The Research Journal of pISSN 1226-0401 eISSN 2383-6334
the Costume Culture RJCC Vol.28, No.2, pp.229-244, April 2020
https://doi.org/10.29049/rjcc.2020.28.2.229

[Original Article] Analysis of differences in store choice and hairstyle pursuit
behaviors according to lifestyle types of
one-person hair salon users

Yun Mi Park and Kyoung Jin Baek'
Assistant Professor, Dept. of Beauty Art, Jeonghwa Arts University, Korea

191 D|ZA OIZXte| 2IO|ZAEIY Q0| ME
MENHQ0! U HOAEIUSTHE XI0| BN

ueo-uZ
et arieti ulgol&sty £ud

Abstract

The purpose of this study was to develop a lifestyle scale for one-person hair salon
users and to identify differences in store choice factors and hairstyle pursuit behaviors
according to lifestyle types. Data was collected by survey, with 225 responses being
included in the analysis. Data analysis was performed using cross-analysis, factor
analysis, Cronbach’s a, cluster analysis, ANOVA and the Duncan-test using SPSS
23.0 analysis software. The results of the study were as follows. First, one-person hair
salon users were classified according to the following lifestyle groups: The rational
appearance management group, the passive appearance management group, and the
discriminative appearance management group. Second, store choice factors according
to lifestyle group showed significant group-specific differences in relation to store
atmosphere, accessibility, and promotion. Conversely, comfort of space in store and
word-of-mouth recommendation message were high for all three groups, indicating that
these are important factors in relation to store selection. Third, with regard to hairstyle
pursuit behaviors according to lifestyle, the discriminative appearance management
group showed the same characteristics as high involvement groups that regard all di-
mensions of hairstyle pursuit behavior as important. The results of this study can be
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Il. Background

1. One-person hair salon

2 A A& AALES 243 5 A
S tiRto &2 191 7]}do] AAEIL glom, 121 7]Ygo]
ABAFOA ZREAERE A shHA w8
ol M2& 7HEQl 12 v]&AE S35 shlthJ.
R. Kim, 2018; Park & Hwang, 2018). &|7} 4HZ
o7 QA Qe 19 mlEAolg Aoy 7t 1:1
B A&t &7PE FH O n]EAR E2 Aleagd
I o] IAZ Al&Este Xolg A & Qlth
g, X = gl 191 vl8AolE e T
oF #27F A" BA 19l = Q
FROIAT thE AtolFo] Qlth. 7Rl ZetoH A7}
F8shH, 17 3 ARS8l 100% AFAlE A&
skl EFEHAAAL gloH, FAto] Fe LU
AE 71EY aqtE vgA FHEE 7ML
BAE0] o] HAFLE B Al FHL ofyA|
T = i YA 33 28, 100% o|°FA], 1:1
A&, HARo|H o MEAS B O R 3 52 52
71&83 SHEE Hu|eh n]-§Aolth(Park & Beak,
2018). M2 7id9] 191 m]-&AHo] G55t HEZ
2l olf+= #=orA 7he dgoll Wt Fadd 71E9
SAAOE LPE= AHAETE= HRolH o] A4
g AgAMHAE 1AS0] AF6ty] oiio]th(Han,
2018). TjAto|Y 7} 191 M-8 B4 12 3t Al
ARt Slojy ARl AARE vHEE] AEtAP7HA] 42H]
A2 o]t VIP t9-2] Au|AEs g migFos
T7ES SeHol glok. WA 244 7’1ol TobA] HE
Ae LAE AQYAoF 5H7] wizo] Ahof| Higt ol
=3 FE2o] Sl=tl, ol& Bt & = AAHR
SR8 & FFAA7 v8A A EE= AR
TEH LY A= WRte] AU o], e
29 1% v§AL ALSA g AoR A4S
4= QItH(Cha, 2020).

Han and Park(2019)2 191 t]-8Aof tjst f=&
Mt onxE LASA HolE Hart o,
2| EdE #sto] upe} A9 A2 oS op &
o= 191 n-§A ] APl Hshrt dasitt
Foict. o]9h 22 191 &AL X H o7 Sy

of glom], FRulgAT L Az u=

0

R T [
rlr ol [UlO
I ¥R

=

747 85

Yz mdo] FuL ofuo] 191 ujgA g
o Y Auak YHHoR ENETL F otk
w19 B8] The EAKS BrEAl Washe,
£3] 19 W84S o845 AHZ} WE SAo|

g shebe w9 Faser.

2. Lifestyle and hairstyle pursuit behaviors
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3. Lifestyle and store choice
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. Methods

1. Measurement
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2, Data collection and analysis
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<Table 1> Data collection and survey composition

87

Index Number Content Scale Reference
Gender, age, spouse, final education, occupation,
Demographic g average monthly income, beauty salon use status, Nominal Developed
characteristics number of experience of using one person hair by researcher
salon
Pursuit of trend, pursuit of individual character, Park and Kim
Lifestvle 23 propensity to plan, pursuit of showing off, appear- | Likert (2017),
Questionnaire vy ance management oriented, pursuit of practicality, | 5-point | Kim and Park
pursuit of cost (2011a)
Store choice Store étmosphere, accessibility, comfo.rt of spgce, Likert | Kim and Cho
26 promotion, word-of-mouth recommendations, styling, .
factor . 5-point (2015)
cost & quality
Hair behavior 16 Pursuit of style by situation, needs for uniqueness, | Likert | Kim and Park
pursuit of individual preferences S-point (2011a)
24, Cronbach’s ¢, FARA, BARAS AN e WA go|martele] A9 Basoltt glo]
naEe] AL ol AR B

V. Results and Discussion

users

1) Lifestyle dimensions
191 184 o] 8ol o]z

= B3 871
Al

R?l—i,—%‘ﬂgi —,—’5‘—‘?‘—‘?3 (principle components)S Al

Alstgon, Q913 Ax} Begiste] Hg® A (Varimex)
1. Lifestyle’s classification of one-person hair salon eIp e @A]E}Cﬂ 3’_%7\] 1 o]49 %IQ 7= 9ok

GUS RUMN o ARE A2don, 1 A (Tabk 2%

<Table 2> Dimensions of lifestyles

Factors
Pursuit Pursuit . Pursuit Pursuit
. . . . Pursuit of
Questionnaire Pursuit of  |Propensity of of - of
of trend |individual| to plan | showing icali M economic
character off |[PRE ity| manage- feasibility
ment
1 usually get to know the latest trends faster than 798 222 140 036 — 051 188 053
others.
I think I’'m more fashionable than others. 7187 .343 .072 .009 -226 112 -.099
I oft.en encounter trend}{ products through various 734 162 056 159 246 113 088
media (Internet, magazines, and newspapers).
I think I have a better sense of fashion than 724 408 049 061 ~920 o4 ~ 098
others.
I’'m definitely going to buy a trendy product. 702 .074 -.108 356 .049 187 224
I often change my fashion style according to 636 106 076 — 123 193 176 109
fashion.
:Zhslrllyl i:ee a new product, I feel good and want 679 112 162 290 016 167 216

- 233 -



88 191 t] &4 o] A9 Fo|ZAEro] mE HEAHRSN H Fo|AEAFFHF Aol A 2ot
<Table 2> Continued
Factors
Pursuit Pursuit P it Pursfult Pursuit
Questionnaire Pursuit of  |Propensity of u(r;ul © - of
of trend |individual| to plan | showing ficali . economic
character off |PRHE ty|managem feasibility
ent
I hear a. lot that I am unique and have a strong 158 261 009 033 160 013 ~013
personality.
I hear a lot that my style is extraordinary. 287 .814 138 157 -.144 114 -.048
I prefer fashion styles that stand out. 297 761 -.158 .087 211 137 118
I prefer products that are differentiated from others. 241 .654 164 .163 -.192 138 .080
When I buy things, I tend to organize the list and 031 051 208 040 099 059 058
buy them.
I tend not to buy anything unless it’s necessary. -.013 -.095 788 -.034 256 -.029 -.001
I’rn going to make a planned purchase even if 002 083 661 054 035 054 32
it’s cheap.
I tend tq go to many places to buy good products 067 155 660 048 060 196 280
and decide.
I usual.ly try to buy brands/luxury goods when I 004 150 057 01 068 074 008
buy things.
.I tend to buy expensive 1tems’or brand-name 146 17| -o19 753 272 169 | 061
items because of other  people’s eyes.
I prefer high-quality and expensive products. 316 .056 .029 .629 -.363 -.071 -.185
I tend to buy products that are more convenient “129 | -129 236 | —031 311 —086 | -014
to use than design.
Even if I buy small things, 1 tend. to bu}./ them 063 ~176 346 050 702 933 027
at the cheapest places such as online/offline.
I think clothes, mak.eup, and hairstyles that can 232 091 106 031 ~101 316 125
express myself are important.
I think clothes, mak.eup, and hairstyles that can 232 091 106 —031 101 816 125
express myself are important.
I don’t waste the cost and time it takes to look 209 102 — 006 114 043 720 121
good.
I tend to buy prf)ducts that are stronger and more 311 101 245 269 196 574 056
usable than design.
Even if I buy small things, I tend. to bu}.I them 027 062 233 “121 170 036 786
at the cheapest places such as online/offline.
1 .usually njlake good use of discount periods, 263 ~ 029 23 ~014 197 — 049 705
mileage, points, etc.
Eigenvalue 4409 | 2962 | 2.646 | 2.066 1.888 1.879 1.617
Variance(%) 17.635 | 11.849 | 10.584 | 8.265 7.550 | 7.516 | 6.468
Cumulative variance(%) 17.635 | 29.484 | 40.067 | 48.332 | 55.883 | 63.399 | 69.867
Reliability .898 .854 793 .678 799 .699 .583
MulA HREE B 287) B3] tis] 193] 1 Ul 2@ AHAste] BA] 25719 £ 89 24
oS 7IEL® AR1lZ FE7 A, 27 £l & A, & 7709 8]lo] FEH AT 2HE AR
AFSHE 5 o5tz Y 27 E32 AAIsH e, H, 89012 FA 13 S B A el B
2953l 5 7o) R4 FAlo] BA ekt BgER PAH] Yong ol §BAFTE
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=
=
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2) Classification of lifestyle groups through cluster
analysis
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Ol
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hel Qo] 714 Mg
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<Table 3> Results of analysis on the differences of lifestyle by groups

Grou Rational appearance | Passive appearance |Discriminative appearance
Lifestvle P management group | management group | management group F-value
v (n=125) (n=55) (n=45)
M+SD 2.68+.62 2.60+.60 3.85+.63 -
Pursuit of trend 67.527
Duncan test B B A
Pursuit of M+SD 2.06£55 1.73+.52 3.44+.80 5621
individual character | pypcan test B C A ’
M+SD 3.40+.51 2.05+.58 3.01+.57 o
Propensity to plan 119.101
Duncan test A C B
Pursuit of M£SD 2.19+.56 2.47+.59 3.07+.75 34047
showing off Duncan test C B A .
M+SD 3.28+.76 2.45+.64 2.41+.68 "
Pursuit of practicality 39.054
Duncan test A B B
Pursuit of M+SD 3.58+.53 3.33+.68 4.24+.49 34503
appearance management| Duncan test B C A ’
Pursuit of M+SD 3.27+.67 2.31+.74 3.10+.70 37.080™
economic feasibility | Duncan test A B A ’

#x

" p<.001

The alphabets show different letters by groups that have significant differences in the result of the Duncan test.
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2. Diffrence in one-person hair salon choice by
lifestyle
1] B84 olgpe] Meaclel AL ¥sl7] 9

A} RQIBAGIA 47) Eao] 8Q1%a}et 5
B} 4] 2L AAsln, HEdos 2o £
< 290 BT 1 AT} (Table 5)2 20| % 77}
o] g9lo] 22E3}
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2 o2 wguel e Wysiath gk e
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19] vlgAle] 27k volAle] Hekge] Wit Base
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<Table 4> Differences in the demographic characteristics by lifestyle groups

Rational Passive Discriminative
appearance appearance appearance
Demographic characteristics management management management v
group group group
(n=125) (n=55) (n=45)
Male 17(13.6) 9(16.4) 17(37.8) .
Gender 12.868
Female 108(86.4) 46(83.6) 28(62.2)
20s 46(36.8) 20(36.4) 21(46.7)
Age 30s 73(58.4) 30(54.5) 20(44.4) 3.583
4,50s 6( 4.8) 5(9.1) 4( 8.9)
Spouse Yes 42(33.9) 8(15.1) 7(15.6) 988"
No 82(66.1) 45(84.9) 38(84.4)
High school and below 4( 3.2) 2( 3.8) 3( 6.7)
Education level 2-year colleges 14(11.3) 8(15.1) 8(17.8) 2682
4-year universities 86(69.4) 34(64.2) 28(62.2)
Graduate and above 20(16.1) 9(17.0) 6(13.3)
Student 11( 9.2) 7(12.7) 4( 9.3)
Professionals/Technical staff 24(20.2) 6(10.9) 16(37.2)
. Office workers/Public officer 48(40.3) 32(58.2) 4( 9.3) -
Occupation - 32.902
Sellers/Service workers 9( 7.6) 4( 7.3) 7(16.3)
Part-time/Freelancers 12(10.1) 2( 3.6) 8(18.6)
Other 15(65.2) 4(17.4) 4(17.4)
Less than one million KRW 21(16.8) 6(10.9) 5(11.1)
One million KRW and above,
less than two million KRW 22(17.6) 473) s
Two million KRW and above,
Ah\ierz.lge Less than three million KRW 43344 30(54.5) 20(449) 30,579
monthly income Three million KRW and above,
’ less than four million KRW 28224 S(C9.) 2(44)
Four million KRW and above,
less than five million KRW 756) 236 4(89)
Five million KRW and above 4( 3.2) 8(14.5) 9(20.0)
Beauty salon One-person hair salon only 69(55.2) 28(50.9) 31(68.9) 3559
use status  |Simultaneously with a regular hair salon 56(44.8) 27(49.1) 14(31.1)
Number of One time 2( 1.6) 2( 3.6) 3(6.7)
experience of Two time 16(12.8) 8(14.5) 2( 4.4)
using Three time 28(22.4) 6(10.9) 8(17.8) 9.619
one-person hair For time 13(10.4) 5( 9.1) 3( 6.7)
salon More than five time 66(52.8) 34(61.8) 29(64.4)

*x

p<.01, ™" p<.001

Atk QQl4t HHQQl F WU ojMlEd] B B 7} o] BE EPESE T4 Joug ofF
F52 T} glonz o|g mamyold ¥y ARAWAAT @At 296 AHedl &
stolth. R9lse AHaQl & Aol %o AY  AAlo] Usk EE Al SojARtY AZo 7Y
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<Table 5> Dimension of one-person hair salon choice

Factors
Word-of-
Questionuaize Store ACF?S- Comfort Promotion regg;tn- Styling COSt, &
atmosphere| sibility | of space dation quality
message
Store lighting .857 .120 .108 .074 -.041 .191 -.112
Music coming from the store .800 155 153 .060 .052 153 -.044
i}i:r:ir(l)(;rdizzig nstore interior decoration and 758 023 23] — 023 021 236 — 026
Convenience of using toilet .665 .094 245 -.075 150 -112 235
Store signboard .620 178 -.040 194 137 -.201 143
Easy access .109 .856 .008 -.044 -.045 -.005 -.013
Location close to home .064 .839 .058 .049 .013 -.041 -.040
Location close to where you work 130 738 .036 -.064 .020 -.082 A11
sfli?:n:gs;zcr?;?:nm transfer when using | 3, 610 072 224 119 107 118
Space unobstructed by the person next to you .045 -.059 .822 -.046 .036 -.056 -.057
Comfortable and clean indoor environment .199 .089 738 -.047 -.096 228 119
A comfortable and relaxing space 217 132 733 =112 -.015 .198 221
Designers take care of the whole process .148 .061 .683 .146 .048 .100 -.103
Discount coupon or free gift 107 .058 -.050 914 131 -.031 139
Discount event .037 .039 .000 914 107 -.046 .100
Recommendation by acquaintance or family 077 103 -.042 -.036 878 -.083 .046
The hairstyle of a family or acquaintance
who has been to one- person hair salone is .099 -.017 -.045 161 .819 294 .058
pretty / cool
;CT;?; L;ﬁyﬁ;lgf damaged hair in the | g5 | _g15 | 141 389 | 665 | 304 | -.068
I think I can create the hairstyle I want .072 -.047 124 -.026 173 872 .105
I think I can do a stylish and trendy style .160 -.004 219 -.039 127 .859 .066
Reasonable price -.029 .065 .008 .034 .039 -.025 .822
gfﬁflg tﬂf p?;‘::;ﬁre"f the products used | o9 | 0or | 0ss | 220 | 005 | 215 | 722
Eigenvalue 3.006 2.493 2.477 2.051 2.035 2.028 1.448
Variance(%) 13.663 | 11.332 | 11.260 9.321 9.250 9.219 6.581
Cumulative variance(%) 13.663 | 24.995 | 36.256 | 45.576 | 54.826 | 64.045 | 70.626
Reliability 818 779 773 .898 778 .869 S17

3l BPEZ JFLAIE0] QJouF o]E ‘AEY

nals Z3}7] 9I5k0] Cronbach’s o A= ASHHS AA
%“:‘éé} o} Q172 A= all F 7H4

OH AT A3 BE LY oA 5 oo E Tt

o L o
o K
5o
oEr-l

6}3‘&}. —ra% 77H4 ROLH AA
0.626%= UEFZTH 771 994 AFrS

oF mH ¥ my 2
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2) Analysis of difference in one-person hair salon
choice by lifestyle groups

gho| T et Fehof whE 1 8
Aolg BAs}y] SJs) BAHEAT A AES A4
SFATH(Table 6). 71 A}, WiFE7], AL, 2w
K9] % 3709] R9lolA YrER folgt Zol7}
Ehgtom, F7ko] Heldl, FHAFHWAIA], Ak A
2, 714 W BAoIAE IR Aol tEntA ok
ok FAA o2 AduEd, iR AEA QR
TN A, A Z2E M tiojAl= FEF
Qe oA Fto] 7} #A yEbETh v
ol Aol7k Leht] gigkalst F7be| Mokghat
TAZAMAAE A A BT @ito] 4.0 ooz
= ve, Al g BF S5 sk 8909
< & 5 9k APAT] Aol ¥ AHEH, Seo
2015)y= MAHF SAIF L &2d A3, 73
279 Yehd BT ol 9] s]&o] 71 F83
t}1l SF¥ 2™, Seo, Kang, and Kim(2012) AH|Z}
o) wlgAlA HEAE Pord B4AT, 5%
3t vl87]eol2tal SFATE Yang(2014)9] A A}
oAM= wl-g o] YtoA Hato 9] 58 (7]%)

- WG 93

2.5 ofst= UEh, thE aqlge] Hjs) 4risow
2957} e 0% tehdth, o Zue R 71X
shdlo] /5 A0 Holn, 3 WAL A% Iz
£8 dEe Rtk E1ke] HOREE o FaAldh
£ Aoln, 5 WAl Pehy eolmAsto]A A A
@ 2% omo] oe Bl ke W3t 7
AIAA Y Hito] & Fe mefste] f38) Heh
B AEY AES FaAsHA) g A oheh, gEA
o) o]d9] WAXACE AEWE 4 Yk Zolck.

3. Difference of hairstyle pursuit behavior by life-
style groups

1) Hairstyle pursuit behavior dimension

<Table 6> Results of analysis of the differences in one-person hair salon choice by lifestyle groups

Grou Rational appearance | Passive appearance |Discriminative appearance
Store choice P management group | management group management group F-value
(n=125) (n=55) (n=45)
M+SD 3.31£71 2.98+.77 3.52+.66 .
Store atmosphere 7.329
Duncan test A B A
M=+SD 3.35+.83 2.97+.96 3.27+.94 .
Accessibility 3.540
Duncan test A B AB
Comfort of space M=SD 4.32+.62 4.20+.78 4.49+.44 2.675
M£SD 3.22+1.06 2.64+1.01 2.96+1.04 ”
Promotion 5.872
Duncan test A B AB
Word-of-mouth
recommendation M+SD 4.08+.83 4.25+.82 4.30+.75 1.577
message
Styling M+SD 2.50+.88 2.45+1.21 2.27+.84 0.974
Cost & quality M=+SD 3.67+.84 3.54+.73 3.76+.87 0.947

Y p<05, 7 p<0l1

The alphabets show different letters by groups that have significant differences in the result of the Duncan test.
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<Table 7> Dimension of hair style pursuit behavior

Ol

Aol maEsjely

o] Cronbach’s ¢ AFE HASHHS AAS] £431 23,

wE 9] oA%t 6 o4

o7 prEEvsiAt

2) Analysis of the differences in hairstyle pursuit

behavior by lifestyle groups
Zfo] maEtel

Aol 12 80| AetA% TGS 7
olg B 9] BAEAT AHAES 4
23}, Sol2etUETRE] 389 B Y £

4~

Al /\]

19 rsh

3§t x}o]7} UrelytthTable 8). 2PEd 9w a]Fio]

A5 FBELEHLT T, 5

EEHZT, AEHYET)

7 8919) it B AV A ek el
JupeAes A9t 3] 29 BE F7F HE
Bo] Uehton], 234 olmgelyee] ool
) 29l BE Wil 7by WA Uekgth. 53] 43

Factors
Questionnaire Pursuit of Pursuit of Pursuit of
style by situation uniqueness individual preferences

I’m reluctant to go out when I don’t like my hair style. 793 .045 -.080
1 want to look prettier / cooler than others, and 1 tend 783 005 209
to take care of my hair style.
I take care of my hair style to suit clothes and makeup 759 078 235
on the day.
I i . . .
‘ 1ke. to change to suit the hair style that suits the 690 343 083
situation.
I tend to prefer a different hair style than others. .072 744 .032
I feel bad when I see someone with the same hair style 161 734 155
as me.
I like hair styles that stand out. -.120 709 .184
I.te'nd to switch to a different style if someone is 307 656 028
similar to me and does the same.
1 tend 'to do what I'want rather than getting recom- 104 094 264
mendations from designers.
I recorgmend that the designer rec.ommends a hair style 163 191 ~ 790
that suits me, and take care of it.

Eigenvalue 2.471 2.197 1.543

Variance(%) 24711 21.968 15.430

Cumulative variance(%) 24.711 46.679 62.109
Reliability 784 706 .651

= 240 -
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<Table 8> Results of analysis of the differences in hairstyle pursuit behavior by lifestyle groups

Group | Rational appearance | Passive appearance |Discriminative appearance
management group | management group management group F-value
Hairstyle pursuit behavior (n=125) (n=55) (n=45)
Pursuit of MESD 3.21+.68 2.86+.77 3.84+.62 55 203"
style by situation | pyncan test B C A '
M=+SD 1.82+.59 1.70+.54 2.15+.70 .
Pursuit of uniqueness 27.714
Duncan test B B A
Pursuit of M£SD 2.52+.71 2.12+.65 2.84+.82 14985
individual preferences | pyuncan test B C A '

ok

p<.001

The alphabets show different letters by groups that have significant differences in the result of the Duncan test.
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V. Conclusion
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