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Abstract In order to suggest the factors to be managed for customer satisfaction management in the franchise hair
salon industry, a survey was conducted on the customers' experiences toward consumers who have experience using
domestic franchise hair shop service in Korea. An online survey was conducted for 1,000 consumers who had used
the top five franchise hair salon services within 6 months of the survey. According to the result of research on
service quality(SERVQUAL)’s 5 factors- tangibleness, responsiveness, assurance, reliability, and empathy, assurance
has the greatest impact on satisfaction, followed by responsiveness, empathy, reliability, and tangibleness. The service
quality satisfaction of the five companies surveyed was 3.77 out of 5, indicating that there is much room for future
satisfaction. This study aims to provide information on which factors should be invested more with limited resources
to improve customer satisfaction.
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