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Abstract

Purpose: In beauty industry, service quality is very critical, because it impacts on the customer’s positive attitude and behavior to the beauty
salon or beauty brand. Thus, this research examines the effects of service attributes on customer satisfaction and loyalty in beauty salon. This
research suggests the guidelines for how beauty salons should manage their physical environment, price policy, professional skills, and employees
that improve management and business performance. Research design, data, and methodology: This study examines the structural relationship
between service attributes, customer satisfaction, and loyalty. Service attributes divide into four sub-dimensions such as servicescape, price
service, technical service, and employee service. In order to test the purposes of this research, research model and hypotheses were developed. All
constructs were measured with multiple items developed and examined in previous studies. A total of 160 questionnaires were distributed and
collected, and 150 were used for analysis except 10 that were unresponsive or unfaithful. The data were analyzed using SPSS 22.0 and SmartPLS
3.0 statistical package program. Result: The results of this research are as follows. First, all sub-dimensions of service attributes such as
servicescape, price service, technical service, and employee service have significant positive impacts on satisfaction. Second, customer
satisfaction have significant impact on loyalty. Conclusions: This study suggests an integrated model of the relationship that the characteristics of
beauty salon service attributes affect customer loyalty through satisfaction, and suggests how to manage and allocate limited resources in the
beauty industry. The findings of this research indicate that the level of customer satisfaction is shown to be increased by servicescape, technical
characteristics, value of money, and human attributes. Thus, beauty salon management should focus on the relationship with their customers how
to improve customer loyalty through satisfaction. The quality of beauty service influences customer’s attitudes and behaviors toward beauty salon.
Considering the beauty business, where the quality and customer satisfaction of beauty services are determined by the hairdresser's beauty skills,,
the beauty salons must find ways to improve their skills and new trend of hair style. If beauty salon customers perceive the high quality of beauty
service, they revisit beauty salon and recommend it to others.
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Table 1: Demographic Profiles
Category Frequency(n=150) %
Male 101 67.3
Gender
Female 49 32.7
20-29 years 128 85.4
30-39 years 11 7.3
Age
40-49 years 10 6.7
50 and over 1 0.7
Single 135 90.0
Marital status
Married 15 10.0
High school 92 61.3
Two years college 13 8.7
Education
Four years college 36 20.4
Graduate school or more 16 10.7
College student 103 68.7
Salaried worker 15 10.0
Sales/Service 6 4.0
Position Technical 8 53
profession 8 53
Self-employed 8 53
House wife 2 1.4
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Table 1: Measurement Model

Constructs and Items Factor loadings [/} rho-A C.R* AVE®

Servicescape 877 878 911 672
1. Interior 825
2. Cleanliness 817
3. Decorations and artifacts .766
4. Hairdresser uniform .832
5. Beauty equipment .855

Price service 943 961 956 815
1. The fee is reasonable. 910
2. The fee is low. .844
3. The fee is appropriate. 952
4. The fee is fair. 921
S. Using this beauty salon is worth the price. .883

Technical service .924 928 938 .653
1. This beauty salon gives a hairstyle that matches my face. 761
2. This beauty salon is professional for hair care. 751
3. The styling skills of this beauty salon are excellent. .874
4. I am stable when I receive hair service. .851
5. I am comfortable when I get hair service. .833
6. This beauty salon uses high quality of beauty products. 790
7. This beauty salon offers the style what I want. 774
8. Less hair damage after the procedure. .823

Employee service .890 .896 919 .694
1. The staff welcomes customers. .856
2. Staff uniforms are clean. .836
3. Staffs respond promptly to customer complaints. .825
4. Staffs care about customers emotionally. 779
5. The staff use their expertise to explain well. .865

Satisfaction 941 942 958 .851
1. I am satisfied with my choice of using this beauty salon. .897
2. My feeling about this beauty salon is positive. .909
3. I think good about this beauty salon. 936
4. Overall, I am satisfied with this beauty salon. 947

Loyalty .898 938 929 767
1. I prefer to use this beauty salon more than other salons. 726
2. Iintend to revisit to this beauty salon. 924
3. I will recommend this beauty salon to the people around. 901
4. I will talk nicely about this beauty salon. 935

*CR: composite reliability
AVE: average variance extracted
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Table 2: Fornell-Larcker Criterion, Mean, and Standard Deviation (SD)

25

1 2 3 4 5 6
1. Servicescape .820
2. Price service .022 903
3. Technical service 541 218 .808
4. Employee service .594 172 175 .833
5. Satisfaction .539 341 157 712 922
6. Loyalty 448 376 .556 534 .661 .876
Mean 5.269 4.542 5.452 5.496 5.673 5.393
SD 967 1.488 1.021 981 1.065 1.314
**p<0.01
Note: Bold numbers indicate the square root of AVE,
Table 3: Heterotrait-Monotrait Ratio (HTMT)
1 2 3 4 5 6
1. Servicescape
2. Price service .081
3. Technical service .600 226
4. Employee service .670 .190 .849
5. Satisfaction 592 352 .807 173
6. Loyalty 498 390 .600 596 .696

Table 2 O M2t 20|, MHIAAFHO|Z, 7t MH|A, J|& AMH|A,
ZO19| AH|AO|| CHSH Conbach's o= ZEZE 877, 943, 924, 890, (R
242 911, 956, 938 919 2|1 PHEELQ} FHHE FTHof Cfst
Cronbach's o= 941, 898, (R 242 958, 929 2 YKo Z @JL|0jK|=
717l 70 2 He A= LIEL} d2lMole F20t gle Ae=E
TCHEICE CRE2o 2, EfEd2 +=EEIEDT EHEEIR o= 120
LEE|UCE Table 2 OfM2F 20|, 2F 2210] HXiE 21X £10| 70
0440, AVE 20| 50 0|42 = LEL} 2t HPEIRIS0| =HEHEHO|
QI=c|QiCE O2|m EHHEEAMS Fomd-larder 7|EZf0IAl AVE 9|
HM&quere root) 20| AhEtA ZiECH 3H THEEIEE0| QU=
Aoz Y=, 0] 7|ES AHE A} Table 3 0fA{Qt Z0| AVE
0| ME 240] MEEA Als= ZHECH IA| LEHACH, ¥E 0|8
ATEIRIE Zto| HEREA| Zfol ARSEL0| AVE ZiECH 22 Z{o=2
LR} 2t SEHRlS 7k THEEIE 0| LS EIUCE D At
el ojFY-tHEY EgH|IgS e HIMIheterotrait-monotrai)
S AHE ZD} Table 4 0fAQt Z¢0|, 081 - 849p<0N)2 YHtM oz
QFE[OX|= 7|FQ 85 & EX| U2 A2Z LIEL} THEEIEEO]
201 | QT HHenseler, Ringle, & Sarstedtt, 2015).

e o

0

43. ApmEo| Wyt

2 QRojME GRo¥S IRP| Aol Smatts 30 Of
O|2%|QACHChin, 1998 Hair, Hul, Ringle, & Sarstedt 2016) PLS =

Lol H2] Aicks), 5 RAMSTRIO| A0k £ RO}
EABHE Qloh A7tof Mgkt 2M WO 2(Ving, Tiinchera, & Amato,
QUCHHair, Ringle, & Sarstedt, 2013;
Hulland, 1999, Tenenhaus, Vinz, Chatelin, & Lauro, 2005). X, A& =d1}
OISH =7t B AL,

AW, CrsaibdE ZIERE7| 25t 24FdaEe Ql(vVarance
inflation factor: VIF)O| 5 EC} ZtOtof 8t=0|, & AAT0|A{= 1000 —
2820 o= LIEtH HFESMd X171 Gle A= LIERTE

=M, LdlHs=o] dHAHS LEH = ZAEAC RO 2fsiA
oisdet=rt EERl=H, 2 FF0Me BHERE 658(65.8%)
ST 437437%)2 Falk & Miller(1992)7} H|A|$t 10(10%) =L =A|
LIEHL LY=o BHEH0|= =XI7t Gle A2 THErEICE

AW, oESHggE XF=EM R0l FSE4E LEH=
AR WwXIEtEME S22 (Construct cross-validated redundancy;
Q)Zf0| AFBEIRICE Of gH2 0 2Lt AW OEHTUEI} QU= A2
oot =0, SRR 514, HdE 301 2 OUE o] J|ES
Z=Z=AZICE 23o| 0|&ZHE LIEHHS SRMR(standardized root
mean square residual) {2 066 £ 7|=X|9l 1 tE= 08 HLt 22
Ao LIER OZH2 8% 5 U= +E2Z THHEIACE

Loz, PAEY Mute(Model fit= AEHR)%)2| ot gt
7 REelE|Commundity)| H# 2 &, HME2(Square
root)C 2 WIIk|= BYEM ANto| Met: (Goodness of Fit, GoF)o|

OlsiA WItEl=h|, YetMoz HF2|EQ] Hrigfe AVE gt
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SUSHA A EICHTenenhaus et al, 2005; Zolkepli & Kamarulzaman,
2015). Zu}, GoF=638(V(548x.742 20|l GoF 9
7|53 10, &: 25, Cf: 36) 2L 52 Ao = LIEHCE

= o
£ s

44, @77pdo| 2
441 HTTP0| HF

MHIAAHOIZ, 742 M, 7|5 MH|S, SRR ME| A7 TR}
SEE0| DXl 7N 2AE 240t Zits Table 5 of Fgure 1 1t
2t

H1-HA = MH|AAFHO|I, 712 MH|A, 7|& AH|A, S AMH|AT}
UZE0]| O[X[= b2 B3| ?let A=, MH|AAH 0|ZB=149
t=2206, p<05), 7t MH|AB= 200, t=3132, p<0l), 7|& AfH|AB=442
t=3869, p<0l) S MH|AB=247, t=2284, p<05)7} 2T DLELO|
B2l Felet eks O[Xl= A2 LIEH HI-HA = 25 X|X|Z|AC

Beauty salon service attributes

Satisfaction

Technical
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Employee

service *#p<0.01 *p<0.05

Figure 1: Estimates of the structural model (PLS)
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