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Convergence Study on the Effect of Hair Beauty Salon Store Image,
Price, Human Service, and Trust on Customer Satisfaction
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Abstract The purpose of this study is a convergence study to find out the relationship between store
image, price, human service, and trust on customer satisfaction among the shop selection attributes of
customers using hair beauty salons. This study analyzed the data of 500 copies of questionnaires for
women who used hair beauty salons within the last 6 months using the SPSS v.22 statistical package
program. As a result, store image (B= 1.321, p= .004), price (B= 1.189, p= .032), human service (B= 1.013,
p= .000), trust (B= .782, p = .000) was found to have a meaningful positive(+) effect on customer
satisfaction, and the ranking of influence was store image (8= .445), human service (8= .377), and price
(8= .252). ), And trust (8= .167). Therefore, through this study, it was found that the higher the store
image, personal service, price, and trust of the customer's hair salon, the higher the customer
satisfaction. We confirmed the detailed influence of the effect of customer's shop selection attributes
on customer satisfaction. Among them, store image and human service were found to be factors
influencing customer satisfaction. It is necessary to find an economical and efficient way to improve
store image, and to cultivate competency to strengthen human service. The results of this study are
expected to be used as a basis for establishing a differentiated marketing strategy of cosmetic services
industry.
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Table 1. General characteristics of survey subjects

Chariaccsterist division Frequency(n) Percent(%)
20 - 29 138 27.6
30 - 39 150 30.0
Age
40 - 49 145 29.0
> 50 67 13.4
High school grad 145 29.0
Associate 87 174
degree
Edfg\?;on College/Universi 184 368
ty .
Post-Graduate 62 124
other 22 4.4
Under 1 million 44 88
won
1,000,000 -
1,999,999 121 24.2
Monthly 2,000,000 -
Income 2,999,999 144 288
3,000,000 -
3.999,999 112 224
Above
4,000,000 won & 158
Total 500 100.0
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Table 2. Factor analysis
Factor
| am satisfied with choosing the beauty shop now. 811 .073 .075 -.012 .059
| am satisfied with discounts like coupons or early bird special .840 170 .036 -.013 102
| am satisfied with the service generally 812 .069 189 .051 .053
| 'am happy after visiting the beauty shop. .808 .062 145 102 .008
| am satisfied with friendly and kind staffs. .805 a1 165 .054 .028
| would like to recommend this beauty shop to people around me. .803 .098 176 .003 .047
The beauty service should be great for the price. 228 784 216 .046 .088
The service price should be affordable .308 784 334 .021 108
Beauty shop should be comfortable and clean. 315 .055 .803 .095 .058
Beauty shop should have convenience facilities and parking spaces. 214 .087 799 .051 126
Beauty shop must be equipped with the up-to-date equipment. .208 .089 793 170 117
Shop exterior design are important .009 .046 787 .075 .080
Beauty staff should provide prompt and quality services. 271 -.001 319 779 135
Beauty designers should fit the customer’s style and specified need. 228 153 155 777 .097
Beauty Staff should look professional and neat. .308 .054 .244 777 .080
Beauty designers should have a good knowledge and experience. 257 .082 294 774 27
Information provided by beauty shop should be trustful. .265 .003 290 .015 809
Beauty staff should be honest about the procedure. .208 228 -414 .032 .805
Beauty shop must provide honest beauty service 275 .073 797 .019 .786

KMO=. 958, Bartlett's test= 14693.252 (df= 990, sig.= .000)
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Table 3. Reliability analysis

Customer . Shop Human
. ) Price . . Trust
satisfaction image Service
Cronbach's a|  .967 .795 .904 .760 921
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Table 4. Definition and measured items

Concept Definition (Number of items)
) Select attribute with the price and services (2
Price .
items)
Shop Select attribute with interior design and
Image culture (4 items)
Indep. - - ] ,
Variables | HumanServi| Select attribute with staffs’ appearance and
ce kindness (4 items)
Select attribute with trust in information and
Trust procedures suggested by beauty shops (3
items)
Dep. Customer Customer Satisfaction of visiting beauty
Variable | Satisfaction shops (6 items)
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Table 5. Mediation analysis

Customer Satisfaction
Construct
B Jé] SE t b
(constant) 1.015 0.018 | 4.571 000
Price 1.189 | 0.252 | 0.017 5.273 .032*
Shop Image 1.321 | 0.445 | 0.019 | 6.182 .004**
Human Service 1.013 | 0.377 | 0.046 | 4.365 .000™**
Trust 0.782 | 0.167 | 0.097 | 3.356 000
Ad. R? 639
R? 718
F-value 38.060***

<05 *, pl.OT™, p.001™*
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