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Abstract : This study attempted to investigate the influence of relationship marketing on the quality
of educational services and learners’ relationship commitment, and the goals are to provide basic data
needed to develop business management strategies and promote the growth of beauty education
industry. For this, a questionnaire survey was performed against the students from beauty academies
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in Yeongnam region, and a total of 503 copies were used for final analysis. The study results found

the followings: First, there were differences by each factor among relationship marketing, quality of

educational services and learners’ relationship commitment. Second, relationship marketing revealed a

statistically significant effect on the quality of educational services. Third, relationship marketing

showed a significant influence on learners’ relationship commitment. Fourth, the quality of educational

services showed a significant effect on learners’ relationship commitment. It is anticipated that the
study results would be available as basic data needed for beauty academies to develop business

management strategies and promote the growth of beauty academy industry.
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Table 1. Differences in Relationship Marketing

o ) Communication  Facilities Ties Professionalism  Attraction
Division  Selection N
M SO M SO M SO M SD M SD
Male 68 428 095 429 079 440 078 434 095 4.15 093
Gender  Female 434 411 083 410 087 421 085 415 085 388 0.92
Sum 502 413 085 4.13 086 424 084 417 087 3.92 092
2 2.576 2.854 2.888 2.763 4.934
P (0.109) 0.092)  (0.090) 0.097) (0.027%)
10's 127 426 078 429 084 440 080 429 079 407 0.87
20’ 256 407 085 4.08 080 419 082 412 088 3.84 0.93
Age 30’ 63 413 090 406 1.04 421 089 417 093 3.89 098
40's 56 410 093 404 093 409 095 417 089 3.96 0.93
Sum 502 413 085 4.13 086 424 084 417 087 3.92 092
o) 1.322 2.096 2.341 1.117 1.845
P (0.266) (0.100) 0.073) (0.342) (0.138)
Student 269 4.16 0.83 4.18 082 429 0.82 416 085 3.93 092
Housewife 43 385 099 387 104 406 098 407 091 380 0.94
Office 95 422 083 417 085 427 080 430 086 4.03 0.92
Job workers
Self~ 29 432 074 429 068 429 079 423 089 400 0.82
employment
Others 66 396 084 392 096 404 090 407 088 3.75 096
Sum 502 413 085 4.13 086 424 084 417 087 3.92 092
F) 2.538 2.510 1.778 0.903 1.137
P (0.039%) 0.041%)  (0.132) (0.462) (0.338)
*p<0.05
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Table 2. Differences in Quality of Educational Services

Reliability Value Convenience Edugatlonal—
Division Selection N environment
M SD M SD M SD M SD
Male 68 4.41 080 424 090 440 080 427 092
Gender Female 434 416 0.85 404 092 419 086 409 0.88
Sum 502 419 0.84 406 092 422 08 411 0.88
() 5.177 2.765 3.586 2.567
& (0.023%) (0.097) (0.059) (0.110)
10’s 127 433  0.80 418 091 441 080 427 0.80
20’s 256 4.14  0.83 398 090 413 086 404 0.89
Age 30’s 63 424 0.89 4.15 096 422 0091 4.11 0.99
40’s 56 409 093 408 0.95 420 088 407 0.89
Sum 502 419 0.84 406 092 422 08 411 088
F(p) 1.835 1.470 3.134 1.971
P (0.140) (0.222) (0.025%) ©0.117)
Student 269 424 0.83 406 092 424 087 414 087
Housewife 43 411 093 405 098 409 090 4.07 0092
Office worker 95 426 082 412 088 428 080 4.18 0.89
Job Self-
29 422 078 430 0.79 433 072 417 0.77
employment
Others 66 3.97 0.88 389 097 4.08 0.90 3.88 092
Sum 502 419 084 406 092 422 086 4.11 0.88
F(») 1.642 1.136 0.973 1.372
P 0.163) (0.339) 0.422) (0.242)
*p<0.05
3.1.3. g5ty B w2 st BAER A B SHRE £Y9& gstofof HAH o
gutd EAo] w2 skt IAlEY2 Table 2 EBQlo] AstEd, 10tHe] ZAAEYde] =4
33k Zrh Add mEtAe derdoez JAo] Uet2E Bastynt. E3t Park[30]9] A+l
AGJHETE AANHESY, AAF=Y, AFEZY Me A5FF mE IAEY] Fo7t Zpol7t
A BE =7 yeigor, AXA B ZAabgt LEhR] gFgkot B AoAe Ayt 2gE
o] Fogt zpol7b YERITHpC0.05). A=l uhat o mEt ALEEUe]l Fog ZolE UERTE
Ae AAHELL 10tH(M=4.26), AAH=U2 ol 79 AIZte] vl &S HA Al A&
40t (M=4.22), AAEEUAL 40 (M=4.11)°f| 4] st B I5E £AsH] He dA= @ 5
= yetgoy nE {ogt ol glth Zstal Sl shoA wjle= Zo] Hr} o]5o]
(p0.05). AYERE dodoz g4, Al 23l Aztop, ol A 8St 73R 5| 4

w02 A yegon ALHEA ] Azt Wt E2 ﬁéé G| ALt Ed o] Ayt
gro]  Fom|sHAl YERETH(p<0.05).  Kim[24]2] o] GolaHA Rt Aoz Azt
Afollre #7380 hEEYS S e &
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Table 3. Differences in Learners’ Relationship Commitment

Emotional— Cognitive— Computational—
Division Selection N immersion immersion immersion
M SD M SD M SD
Male 68 4.26 0.89 4.31 0.83 4.18 0.86
Gender Female 434 4.13 0.87 4.16 0.81 3.89 0.94
Sum 502 4.15 0.87 4.18 0.81 393 0.93
() 1.332 1.976 5.679
(0.249) (0.160) (0.018%)
10’s 127 4.26 0.81 4.21 0.84 3.97 0.96
20’s 256 4.08 0.89 4.17 0.78 3.87 0.91
Age 30’s 63 4.25 0.84 4.18 0.89 393 0.94
40’s 56 4.10 0.95 4.22 0.78 4.11 0.95
Sum 502 4.15 0.87 4.18 0.81 3.93 0.93
F(p) 1.595 0.109 1.111
(0.190) (0.955) (0.344)
Student 269 4.17 0.85 4.19 0.81 3.90 0.94
Housewife 43 4.15 0.95 4.08 0.92 3.89 1.03
Job Office worker 95 4.22 0.88 4.26 0.78 4.08 0.84
Self-employment 29 4.28 0.78 4.45 0.64 4.33 0.79
Others 66 3.92 0.92 3.99 0.83 3.70 0.98
Sum 502 4.15 0.87 4.18 0.81 3.93 0.93
F(p) 1.476 2.132 3.105
(0.208) (0.076) (0.015%)
*p<0.05
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Table 4. Correlation analysis of each variable
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Factors M A B C D E

A 413 1
B o413 20
C 44 U

b 19 T T

J09 731 763 727

E 3.92 1
700 704 786 752 780
E 4.19 * % * % * % * % o 1
735 761 710 7186 738 766
G 406 Y 1
728 734 765 774 739 739 721
H 422 50 o0 w7 T w1
7186 7182 734 722 700 792 755 719
I 4.11 ** o * % * % %% * % * % * % 1
J65 743 763 792 7196 779 783 7188 759
J 4.15 * K ;K % % * ok * %k % % % % ;K % % 1
732 7738 787 740 758 718 716 773 702 769
K 418 w7 2% 00 lY R Y e e ey e
668 668 717 .692 745 742 709 .698 749 707 773
L 3.93 * %k * %k * %k * %k * % * % sk sk * % * %k * %k 1

%k k

**p<0.01, M: mean, A: Communication, B: Facilities, C: Ties, D: Professionalism, E: Attraction,
F: Reliability, G: Value, H: Convenience, I: Educational environment, J: Emotional immersion, K:

Cognitive immersion, L: Computational immersion

t=13.386, FHTAl t=5.299, HEA t=4.161, &
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g AN e mHH ol =HAA,
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LEHATH(p<0.001). BAHAIR ] 25
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oL

7
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Table 5. Effects of Relationship Marketing on Quality of Educational Services

Independent Dependent Durbin—
valr)iable Vfriable B SE Beta t Watson
(Constant) 123 .080 1.538 125
Communication .087 .035 .087 2474  014%*
Facilities .070 .033 .072 2.129  .034*
Ties Reliability 442 037 441 11.922 .000***  1.921
Professionalism 246 .039 252 6.368 .000***
Attraction 133 027 .146 4992 .000***
Adj-R® =0.845, F=546.578, p=0.000
(Constant) -.031 .103 -.302  .763
Communication .008 .045 .008 183 .855
Facilities .084 .042 .078 1.980  .048*
Ties Value 251 047 230 5209 ooox*x 20T
Professionalism 205 .049 .194 4.161 .000***
Attraction 457 .034 .459 13.386 .000***
Adj-R* =0.786, F=369.434, p=0.000
(Constant) 429 .105 4.095 .000
Communication .037 .046 .037 .816 415
Facilities Convenience 480 .043 483 11.154 .000*** 1.919
Ties .052 .048 .051 1.075 .283 )
Professionalism 174 .050 .176 3.459 .001%***
Attraction .180 .035 .194 5.175 .000***
Adj-R* =0.745, F=293.855, p=0.000
(Constant) .009 .097 .090 928
Communication 131 .042 126 3.115 .002**
Facilities  pqucational— 058 040 086 2216 001"
Ties environment 288 045 274 6.450 000*** 989
Professionalism 221 .046 217 47761 .000***
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Adj-R* =0.795, F=390.098, p=0.000
*p<0.05, **p<0.01, ***p<0.001
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Table 6. Effects of Relationship Marketing on Learners’ Relationship Commitment

e e BB B P awen
(Constant) 134 094 1.421 .156
Communication .120 .041 117 2.929 .004%**
Facilities Emotional-  ~054 039 -054  -1399 163 Lot
Ties 1mmersion 526 .044 .508 12.089  .000***
Professionalism 112 .045 111 2.470 .014*
Attraction 267 .031 .283 8.522 .000%* **
Adj-R*  =0.799, F=400.333, p=0.000
(Constant) .662 .108 6.161 .000
Communication 151 .047 .158 3.214 001%**
Facilities Cogaitive- 111 044 118 2509 .012* 003
Ties Immersion .298 .050 .309 5.993 .000%* **
Professionalism .044 .052 .047 .842 400
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Professionalism 124 .067 115 1.845 .066
Attraction 415 .047 410 8.928 .000% **
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*p<0.05, **p<0.01, ***p<0.001
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Table 7. The Effects of Quality of Educational Services on Learners’ Relationship Commitment

|

Independent ~ Dependent Durbin—
vafiable Vfriable B SE Beta t P Watson

(&) 272 .083 3.296 .001

Reliability .353 .048 .342 7.364 .000***

Value Emotional- 1401 .038 423 10.496 .000***
Convenience  immersion -.011 .036 -.011 -.293 .T70 1.832
Educational~ 198 043 201 4614 .000%***
environment

Adj-R* =0.837, F=644.902, p=0.000
&= 741 .100 7.445 .000
. .250 .058 .260 4.326 .000***
Conitive™ 7 046 316 6042 000%** 1834
immersion
143 044 152 3.264 001***
161 .052 175 3.098 .002%*
Adj-R* =0.726, F=333.356, p=0.000
&= .373 127 2.934 .003
Reliability .052 074 .047 .703 482

Value Computationa .609 .059 .600 10.371 .000*** 1913
Convenience  —immersion .025 .056 .023 440 .660 )
Educational~ 185 066 175 2795  .005**
environment

Adj-R* =0.664, F=248.761, p=0.000

** 500,01, ***p<0.001
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