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LURscllll The purpose of this study is to study the service physical environment, customer satisfaction
and returning intention of beauty shop. Structured questionnaires and interviews were conducted to
investigate these correlations and analyzed by IPA method. The physical environment in the beauty shop
was analyzed as an important factor in creating an environment that can stimulate the emotional part of
the customers. It is found that the atmosphere, the emotional atmosphere and the installation of the
auxiliary facilities are important factors in the physical environment. Customer satisfaction was found to
increase satisfaction with employees’ intention, such as satisfaction with employees. The customer ’'s
revisit intention shows that they are trying to communicate and share their experiences through customer
satisfaction. It was found that it is important to meet customers’ emotional needs through improving the
physical environment of the stores and to improve the emotional satisfaction of customers based on this.
Strategic implications for attracting customers in the beauty shop suggest that increasing satisfaction with
existing customers is an important strategy in securing not only existing customers but also prospective
customers.
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<Table 1> Reliability Analysis for the Survey Questions
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FEIA] AT 4] EHAEE Y AT oEale] oigk IPA &4 259
<Table 2> Demographic Analysis for survey Respondents
factors group No(N) Rate(%) Factors group No(N) Rate(%)
male 21 10.1 single 83 401
Sex Marriage
female 186 89.9 married 124 599
20729 2 155 under 1 /month 87 420
A 30 ™39 7 372 2 times/month 61 295
ge
40 ~ 49 56 27.0 frequency once/week 31 15.0
5 ~ 59 2 20.3 273 times/week 16 77
undergraduate other 12 58
17 82
(graduate) under a million won 18 87
housewife 6 22 under 2 million won 38 18.3
Job salary n 39 income under 3 million won 56 27.1
salf-employment 4 2.1 under 4 milion won @2 202
professional 21 101 under 5 million won 32 15.5
other 6 29 other 21 102
under high school 30 174 under 50,000won 46 29
college 44 213
. — one time under 100,000won 82 396
education level university 65 314 _
expendlture under 150,000won 58 28.1
graduate 46 22
other 16 77 more than 200,000won 21 10.1
sum 207 100.0
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[Fig. 2] IPA Matrix for Service Physical Evidence on the
Beauty shop
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[Fig. 3] IPA Matrix for Customer Satisfaction on the
Beauty shop
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