the literature, it is expected that the findings obtained will make significant
contributions to the business world and the literature.

A finding obtained found that trust in sales consultants has a positive effect on perceived quality. Quality plays an
important role in customer satisfaction in products that people can use for many years (Levens, 2014). Customer satisfaction,
on the other hand, plays a vital role in the success and even survival of the business. The perception of quality of a product
such as Thermomix TM6, which can be used for many years, is very valuable for buyers, as it is multifunctional, makes kitchen
work easier and saves time. Accordingly, it is an important element for sales consultants to give confidence to customers. Liu
and Leach (2001) state that when salespeople establish trust with customers, they can ensure customer loyalty and prevent
customers from going to competitors. Trust in salespeople reduces perceived risk in customers and leads to a more enjoyable
shopping experience (Arditto et al., 2020). When customers perceive that a salesperson listens to them carefully, this increases
their trust in the salesperson and makes them more willing to interact with the salesperson in the future (Ramsey and Sohi,
1997). When it is understood that a product does not meet customer expectations and/or needs, telling the customer about
this is another important element in establishing trust. Considering that accessing information has become much easier today
and customers are much more knowledgeable than before, it is important for salespeople to receive training in establishing
trust (Paliszkiewicz and Klepacki, 2013). Another finding found was that trust in the sales consultant significantly affects
WOMC. This was an unexpected result. Because trust in the salesperson was expected to have a positive effect on WOMC. 1t is
thought that using qualitative methods such as in-depth interviews in other studies to reveal the factor or factors that cause
this result will reveal important findings.

It has been found that perceived quality positively affects WOMC. It is expected that marketing efforts such as marketing
activities and advertising activities on social media, together with the efforts of sales consultants, will increase the perceived
quality level among customers and this will increase WOMC. 1t is thought that a product such as Thermomix TM6, which can
be used for many years and is a shopping product even specialty product for some people, it's quality will have a positive
effect on perceived quality due to factors such as its features and durability. According to another finding, it was concluded
that perceived quality does not have a regulatory role in the effect of trust in the sales consultant on WOMC. Accordingly,
perceived quality does not have a role such as increasing or decreasing the effect of the sales consultant on WOMC.

When examined in the context of the effect of trust on WOMC, the fact that trust in the sales consultant does not have a
significant effect on WOMC contradicts the findings of Guenzi and Georges (2010), Aydin and Celik (2023), Ranaweera and
Prabhu (2003), Lien and Cao (2014), Filieri et al., (2015) Kim et al., (2009), Hidayanto et al., (2014), Rahayu (2011), Harsono (2014)
but is similar to the findings of Saodin et al., (2019), Torres et al., (2019), Stribbell and Duangekanong (2022). When examined
in the context of the effect of trust on perceived quality, the positive effect of trust in the sales consultant on perceived
quality is parallel to the findings of Wang and Lin (2017), Masrek et al., (2018) and Suki (2012). The result obtained regarding
the positive effect of perceived quality on WOMC is similar to the findings obtained by Yaprakli and Yildiz (2018), Yazgan et al.,
(2014), Chen et al., (2014), Giilmez and Tiirker (2015) and Tiirk (2021).

The study was conducted only on Thermomix TM6 owners in Turkey. The findings obtained cannot be generalized to the
whole world. The perspectives in different cultures can be understood with the findings obtained from studies to be
conducted in other countries or from studies to be conducted in Turkey and other countries in which the results will be
compared. The study was conducted on Thermomix TM6 purchasers. Other studies can be conducted on people who purchase
other products. The effect of the variable of trust in sales consultant, which is a type of salesperson, on other variables was
investigated in the study. The effects of trust in different types of salespersons, such as technical salespersons, on other
variables can be investigated in other studies. The variables of trust in sales consultant, WOMC and perceived quality were
used in the study. In other studies, variables such as the image of the sales consultant, purchase intention and brand love can
be used.
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Arastirma ve Yayin Etigi Beyani

Arastirmacilar verilerin toplanmasinda, analizinde ve raporlastirilmasinda her tiirlii etik ilke ve kurala 6zen gésterdiklerini
beyan ederler.

Yazarlarin Makaleye Katki Oranlar1
Yazarlar ¢alismaya esit oranda katki saglamustir.
Cikar Beyani

Yazarlar arasinda herhangi bir ¢ikar catismasi bulunmamaktadir.
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