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Abstract

Consumers’ desire for beauty has become a driving force in the beauty service
industry which was further developed through specialization and segmentation.
Nail-care service, which is one of the beauty services, is showing rapid growth, and
intense competition among salons has become apparent. Thus, service management
method and marketing strategy are required for customer satisfaction. Therefore, in
this study, we tried to classify the nail-care services on the basis of systematization
and realization of its characteristics which are fundamental when developing
management and marketing strategies. The subjects of this study were women in their
20s and above living in Seoul, Gyeonggi, and Incheon areas. As a result, the nail-care
service factors are classified as “external environment” (interior, celebrity, newness),
“internal environment” (equipment and products, cleanliness, and environment),
“location” (location and transportation convenience), “reputation” (good reputation),

2

“technician skill,” “kindness,” “relationship” (relationship, empathy, and affinity), and

“price and discount.” The consumer types of nail-care services were classified into
three groups according to the degree of involvement of these concept systems. These
results can be used as marketing basics and will be the basis for studying marketing
strategies. However, the consideration of setting up a marketing strategy for each
consumer type will be presented in a follow-up study.

Keywords: nail-care service(H]Y T]& A{H]A), nail-care service concept(H]Y oj-&
ATH]A FJY), consumers type(LHIRE F)
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Il. Background

1. Nail-care service factor
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2. Nail-care service concept model
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3. Consumers type
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Nail-care service conceptual

Nail-care service

Other than nail-care
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<Fig. 1> Conceptual modeling of nail-care service
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. Methods

1. Research problem
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2. Research method
2 A= ARAES AHESH] 2ASHET A7
A= 28 AuL, AEAlE ALt 4EAlE 9 Al
Bz, A Aula 223 AT A 54 B
Bgos P BYL 5H AR Az B
gaston) £U9 AL e 14 Yeg |
, e 2gnhg sgow
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1) Nail-care service concept

U 8 AE|A0) HEL A Au| AT A

2 9% AuagQlog TR 1 % 4E 9%
AH| 2001 BA A&, AF AH), R Au|A
O] Al 7HA] AHH oz FEstom, A3 AR Choi
and Choi(2013), Kim(2015), Kim(2017), Kim et al.
(2009), Yun(2014)°] &7 JEES & A7l &A
T4 Hesto] F 377 £ ARESHEH 54 2%
== E2 AASHE (Table 1)3 2t

2) Demographic characteristics

AT BAH EAL AHAY ¥, & ofi, &
g, A4, B8+ Y, AFA, Ud 7& AH|A o]E
Al 13] AlsBlE, WY P& AH|A o831, U 1]
& AHA AlERS, vld 1 AHA ol& o]fE
S5t 107]9] 2o ® At AE HA +
/-2 (Table 2)9} 2t}

3. Data collection and research subjects

2 Ao e A, 7], ARA o] AR
200) o4} ojyo g Wo| 2E3AY. AR L
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259tk
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Yok 83 4047} 60“‘(21 6%), 3047} 59t
(212%)C.2 H]=%t H]&2 Holal Qith

AE of= 7]E0] 1447(51.8%), 10| 1347
(482%) 0% 7]:29] Hl&o| 27 & Uetth A
2 AR7|1&EZ0] 60H(21.7%) 22 71 Be Big

Kol glow, 71 thgo gl HAAFEI} 51%(18.3%),
AuHALRF 0] 37(13.3%), WA u] 2% 3} 2eJ o]

217} 3075(10.8%), 7]1EF7} 2375(8.3%), SHJ0] 2078(7.2%),
STHo] 127(4.3%), BA7]52]0] 97(3.2%), &
2ol 69(2.2%) <CIAUH-

U o8 Aulz o] g A] 18] A&l 4ut
oA} 5UHYd ulqbo] 91H(32.7%)0. &2 7 W2 &
£ HolT 7, 39 o]At 4t u|ylo] 68
(24.5%), 29191 oA} 31kl mTho] 5375(19.2%), 1%F
< o]AF 29k mjgto] 20(7.2%), 19 d|gto] 13
(0.4%) 0.2 85% AL7} 57k nlwle] &S a4 A
o2 vehgh sekgl ool Bl gS A&sh Al
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4. Analysis method
E AL SPSS V23.02 ARgSto] 2 B8]
on BMupHogal Qo] B AFy BA K-

Z B4 Duncan Test, Cronbach’s ¢ ¥4, 7}o] A=<
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<Table 1> Questions for measuring the concept of nail-care services

149

Measurement
Factor Item Source
concept
I prefer newly opened nail shops.
Newly opened nail shops catch my attention.
Int.e.rl.or, I go to well-known nail shops, although it is expensive.
facilities, ; )
celebrity I go to specific brand nail shops.
I visit a newly opened nail shops at least once.
I go to nail shops with stylish and luxurious interior.
I go to well-organized nail shops.
I go to clean nail shops where sterilize tools well.
Equipment & | 1 visit nail shops with clean inside facilities.
duct: - .
Procuets, I go to nail shop which has a clean restroom.
Physical cleanliness,
service environment | I g0 to nail shops with new equipments and facilities.
I go to nail shops offering convenient parking.
I go to nail shops providing places to relax.
It is important that nail shops are easy to get to.
Location, I visit nail shops where are easy to use public transpor-
transportation | tation.
convenience I go to nail shops near bus stop or subway station.
I go to nail shops near home or work.
I go to nail shops that my friends recommend. Choi & Choi (2013)
Good reputation, I go to nail shops where people say positivel Kim (2015)
awareness g P peop Yy P Y. Kim (2017)
I go to recommended nail shops. Kim et al. (2009)
I go to nail shop that designs and arts well. Yun (2014)
Human services o | T go to skillful nail shops, even if it is expensive.
. |Technician’s skill — - -
products services I visit highly skilled nail shops.
I go to nail shop which is skillful among 2 similar places.

Human services,
services other
than commodities

Kindness of nail technicians is important rather than interior
of nail shops.

Kindness I go to nail shop which is friendly among 2 similar places.
I prefer friendly nail shops.
It is pleased to talk with a nail technician.
Relationship, | I go to nail shops that I know well.

empathy, affinity

I choose nail shops due to nail technician.

I go to a nail shop run by acquaintance.

Policy services

Price, discount

I visit low-priced nail shops.

I go to a cheaper nail shop than others.

I go to low-priced nail shops, even if it is far.

I go to nail shop offering expensive nail design at low price.

I go to nail shop that discounts and price benefits compared
to other nail shops.

Price is the most important for me.

- 971 -
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<Table 2> Configure your questionnaire

. Measurement . Number of
Division Measurement variable .
contents questions
Physical Interior, celebrity, facilities, equipment and products,
sica . : . .
y. cleanliness, location, convenience of transportation, good 20
service .
Nail-care services reputation, awareness
I non-commodit Human .. . . . . e
. Y . Technician skill, kindness, relationship, empathy, familiarity 11
service factor service
Polic . .
.y Price, discount 6
service
. Age, marital status, education, occupation, monthly average income,
Demographic . . . . . .
I . residence, one time treatment fee when using nail service, number of nail 10
characteristics . . . . .
service use, nail service part, use of nail service

2 AN B4 P

L o

ezt 2t

Sha
fo

1) Research problem 1

7|1& AollA UEhd Ud ml& ARlAY EAS
Blgos Ug ulg Aulxe] Ade AASE 9
3 ASES FAE BT U2 (Varimax) 2T
A ARES FAA g2l BAE AASIEH. g
Il Cronbach’s ¢ £4] HH& AR8oto] QQ1E9] 4l

Avg Azsac

2) Research problem 2
821 B4 HeyES HEoE K-ZF £46}d
g vl-§ AH|AC] AHAF §-8S 3Hetstal, Duncan
A

Test® Boto] 2AES Aol S Lnnsih

3) Research problem 3
K-24 B4 Bolo] uehd 2014 4359 5
4 7ol B3E B9 Lohugiet

V. Result

1. Concept of nail-care service

vl v]g AH29] g B5]7] 28 vl mlE
FEDL UYL G AFE Y AHIARE ERSHH vld
Ulg AEL YL 18 AHAE WA SR 2R
=9 Ado] we} g} wEhA v w8 dF
9] A 29] @Qle ¥sl7] 5] BalE aQl B4
Cronbach’s ¢ 4] WS AREsto] 29059 A=

£ A435< sl

dd ol AE 9 AHlA 910 £33 A o
9l Choi and Choi(2013), Kim(2015), Kim(2017),
Kim et al.(2009), Yun(2014)9] 273 FEES 2
Foll A 4 Bsto] 2 Au| A IAH

e
i)
ox
OlllvN
Mo
o,
=)
-0,
A,
H
o|rt
filo
A
ol
ot
ol
rr
[\ )
=)
St
ﬁ

B, BH, A2 5 2ok 118G, A2 Al
2ot #iE 7H, U 52 S 6RYOE F
7S TS 29 B8] 919 377 &
L FHE BT WA (Varimax) J R %

2 olgste] a9l BA2 WAL, AHEF

o

= al

15l Cronbach’s ¢ HAFHES AP}
g AE 9 AHAY 3772 890 &
8719] acQlo] FZ= it

A3E ArEd, a9 = =] gleH, 8
7Rl 82lo] A= AHE % 1292 12.859%, 2
8918 11.366%, 32212 10.102%, 48.21-& 8.236%,
59912 7.716%, 6302 6.548%, 72202 6.547%,
8221 6.387%E HA| A AHEL 69.761%=
UrEbTh SHAIZD 29 AIRA]= 1 ool B AR
o] 87jo|EE QRIF+E VIR FE5HL, AFEE
Lol 7] 5t £ W& FA = AAF 21} Cronbach’s
e7F 891 12 905, 821 2= 880, 821 32 857, &
9] 4= 861, 82 5= 839, 29l 62 861, 89 7&
720, 91 82 8152 YERY, WA wl-& Au|A A
9 Yld v-& AFE 9 AHlA 89S Aokt AT
SHA YERET

2 g7ak g9 8912 27t a9l |

o

<] 2g3
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(AE2ef, 7

= RS, 89 25 WHSEEH
d), 89 32 7H43 &<, 81l Al A2} 4

A7 - o3

151

oh 1A AulAE AlEAe] 7ol W/ E She A

9 AE, FEE, A4 EA% AuAE AFEA dert
L QA(PA, BF "4, 9 s= ALY 7] & A AulAR BREY, ol4L A&t AT
2, 29 62 WA, 89 7 WANEE, A2A), s A AuAt FENSE Bdto] whEole
291 8 HEo 2 FYSYTHTable 3). =4g ZRAT QA Au2olA9 FEAS A

(Table 3)9] 182 vhgom WY vl§ Aulae] AL A&xe] 7143 Basy, 4EAZ 9 Al

Mg myo bl gelshd Y
9 Mulx g9loR BRH

U nlg AL £ US BAS I ABY ¥ 2E QAW 2H4E0] Lok W4
SRS Tt U T8 AE 94 Auls aQle A Bgo] s PAHS o A4
QA Aul, B AuA, AW AEAR W S 9l Aol ZaEl i B4, 224 52 A

<Table 3> Analysis of product service factors of concept of nail-care service

-8 A= L WA, BALEH, APz ALt =

O AT BAGZ ofgA Bl g2 o= 1A

Factor Factor | Eigen |Variance explained %| Cronbach’s
Item . . .
name loading| value |(cumulative variance%o) o
I prefer newly opened nail shops. .868
Newly opened nail shops catch my attention. .800
I go to well-known nail shops, although it is 761
expensive. ’
E?iternal 4758 12.859 905
environment | | o4 to a specific brand nail shops. 748 (12.859)
I visit a newly opened nail shops at least once. | .703
I go to nail shops with stylish and luxurious 624
interior. '
I go to well-organized nail shops. .831
I go to clean nail shops where sterilize tools well. | .790
I visit nail shops with clean inside facilities. .740
I 1 i i . . 11.
r.1tema I go to nail shop which has a clean restroom 714 4205 366 880
environment . . . (24.225)
I go to nail shops with new equipments and
T .549
facilities.
I go to nail shops offering convenient parking. 519
I go to nail shops providing places to relax. 517
I visit low-priced nail shops. .801
I go to a cheaper nail shop than others. 744
I go to low-priced nail shops, even if it is far. 122
Price & 1 go to nail shop offering expensive nail design at 3.738 10.102 857
discount | ow price. 114 (34.327)
I go to nail shop that discounts and price benefits 668
compared to other nail shops, '
Price is the most important for me. .653
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<Table 3> Continued

Factor Factor | Eigen |Variance explained %|Cronbach’s
Item . . .
name loading| value |(cumulative variance%o) o
It is important that nail shops are easy to get to. | .853
I visit nail shops where are easy to use public
Location transportation. 788 3.047 8.236 .861
(42.563)
I go to nail shops near bus stop or subway station. | .738
I go to nail shops near home or work. 726
I go to nail shop that designs and arts well. .839
I go to skillful nail shops, even if it is expensive. | .735
Technician’s 7.716
skill I visit highly skilled nail shops. 693 | 2:855 (50.279) 839
I go to nail shop which is skillful among 2 similar 683
places. '
Kindness of nail technicians is important rather 203
than interior of nail shops. '
Kindness I go to nail shop which is friendly among 2 2.423 6.548 .861
L .796 (56.817)
similar places.
1 prefer friendly nail shops. 771
It is pleased to talk with a nail technician. .685
I go to nail shops that I know well. .685 6.547
Relationship 2.422 . 720
I choose nail shops due to nail technician. .628 (63.374)
I go to a nail shop run by acquaintance. .582
I go to nail shops that my friends recommend. 776
. 6.387
Reputation | I go to nail shops where people say positively. 763 | 2.363 (69.761) 815
I go to recommended nail shops. 741
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Nail-care service conceptual
Nail-care service Other than nail-care
products service products
.\ \
— R
fm———————— —— 4 ===~ ~
I 1
' Non-Nail External envi t
: Hand, Foot- /{ T:E::L?' } : Te;wlolglgy } (inteﬁg-?ieirtl:t‘;?:em:‘er;g
! management 1 Services
I (massage, exfoliating) : Internal environment
,  Hand, Foot care 1 Kindness (equipment and products, Price,
| Enamel Mail 1 cleanliness, environment) Discount
| Gel Nail Technician |1
: Acrylic Nail sill i| Relationship Location
 Fingernail, Toenail- y|  (relationship, (location an!j transportation
1 calibration | e??:}tlgg convenience)
: Art (Paint/Picture) . J : , Reputation
e g
\ J
<Fig. 2> Conceptual framework of nail-care service
Yagks Holal gllow, 11 F AleRte] Tled A 545 Hot FAFo| HEsHA =S| #9
A, BAZE EA UERt Q1A AA B (Foly (Table 5)9F o] #FE AFEAH S HL vl
o= grigsiitt, MAdolMs 24e7, Waes & AMu|29] o]g o digt 7to] HAe HAIS
UA, W, AR A&, WA, AN BE gk
we gzl yehtont, /43 Felold I¥E ¥ S4L FAH0R gvud e g
W Z2 FEoE UEy AR MBS FoAF (AT =4 19 B, iR A2 AshEd S 7t
olyoz yHsldrH(Table 4). A2 Y= AFFEC] a7 Hol BiEo] glow, A
GBI B g AEa0] AHAELS AF A S AU, B, FRY £O7 F2 Buo] 9
HAgI QA AuAg] B REE 023 ek 1 A5S 2009 o}4-3002) uk} 1009+ of
ol vlY v AJF o AB|A 89lo] BHARE Het g~200%t miRto A B F o] Fal qltt. o] ZF
H HY g AHIAE o0&l 3l 2 T F A A4S 7] g8 saEes Hd vd we
A oke ACE AT 4 otk et AeRe] 7] B sHe ZoR Holm|, 2-3%0] 13] AL welsha
= JAGS 309 Fd BFolA FetA] olfer F2 9 e AAde 2= Aos YEiwt 24
e, AlEAte] 71&a AEA4S WS 585 89 29] 7ol 49A digte] AshEA] s 7HA
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3. Nail-care services consumer types of charac-

teristic
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<Table 4> Difference of product service factors by groups

Group 1 Group II Group III
All service Human service Policy services
Variables involvement involvement involvement F
(high) (middle) (low)
(n=46) (n=156) (n=76)
MES.D 4.20+0.64 2.47+0.61 2.16+0.55 -
External environment 181.085
Duncan test A B C
M=+S.D 4.44+0.43 3.79+0.44 3.06+0.66 e
Internal environment 112.565
Duncan test A B C
M*S.D 4.27+0.58 3.79+0.55 2.93+0.81 -
Location 73.652
Duncan test A B C
MES.D 4.37+0.55 3.49+0.67 2.82+0.66 -
Reputation 81.478
Duncan test A B C
M=ES.D 4.43+0.45 3.96+0.56 3.34+0.71 -
Technician’s skill 53.405
Duncan test A B C
M+S.D 4.46+0.56 4.24+0.50 3.67+0.69 "
Kindness 36.360
Duncan test A B C
MES.D 4.32+0.53 3.56+0.56 3.03+0.58 -
Relationship 75.006
Duncan test A B C
M=ES.D 4.19+0.67 3.17+0.65 3.00+0.76 ..
Price & discount 49.053
Duncan test A B B

Hk

p<.001
Duncan test results C<B<A.

W AE7 wWol E2E0] 9t olee &3 IE
ofyst o #EE WE AR YEhgon, A7#%
ZE 5 sWHeR ol8shs ASR Yt

V. Conclusion and Suggestions

Helgge) W] A% stu Y VY g A
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S5 Y AAFe] S7He AR 7r) A DA u
E3 glo] ole] i 32 WY Bajo] AFsiek
U ulg Al aulae] BEe Sfef v )G A
Hl20] e AAHOR HYstol, o] vigow
A2 Gt oA o] s A|Holet

o,

r'lj

g Qe webA o] Aftolld= ol dFE §
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<Table 5> Nail-care services consumer types of characteristic
Group I Group II Group III
Division .All service H}Jman service Pc}hcy services Total 2
involvement involvement involvement
(high) (middle) (low)
Below high school | Obs(%) 3(1.1) 17(6.1) 24(8.7) 44(15.9)
graduation Exp 7.3 24.6 12.1 44.0
Colloge graduation Obs(%) 26(9.4) 56(20.2) 22(7.9) 104(37.5)
Exp 17.3 58.2 28.5 104.4
Education 4 years University | Obs(%) 14(5.1) 71(25.6) 19(6.9) 104(37.5) 32 754™
graduation Exp 17.3 58.2 28.5 104.0 '
Graduate school | Obs(%) 3(1.1) 11(4.0) 11(4.0) 25(9.0)
student / above Exp 4.2 14.0 6.9 25.0
Total Obs(%) 46(16.6) 155(56.0) 76(27.4) 277(100)
ota
Exp 46.0 155.0 76.0 277
Professional Obs(%) 9(3.3) 40(14.5) 11(4.0) 60(21.7)
Exp 10 339 16.1 60.0
Official Obs(%) 4(1.4) 6(2.2) 2(0.7) 12(4.3)
Exp 2.0 6.8 3.2 12.0
Office work Obs(%) 6(2.2) 23(8.3) 8(2.9) 37(13.4)
Exp 6.2 20.9 9.9 37.0
Sal Obs(%) 5(1.8) 17(6.2) 3(2.9) 30(10.9)
ales
Exp 5.0 17.0 8.0 30.0
Production worker Obs(%) 5(1.8) 2(0.7) 2(0.7) 9(3.3)
Exp 1.5 5.1 2.4 9.0
Obs(% 0(0.0 2(0.7 4(1.4 6(2.2 o
Job Executive s(%) 09 ) (14 22) 36.111
Exp 1.0 34 1.6 6.0
Self-employment Obs(%) 6(2.2) 18(6.5) 6(2.2) 30(10.9)
Y Exp 5.0 17.0 8.0 30.0
q " Obs(%) 6(2.2) 28(10.1) 17(6.2) 51(18.5)
ousewife
Exp 8.5 28.0 13.7 51.0
Student Obs(%) 5(1.8) 11(4.0) 4(1.4) 20(7.2)
cn
Exp 33 11.3 5.4 20.0
oth Obs(%) 0(0.0) 9(3.3) 12(4.3) 21(7.6)
er
Exp 3.5 11.9 5.6 21.0
Total Obs(%) | 46(16.7) 156(56.5) 74(26.8) 276(100)
ota
Exp 46.0 156.0 74.0 276.0
Less than Obs(%) 2(0.7) 7(2.6) 9(3.3) 18(6.6)
1 million won Exp 3.0 10.1 5.0 18.0
More than Imillion | Obs(%) 10(3.6) 28(10.2) 18(6.6) 56(20.4)
won ~ less than
2million won Exp 9.2 31.3 15.5 56.6
Income | More than 2million | Obs(%) 25(9.1) 35(12.8) 16(5.8) 76(27.7) | 34490
won ~ less than 3
million won Exp 12.5 42.4 21.1 46.0
More than 3million | Obs(%) 2(0.7) 24(8.8) 12(4.4) 38(13.9)
won ~ less than
4million won Exp 6.2 21.2 10.5 38.0
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<Table 5> Continued

42 B8 Ak AASH WY mlg AulAe) Auld 53

Group [ Group 1II Group [II
Division .All service H}lman service PQllcy services Total 2
involvement involvement involvement
(high) (middle) (low)
More than 4million | Opg(%) 4(1.5) 22(8.0) 12(4.4) 38(13.9)
won ~ less than
5million won Exp 6.2 21.2 10.5 38
Income | More than Smillion | Obs(%) 2(0.7) 37(13.5) 9(3.3) 48(17.5) | 34.490™
won Exp 7.9 26.8 13.3 48.0
Total Obs(%) 45(16.4) 153(55.8) 76(27.7) 274(100)
Exp 45.0 153.0 76.0 274.0
Obs(%) 1(0.4) 12(4.3) 2(0.7) 15(5.4)
Once a week Exp 25 8.4 41 15.0
Once every two | Obs(%) 8(2.9) 18(6.5) 7(2.5) 33(11.9)
weeks Exp 5.5 18.5 9.1 33.0
Once every three | Obs(%) 18(6.5) 25(9.2) 8(2.9) 51(18.4)
Usage weeks Exp 8.5 28.5 14.0 51.0 31,760
period Once every four | Obs(%) 16(5.8) 60(21.7) 28(10.1) 104(37.5) ’
weeks Exp 17.3 58.2 28.5 104.0
Other Obs(%) 3(1.1) 40(14.4) 31(11.2) 74(26.7)
Exp 12.3 41.4 20.3 27.0
Total Obs(%) | 46(16.6) 155(56.0) 76(27.4) 277(100)
Exp 46.0 155.0 76 277.0
Hand Obs(%) 20(7.2) 81(29.2) 33(11.9) 134(48.4)
an Exp 218 755 36.8 134.0
Foot Obs(%) 14(5.1) 19(6.9) 7(2.5) 40(14.4)
Exp 6.5 22.5 11.0 40.0
Obs(%) 9(3.2) 49(17.7) 30(10.8) 88(31.8) .
Part Hand & foot Exp 143 196 241 28.0 16.165
Other Obs(%) 2(0.7) 7(2.5) 6(2.2) 15(5.4)
¢ Exp 24 8.4 4.1 15.0
Total Obs(%) |  45(16.2) 156(56.3) 76(27.4) 277(100)
Exp 45.0 156.0 76.0 277.0
Obs(%) 9(3.2) 45(16.2) 22(7.9) 76(27.3)
Self-care
Exp 12.6 42.6 20.8 76.0
. Obs(%) 9(3.2) 24(8.6) 16(5.8) 49(17.6)
Embellishment Exp 8.1 27.5 13.4 49.0
0,
Habitually Obs(%) 7(2.5) 6(2.2) 2(0.7) 15(5.4)
Purpose of Exp 2.5 8.4 4.1 15.0 20.278"
use Self-satisfaction |-225(4) 21(7.6) 80(28.8) 32(11.5) 133(47.8) |
satistactio Exp 220 74.6 36.4 133.0
Obs(%) 0(0.0) 1(0.4) 4(1.4) 5(1.8)
h
Other Exp 0.8 28 14 5.0
Total Obs(%) 46(16.5) 156(56.1) 76(27.3) 278(100)
Exp 46.0 156.0 76.0 278.0
" p<05, " p<01, 7T p<.001
71, A, BAREHA, IA24), TR g 69.761%= UETh =4, WY v dF 9 Aula
oz YHAL oSS UYSHe AALARLS  2qle A¥s: WSS wEom K-2Pe BA
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