BOMENIC & 2 HEEOHNR LR EE~NORE 151
(B / — 1)

SVBBEVICE AR EONL LIEEEE~D B

Effects of the slip of the tongue on the impression
of salesclerks and purchases
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Abstract

This study examines how slips of the tongue by salesclerks affect impressions of the
salesclerks and consumer willingness. It also examines the effect of an apology following
a slip of the tongue. For the experiment, there were 2 for time of order / recommendation
situations and 2 apology / no apology situations. The reception of the fast food restaurants
that targeted were filmed. Five kinds of image were prepared for the purposes of the
experiment and the salesclerks’ attractiveness to consumers and the willingness of
consumers measured as dependent variables. The salesclerks’ attractiveness to consumers

and the willingness of consumers to purchase decreased when there was a slip of the
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tongue. If an apology was made, the person’s attractiveness to consumers and the

willingness of consumers did not decrease when orders were made.
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