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Abstract

Communication style is derived from leadership style and is an interactive model that describes
the communication between sales personnel and customers in sales scenarios. Communication, as
the most important means of communication, plays a crucial role in the success of marketing in
sales scenarios. Since its inception, many scholars have studied this concept, but currently there is
relatively little research on this concept in China, however, communication styles vary greatly in
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different cultural backgrounds. China should have its own research on communication styles. At
the same time, with the rapid development of streaming media and social media in China, commu-
nication no longer only occurs in face-to-face communication. China has a practical background
for studying communication styles in the internet. Therefore, the author has conducted a detailed
review of previous research on communication styles by foreign scholars. We hope to expand our
research perspective on communication style in the field of domestic marketing. This article uses
the literature review method to systematically review and analyze the main research achieve-
ments at home and abroad from three aspects: the definition of communication style concept, di-
mension division, and influencing factors.
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Table 1. Definition of communication styles
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Table 2. Classification of communication styles dimensions
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(2009) [35]IN AT I AR 25 S AL 35 (1 VA i A JC N B, REME RV B3 IO 46 S BE, A5 AT ORIl Uk o
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B AR ERMR — MR R IZ e RIS . HRAE McArthur (2003) [21]8UE%,  JE IR FVA @ 2
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TEE L HA GRS BT AR FAE o TEXTVA 8 KUK R i B DR 3% At 9w B B I AR RE DR AT 98348 LE R
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