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Abstract

The nail service field, which has emerged as a new trend in the beauty
industry, is showing rapid growth compared to other beauty fields. As nail
beauty services become more common and popular, studies on related fields
are also actively progressing, but most of the research has been focused on
changes on self-esteem. In addition, most of the preceding studies are centered
on female customers, thus, there is little data on male customers that are
increasing recently. This research aims to provide customized marketing data to
the nail beauty service industry by analyzing the psychological characteristics of
the customers and their motives by selecting self-esteem and confidence as
factors. First, the customers’ confidence and self-esteem were classified into a
group with high and low confidence and self-esteem, and as a result of
analyzing the difference in service pursuit benefits and revisit intentions, there
were significant differences in mood change, professionalism, health hygiene,
aesthetics, and revisit. Second, as a result of analyzing the effect of the service
pursuit benefits of male and female customers on the revisit intention, it was
found that only health and hygiene had a significant effect on the revisit
intention. Female customers also had a significant influence on their revisit
intention, which is judged to have a significant effect on male customers'
revisit intention because most of the main management is cuticle cleaning,
callus management, and problematic nails.
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IR Wl Able] sholok Ejuete] A9 1990
o SHHE EAFo=m mlmr] AZkgion 20008t *
Hh QlofQlEoe] YU ME|AE 8] AFSHEA Q17|E V)
123k, Agolle Wskd Woll §-<-4 Jei= AlReiA
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T, 8- A U AEAR AR 84 4ol o
eh 20209 ol 1009 9 Bl at Eat
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e &% B 71 EE el Bas wE et
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ApobEZF A (self-esteem)2 SApatch 71 7Hgof GlojA wi¢
ohekstAl Aol wEja glovt B4 ERlel A4l oigt A
gEAQl o] gk Brtel et HEE Yol AR, &
ARt doezl Z71HIKself-evaluation), Aol
(self-concept) 5°] Ut} Song(1998)°] w2 ApopEZ7t
= 27l tigt a3 LACRA] A AJopgolet
I o, AotEFHe Aopfdat mie fARE 7igoelA]
o k9] dYer A" ok Mussen, Conger,
Kagan, and Huston(1984)& AolEE7tat Aopge &
Sto] Awglon, AotEFAE A4l B4 et we
+ B7HE Edohs B Zoplde A4l B4 tigt
RO AY A Aol IR gty ok
AotEFA-2 GA1A 2] Al Hrtolw RJopfde
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£ o], AolEFol ¥ AFRES 27| A4l dis) 34
Ao BZkshH {5t 7HA e EXE <7]7] wiel
Zp4lo] Yot Ao itk 5AQAS 7 4 glow, JA
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ZHIZZE vl AlFE AE|Aof wrEste] o] 88 ThE
Aolgtnl Aojgom Rust and Zahorik(1993)-& 11740]

A Ak 7193 nlEo: X&Hi TAE RSk
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o] Z84& 7zt Oliver(1980)9] &3} ¥ Jtof
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2l BAoIt Z|tishs 344N Aig on|gith(Peter &
Olson, 1987). &3} Lasch(1979)%= 34S 1S A, A4
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o] AolAE el zlolof| w2 AME IS Y5k
AT oA 1] 4= ] 2EFon STixto] e
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Table 1. Demographic Characteristics of the Sample

Sort Frequency  Percentage Male Female
(1)) (%) Frequency Percentage Frequency Percentage
Sex Male 147 50.0 147 100 0 0
Female 147 50.0 0 0 147 100.0
Total 294 100.0 147 100.0 147 100.0
Ages 20-29 years old 62 21.1 32 21.8 30 204
30-39 years old 141 48.0 73 497 68 46.3
40-49 years old 64 21.8 31 211 3.3 22.4
50 over 27 92 11 7.5 16 10.9
Total 294 100.0 147 100.0 147 100.0
Marriage Single 161 54.8 77 52.4 84 57.1
Married 133 452 70 47 .6 63 429
Total 294 100.0 147 100.0 147 100.0
Academic  Under r_mddle school 0 0.0 0 0.0 0 0.0
career graduation or younger
High school graduation 85 289 39 26.5 46 31.3
College/graduation 82 279 47 32.0 35 23.8
University/graduation 107 36.4 52 354 55 37.4
Graduate schoolf 20 6.8 9 6.1 1 75
graduation
Total 294 100.0 147 100.0 147 100
Occupation  Office job 32 10.9 16 10.9 16 10.9
Professional job 55 18.7 32 21.8 23 15.6
Public service 11 3.7 3 2.0 8 54
Own business 50 17.0 32 21.8 18 12.2
Housewife 22 7.5 1 7 21 14.3
Student 17 5.8 10 6.8 7 4.8
jSoakl)es position/Service 57 177 27 150 30 20.4
Sales job 38 12.9 28 19.0 10 6.8
Etc 17 5.8 3 2.0 14 9.5
Total 294 100.0 147 100.0 147 100.0
Average ;ier 100 million won 24 82 10 6.8 14 95
income
1-2 million won 45 15.3 12 8.2 33 22.4
2-3 million won 96 32.7 47 32.0 49 33,3
3-4 million won 57 194 40 27.2 17 11.6
4-5 million won 24 8.2 11 7.5 13 8.8
5-10 million won 33 11.2 18 12.2 15 10.2
Over 10 million won 15 5.1 9 6.1 6 4.1
Total 294 100.0 147 100.0 147 100.0
2 7P B Ueidth ®29 gRkARl QI FAAH B4 12] 38%(12.9%), 25 12| 238(7.8%), 19 2-33] 149

2 o Zh(Table 1.
2) YUY AH|2 o]-g Adol Bt gty B4
ZAEARS] v AfHA o8 AFe] et dubEel B4
S BAo] Sl RlERAle A
137} 8478(28.6%) 22 7P A Uehden, F714o=
Hh7] okoo] 797 (26.9%), 2-370€ 13] 47%(16.0%), 35

oot

(4.8%), & 135 9¥B.1%) +£o= uYepsitt ¥4 3¢
F7|Hog gk ko] 4993(333%)o2 7P &okow,
oo A 137} 518G4T% s 7 EA Uehdth
o 1z B SR 73] olifo] 133 (@45.2%) 0= Tt
2 = gehton, 53] 42%(14.3%), 13| 29%(9.9%), 3
3] 28%(9.5%), 43] 2478(8.2%), 23] 22(7.5%), 63 16
H(5.4%) =02 YertHTable 2).
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Table 2. Frequent Analysis Results
i Frequency  Percentage Male Female
™M (%) Frequency Percentage Frequency Percentage
Once a week 9 3.1 6 4.1 3 2.0
Twice a week 23 7.8 12 8.2 11 7.5
Taking Once in 3 weeks 38 12.9 14 9.5 24 16.3
nail care Once g month 84 28.6 33 22.4 51 34.7
(Routine) Once in two~three month 47 16.0 25 17.0 22 15.0
Two~three times in an year 14 4.8 8 54 6 4.1
Not regular 79 26.9 49 33.3 30 204
Total 294 100.0 147 100.0 147 100.0
Once 29 99 20 13.6 9 6.1
Twice 22 7.5 16 10.9 6 4.1
Nail care Three times 28 9.5 20 13.6 8 54
number Four times 24 8.2 13 8.8 11 7.5
of times Five times 42 14.3 26 17.7 16 10.9
(Annual)  Six times 16 5.4 8 5.4 8 5.4
Qver seven times 133 452 44 29.9 89 60.5
Total 294 100.0 147 100.0 147 100.0
Under 20 thousand won 43 14.6 41 279 2 1.4
Expenditu 20,000 ~ under 50,000 128 43,5 82 55.8 46 31.3
re for 50,000 ~ under 100,000 90 30.6 24 16.3 66 449
nail care 100,000 ~ under 150,000 30 10.2 0 0.0 30 20.4
(won) Over 150,000 3 1.0 0 0.0 3 2.0
Total 294 100.0 147 100.0 147 100.0
Acquaintances 171 58.2 92 62.6 79 53.7
. SNS (Blog, Facebook,

Svc::/eg;lng Instagram) 66 22.4 21 14.3 45 30.6
informati Billboard etc . 39 13.3 27 18.4 12 8.2
on News paper, magazine etc 3 1.0 2 1.4 1 7
Etc 15 5.1 5 3.4 10 6.8
Total 294 100.0 147 100.0 147 100.0
To take care of nails 66 22.4 44 29.9 22 15.0
To refresh myself 98 33.3 43 29.3 55 37.4
fRffStZEmg For external beauty 86 293 33 224 53 36.1
nail care For social conﬂdencg 12 4.1 9 6.1 3 2.0
service For events or gatherings 17 5.8 8 54 9 6.1
Etc 15 5.1 10 6.8 5 3.4
Total 294 100.0 147 100.0 147 100.0

2, 34 =30 Mz Y EITY AS 2) B4 #15
w79 1}0}% At W Auls 27 a2 AYE o
D AEE A% To| st =He w0 1A F,]—DI-E% BA517] olsho]
] AolEF AT U Auls S+ S 3 AgEel= B?l‘d”(factor analy81S) &AM AERt 1EE2 89
of h3t =4 T A% AZL 9sto] cronbach's « ol 24 Pl AFAeigen value)E 71E2= 1 oY
of Zh& olglel MElE YA, AGE ST A O TfA 40S50] ARHES gon, a9 Ade +
=t cronbach’s o AG7E 726 oVge] AFEE ekl 04 OOl R Ao uId 89 S A 5l
o] ZAYREo] YA Aol Ee ez uyspgrt A W Tl W HA(varimax)EAE AEke] Table

(Table 3. 49} o] HQIRMS AL KR At v AA

1o
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Table 3. Reliability Analysis Result

Number of Questions The Removed Question  The Used Question «
To refresh 6 1,2,3,4,5 0.925
Expressing their own value 6 1,2,3,4,5,6 0.905
Confidence 4 1,234 0.922
Professionalism 5 1,2 3,45 0.726
For health and hygiene 3 1,2,3 0.775
Aesthetic 3 1,2,3 0.731
Self-esteem 10 6,7, 8 9 10 1,2,3,4,5 0.904
The intention of revisiting 3 1,2,3 0.860
Table 4. Factor Analysis Results
Element
EE 1 2 3 4 5 6 7 8
4. | have a positive attitude to myself. 0.036 0015 0887 0.016 0.115 -0.005 -0.037 0.064
2. | think | have a good personality. 0.078 0077 0851 0.007 0.08 0110 0.005 -0.035
Self-esteem 3. I'm generally satisfied with myself. 0.028 0.007 0845 -0.030 0.181 0.045 0.006 0.022
1. 1 think I'm a valuable person. 0.007 0013 0811 0.142 -0.028 -0.006 0.009 -0.008
géo'm:ave no problem working with most o1 5024 0809 0194 0092 -0.024 -0.002 0086
4. Work efficiency increases after nail care. 0.818 0.181 0.067 0233 0.138 0.113 0035 0.125
2. When | get my nails care done, I think g1 195 0003 0171 0032 0146 0040 0118
my image may changes.
> After receiving nail care, it feels ke I'm 565 199 0071 0323 0114 0149 0027 0128
. working after fully preparing.
Expressing 6. After getting my nails care done, | feel
their own I'k ! 0.767 0224 -0.010 0.145 0.115 0.170 -0.035 0.206
value ike my value goes up. .
(31'0r2e'°°k younger, when | get my nails care 205 53 g6 0170 0075 0170 0169 0024
1. After taking care of nails, my introverted
personality and behavior change somewhat 0.721 0245 0071 0214 0037 -0071 0.129 0.118
actively.
f(‘)rTrang”g care of nails, it feels like investing 553 e3> 0009 0062 0102 0109 -0.001 0024
jéﬂsAfE getting my nails care done, | feel 15 5g59 0013 0066 0135 0081 -0078 0113
To refresh 1. My mood be refreshed by nails care. 0.142 0825 0051 0.141 0.034 0158 -0.027 0.098
3. If my hands are clean after getting my
nails care done, it feels like my mind is 0.203 0.740 0.029 0.099 0.196 0055 -0.067 0.071
clean too.
5. Getting nails care done, relieves stress. 0395 0719 0008 0.106 0.155 0.041 0.015 0.199
2. | think not taking care of nails can be 506 5091 0107 0861 0092 0081 0078 0043
rude to the other person.
, 1. I'm shy, when | meet people when |,/ (150 0080 0804 0146 0145 0115 0135
Confidence don't get nails care.
3. When | don't get my nails done, | don't 307 g06s 0109 0802 0147 0032 0094 0144
want to meet people.
4. If | don't take care of nails, | feel like lack. 0303 0.179 0.106 0.754 0.127 0.168 0.157 0.137
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Table 4. Continued

Element
1 2 3 4 5 6 7 8

Factors

3. It's most important to cares cuticles

. . 0120 0.025 0.089 0.115 0.123 0.782 -0.015 0239
when taking care of nails.

For health 2. | think, need to take care of nails for

. 0281 0235 0.028 0.185 0124 0678 0.198 0.038
and hygiene health.

1. Need to take care of nails to reduce

0194 0327 0.006 0.083 0294 0659 0140 0.061
damage.

5. What | often get through nail shops is
correcting my nails and toenails that | 0.075 -0.107 -0.029 0.083 0.167 0066 0810 -0.009
have problems with.

4. The treatment that | get often at the
nail salon is the treatment of calluses and -0.010 -0.110 -0.037 0.146 -0.095 0258 0.769 -0.100
dead skin cells.

Professionali
sm

3. The management that | often get at
the nail salon is artificial nails (damaged 0.175 0.076 0.045 0.092 -0.016 -0.093 0764 0.234
nails wrapping, acrylic, silk extension).

3. | think it's most important to apply nail
strengtheners and cuticle oil when taking 0211 0.051 -0.043 0.141 0002 0300 0.092 0.745
care of nails.

Aesthetic 2. | think it's most important to apply

. . 0170 0260 0.124 0050 0270 -0.141 0.068 0.713
color when taking care of nails.

1. | think the length and shape are the

. . : 0241 0184 0.071 0262 -0016 0273 -0.032 0.704
most important when taking care of nails.

1. Il continue to use the nail shop I'm

using 0.084 0258 0122 0174 0832 0.163 0.013 0.049

The 3. 1 will continue t it even if th
intention of > continue o se It eve © 008 0252 0149 0082 0802 0092 -0026 0.106
price goes up.

revisiting
2. I want to recommend a nail salon that 1) gouy 0216 0183 0771 0168 0098 0041
| use to others.
Unique value 10194 3715 2792 1904 1465 1407 1274 1183
Accumulated Variance(%) 31857 43465 52.190 58141 62720 67.118 71.099 74.797
2 AMAE AT 4= gloH, Ud FFa=0] 7184 2.208(0.7672 UeRgon, Hd 7 =] rEHge]
AO1EAS 6), FEHAFEEA 1, 2, ArEFHAIEF B2 4.14100.661), 7] 7HxmAL] B2 3.239(0.854),
6,7, 8,9, 10914 8719 FE& AAFE F 8749 MRS B 22950931, HEAS  HEe
a0z AYd £ Qe FEAME oF T5%= UEht = 2.279(0.889), 7 9148/49] B2 3.528(0.783), An1d<]
2 A%Es 7T 9SS & S Slglth e 3.339(0.846)2 UERGon, AR omo] Hye
3.688(0.886)2 LrERTh.
3) 71&EA AT o AP A BE = 2 147701, A
o] ATol /N 7148 Table 59 Zrh HEA 9 oFESA, WY 1 S"o 718 A TR EE, A4
BE F4= 294000|H, ApotEEd, Y 7 dge] 71E 4, AR, B A, AV 89 E AR ko] of
A% A7) JRAER, A, ARE, B 94878, An off £ASF 7144 5= Table 67 2t
83 9 AFE ool dis) ARt AolEFe] B2
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Table 5. 7echnical statistics of the concept of composition.

N Minimum Maximum Average Sta'.‘d?rd
Deviation
To refresh 294 1 5 2.208 0.767
Expressing their own 94 1 5 4141 0.661
value
Confidence 294 1 5 3.239 0.854
Professionalism 294 1 5 2.295 0.931
For health and hygiene 294 1 5 2.279 0.899
Aesthetic 294 1 5 3.528 0.783
Self-esteem 294 1 5 3.339 0.846
The intention of revisiting 294 1 5 3.688 0.886
Valid Mby list) 294
Table 6. Gender-Specific Nail Service-Seeking Benefits
Male Female
N
Minimum Maximum  Average Sta'.'d?rd Minimum Maximum  Average Star.mdérd
Deviation Deviation

To refresh 147 1.67 5.00 3.4512 81257 1.00 5.00 3.9252 .89629
Expressing their ;> 4 o 5.00 20830 77525 1.00 5.00 23333 74110
own value
Confidence 147 2.00 5.00 3.9265 63422 2.00 5.00 4.3565 61734
Professionalism 147 1.00 5.00 3.1145 78460 1.00 5.00 3.3639 90303
For health and ;4 45 4.75 21412 81618 1.00 5.00 24490 101231
hygiene
Aesthetic 147 1.00 5.00 2.4603 87961 1.00 5.00 2.0975 .88468
Self-esteem 147 1.00 5.00 3.4694 72858 1.00 5.00 3.5873 .83158
The intention of /> o 4.67 30454 74089 1.00 5.00 36327 84466
revisiting
Valid Mby lisd) 147
Male(N=147), Female(M=147)
3. Z[0IES2at ALz ] Fthof| ME HYSE A7) 1A Fhof| whE AR O%(=-6.407, p<.001)
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Table 7. /ndividual Sample T-Test Results
A variable Group N M SD T
The intention of High 11 4.09 0.84
isiti -6.407
revisiting Low 183 3.45 0.83
“1.05, “p<.01, " p<.001.
Table 8. F£ffects of Female Customer's Nail Service Benefits-Seeking on The Intention of Revisit
Factor B 8 t r Corr;;:ted F
(Constant) .870 1.796
To refresh 404 0.278 3.241™
Expressing their own - 039 -0.039 -0.386
value
Confidence 253 0.285 3.049* 0.330 0.301 11.485™
Professionalism .020 0.020 0.269
For health and hygiene 233 0.216 2.393"
Aesthetic -.019 -0.018 -0.827
*0<.05, "p<.01, "p<.001.
4, d80j 2 Y|Y MH|A 7 5f|EH0] ZHWE 2|0 ZolAl 71Exght 2z, B $AAo] AR omef
Djals A3t 30| (O] ARe F= Aow UYepith Tait A7 AAEE,
A4, Al 802 AEE e FAFCR Foljt 4
o] Ao FrtH o FAT oA Ao Y AH|A IS FA Eote ASR Yergth d=1 o4 A9
S g=o] PRz A= JF] 7 245k ¢ o 7 Fe F 7)RHSKB=278)0] T2 Q9EHT} A
o OESIFRAS AXGE AT} Table 87 2T Table 8o R o|mo] 7% mre S ujx: Aoz vett of
A o] A YA S FEO1EAE, ] HREY, of T2 Hil= o A2 Y #E Tl 7S
A7, ARA, BA A, AT APROE ko] B o} AEFA 4 WolE Zstels A
o o

Aol gt AL BAHCE fFogt Aoz yepich
RAEFES 33002 AMFE oo oigh FE4AF 7h2d oF
33.0%% A3 on, R 114858 pl001 SZoA &
ofgt Aoz yepgth

248 Aidg AFHeR AnEY  J|EHRHF=.278,
<001, AHAIZH(B=285, pCOD),

BA P4(6=.216,
pL050] TAHLE folgt AoR vt Hd 7 F"
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Table 9. E£ffects of Male Customer's Nail Service Benefits-Seeking on The Intention of Revisit

Factor B 8 t /' corr;zded F
(Constant) 1.396 3.198™
To refresh 0.118 0.092 0.960
Pxpressing their own -0.008 -0.008 0,071
Confidence 0.097 0.098 1.017 0.195 0.160 5.636™
Professionalism 0.043 0.046 0.553
For health and hygiene 0.373 0.335 3.761™"
Aesthetic 0.004 0.003 0.036

"K.05, "p<.01, "p<.001.

Table 994 &4 179 Hid =+ SO Hgh, =
| 7HRR, A, A, 22 9848, AR A
T & Zre] Al gt 372 FAHcR Fot A
o= yehdtt RER, 1952 AR o= tiFh FEAr
7}—°rtﬂ 19.5%% Ay om, B2 5.63622 p< 001 &

N
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