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A Study on the Effects of Solely Operated Beauty Salon’s
Relational Benefits on Recommendation and Defection Intentions:
Mediating Effects of Customer Satisfaction
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Abstract This study investigated what effects the relational benefits perceived by the customers of solely
operated beauty salons have on customer satisfaction, recommendation intention, and defection intention through
the convergence of cosmetology and business management. For this, a total of 322 customers of solely operated
beauty salons were chosen as final valid samples. For data analysis, frequency analysis, reliability analysis,
confirmatory factor analysis, and correlation analysis were performed using SPSS 15.0 and AMOS 18. For a
hypothesis test, lastly, path analysis was conducted using structural equation modeling. The study results found
the following: First, among the relational benefits perceived by the customers of solely operated beauty salons,
confidence benefits and social benefits had a positive effect on customer satisfaction. Second, the relational
benefits perceived by the customers of solely operated beauty salons had a positive effect on recommendation
intention. Third, confidence benefits and social benefits had a negative effect on defection intention. Fourth,
customer satisfaction had a positive effect on recommendation intention. Fifth, customer satisfaction had a
negative effect on defection intention. Sixth, in relationship between the relational benefits perceived by the
customers of solely operated beauty salons and recommendation/defection intention, customer satisfaction
revealed partial mediating effects.

Key Words : Solely Operated Beauty Salon, Convergence Management, Relational Benefits, Customer Satisfaction,
Recommendation Intention, Defection Intention
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(Table 1) Characteristics of subjects U} golBM oz H3el oz thehton 37 29l6]
Variables Items Number Perii/n)tage Aets £ 74 AHEe 71.19%2 FasHA JEb
0.
Ve = TR o} ek AFEREAA ZF 2219 cronbach’s a ko)
G oo B | mo B 07 ooz Az s} o} v4 duae] i A
Middle school or less 7 2.2
) )
. High school 77 239 O A AT
Educational [ - -
Status in University 69 214
University 151 418 (Table 2) Factor analysis and reliability analysis
Graduate school 15 47 for relationship benefits
Less than 20 6 19
20-29 69 214 Factor Measured Load Factor Commo | Cronbach’s
Age 30-39 66 205 Variable n-ality Alpha
(year) 40-49 143 444 COB3 861 | 165 | .261 337
50-59 33 10.2 Confidence | COBI 792 | 265 | 184 815 208
Over 60 5 1.6 Benefits COB2 788 | 404 | 174 732 ’
Less than 1 103 32.0 COB4 712 | 321 | 341 125
Monthly |1~less than 2 109 339 SOB3 180 | 820 | .248 766
Income 2~less than 3 44 13.7 Social SOB1 215 | 769 | .200 678 839
(million  |3~less than 4 kY 106 Benefits SOB2 283 | 743 | 183 666 ’
dollars)  |4~less than 5 25 78 SOB4 323 | 694 | 161 612
Over 5 7 2.2 Special SPB2 287 | 106 | 784 708
Seoul 102 31.7 Treatment SPB1 41 | 284 | 763 683 739
Residen Gyeonggi-do 54 168 Benefits SPB3 223 | 233 | 709 607
CSICENCE  Daejeon-Chungeheong-Do | 49 152 Eigenvalues 2914 | 2809 | 2109
Gwangju-Cholla-Do 117 36.3 Variance(%) 26491126532 19.170
Total 322 100.0 Cumulative .
Variance(%) 26.491152.023| 71.193

AR o= 104 6%, 200 697, 30t 667, 40t 143,
50t 33%, 60t 5 o= A E o] it g gt
Z5lo] 154%(47.8%), 1% 777(23.9%), thetAlste] 69
8(214%), tetedZo] 158 (47%) T o8 Epyth ¢

KMO: 0912, Bartlett : x*=1834.858 (DF; 55, p-value: .000)
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(Table 3) Factor analysis and reliability analysis
for customer satisfaction, defection
intentions and recommendation intentions

Common | Cronbach's

Factor Load Factor ity Alpha
DEF3| 8710 | -215 | -18 | &7
Defection DEF2| &0 | -1 | -226 | 86 918
Intention DEFL| 817 | -231 | =212 | 767 ’
DEF4| 84 | -21 | -1 70
SAT2| -202 | 364 823
Customer SAT3| -287 | 4 63 a7

189

2%
Satisfaction | SATL| -200 | 793 | 262 01

39

824

SATA| -3B8] 67 2
—|REC2[ -2 | %7 | g
Recommendtion "o o ™o T 819 | w1 an

Intention

REC3|-339| 231 | 89 819
Eigenvalues 3387 | 2967 | 25%

Variance(%) 20834| 26973 | 23602
Cumulative Variance(%) | 20834 | 56.857 | 80.450
KMO: 0912, Bartlett: X*=2776470 (DF; 56, p-value: .000)
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(Table 4) Confirmatory factor analysis for variables

Standar | Critic|Prob

Factor B d al |abilit|'SMC| "CR ?
Error |Ratio| y

Confiden] OB 780 [~ 609
onhidenicopa| 872 | 071 [16968].000] 761 o0a| 703
¢ lcoBs| 52| 070 6498 000 725 |

Benefits

coB4| 818 | 073 [15.711] .000| 669

. SoBl| 712 | 076 |12.225) 000] 507

Relationd) -1 [SoB2] 757 | 0% [13010] 00| 573
1 0c1al o . A 9. A Ee) 887 663

Benefits | Benefits [SOB3[ 811 | 080 [13:836].000| 658
SOB4| 70| - | - | - | 562
Special [SPBL| 707 | - | - | - | 500

Treattme SPB2| 715 | 087 [10.355.000| 511 | 791 | 557
n

Benefits [SPB3| .677 | .09%6 [9.975].000| .458
SATI| 861 | .064 |16.388.000| .741
Customer |SAT?2| 854 | .062 [16.255.000 | .730

Satisfaction [SAT3| .819 | .066 [15493.000| .670 904 702
SAT4) 780 | - - | - ] 609
RECI| 894 | - - | - ]800

Recommendation

. REC2| 875 | .060 [20.069|.000| .766 |.853 |.660
Intention

REC3| 835 | .050 [18.959(.000 | .698
DEF1| 652 - - - | 652
Defection DEF2| 819 | .055 [19.229(.000 | .819
Intention DEF3| .805 | .059 [19.017.000 | .805
DEF4| 677 | 060 [16.873.000| 677
“SMC : squared multiple correlations

°CR : composite reliability

CR= (SStandardized Weight)/[(SStandardized Weight)’ + =
(Standard Error)]

‘AVE : average variance extracted

AVE= (zStandardized Weight’)/[(XStandardized Weight*)+%:
(Standard Error)]

910 |.717

(Table 5) Pearson’ s correlation coefficients
between the variables

Square of the Correlation
Coefficient
(Correlation Coefficient)

/ ANy
Factor Mea SD AV
n E

1 2 3 4 5

1. Social Benefits|3.17 |.937 |0.663

P %’;f:éetzce 342 6980703 (%g)
B3. Special .
E;:th?;fnt 3.18|.777 0.557(?;33) (%’?’?ﬁ)
¥ :ei:?ilgi)n 3431 670 0702(%3?)(%2?‘)(.(5?3)
¥ ?ﬁfﬁﬁﬁiﬁ 2201784 0,717 (E)é;al) <0§§) <—%§*) <—(.).§il**> <3§§“)

“AVE : average variance extracted
“a=01
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