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Abstract :

Journal of the Korean Applied Science and Technology

The study wanted to compare the use status of general beauty salons and men's hair

salons for male customers managed by male practitioners and to check the impact of service

quality awareness on satisfaction and loyalty. A total of 405 people were used as analysis
materials. Principle Component Analysis was used to verify the reliability and validity of the

measurement tool. Sub—factors of service quality recognition have derived expertise, affinity,

reliability and persistence. The validity and reliability of satisfaction and loyalty were verified. Based
on the results of this study, the differences in hair involvement in general beauty salons and men's

specialty salons, service quality awareness, satisfaction and loyalty were identified. The relationship
between professionalism, affinity, reliability, persistence by sub—factor of service quality awareness

has been identified with satisfaction, loyalty and statistically significant positive (+). In addition,
male professional beauty salons had positive effects on service quality awareness of satisfaction and

loyalty. Service quality satisfaction has been confirmed to have a positive impact on loyalty. In this
study, the beauty of the men through the significant marketing potential use as basic data on the

market feed that the portraits.
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Table 1. Validation of Service Quality Recognition

I Ingredient

tem Professionalism Affinity Reliability Persistence
Professionalism 3 0.836 0.174 0.247 0.211
Professionalism 2 0.836 0.179 0.240 0.237
Professionalism 1 0.823 0.149 0.148 0.168
Professionalism 4 0.793 0.200 0.276 0.225
Professionalism 5 0.685 0.195 0.323 0.162
Affinity 6 0.226 0.793 0.252 0.259
Affinity 5 0.173 0.777 0.305 0.231
Affinity 7 0.271 0.753 0.230 0.244
Affinity 4 0.208 0.661 0.371 0.216
Affinity 8 0.410 0.620 0.266 0.278
Reliability 3 0.228 0.303 0.799 0.196
Reliability 2 0.225 0.241 0.777 0.327
Reliability 4 0.264 0.363 0.757 0.150
Reliability 1 0.183 0.197 0.712 0.399
Reliability 5 0.267 0.408 0.586 0.173
Persistence 4 0.220 0.186 0.226 0.835
Persistence 5 0.198 0.148 0.218 0.804
Persistence 3 0.151 0.228 0.216 0.749
Persistence 6 0.213 0.234 0.312 0.712
Persistence 2 0.100 0.318 0.262 0.701
Eigen Value 4.033 3.856 3.563 3.548
Variance Variable % 20.164 19.280 17.813 17.740
Cumulative Variation % 20.164 39.444 57.256 74.996
Cronbach's a 0.908 0.890 0.912 0.901

KMO=0.934, x> =6970.140, df=190, p=0.000

Table 2. Validate the Service Quality Satisfaction and Loyalty

Item Ingredient
Satisfaction Loyalty
Satisfaction 3 0.905 0.230
Satisfaction 2 0.894 0.251
Satisfaction 4 0.893 0.267
Satisfaction 1 0.866 0.190
Satisfaction 5 0.848 0.301
Loyalty 3 0.438 0.779
Loyalty 2 0.487 0.759
Loyalty 7 0.374 0.754
Loyalty 8 0.473 0.727
Loyalty 1 0.485 0.681
Loyalty 5 0.182 0.533
Eigen Value 4.946 3.343
Variance Variable % 44967 30.387
Cumulative Variation % 44967 75.354
Cronbach's a 0.954 0.854

KMO=0.913, x* =4320.696, df=55, p=0.000
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Z—] __T/\E

Z7 oA wEL 24

AHier s FHo] TEE 9 SR vXe 9T 5

g Ax} 30th7h 44.9%% JPF we Aow
Epfon, m&Eo] 67.7%, WSt A/EYo]
42.0%, At A/ZH0] 31.9% wom e
t}. ZAdogl 269%7 HFAAxE A W
Aoz yeiton, 4 £¢2 300~4507H o
Tro] 7B wekar 150~300%Hd mlgko] 27.4%
=02 e tH(Table 3).

oA gigAEe] Fojof gt FaAdelut
T £=g mebelr] flete] glo] o
et #ol s Al ATE Table 40 UeR
oot BASH Ay} muF &SAto] AA AL AL
THM=298, SD=1.18 %A YJeht FAHES
Aol Hlsl| 2 dllo] AEtdS fAlehH, BES
Fr1Her AEGomn Bl B4 tigh ol
b B2 Zoz Atmrmle] Mok B &S
AlQlgt 7|et 5 BE7E 3.3 ofor FAES]
o] T TAmrt A & HEd, ok

HAEL o ZAGA sllojoll wit BAETY
3.1. HF CHAXte] SAEN EN W w2 Ao Aaso] A14.15].
3l|01 Zo=
= A7 A=Y I TARE E4& 24t
Table 3. Demographic Characteristics

Item Selection N (%)
Under 19 years of age 20 4.9)

20s 142 (35.1)

Age 30s 182 (44.9)

40s 52 (12.8)

Over 50 years old 9 (2.2)

. Married 131 (32.3)
Marriage Status Single 274 67.7)
Below high school graduation 37 9.1

Education College student / Graduation 129 (31.9
University student / Graduation 170 (42.0)

Graduate student / Graduation 69 (17.0)

Office Job 20 4.9)

Specialized Job 98 (24.2)

Job Service Job 105 (25.9)
Self~-Employment 109 (26.9)

Student 60 (14.8)

Not Employed 13 (3.2)

less than 1.5 million won 47 (11.6)

Less than 1.5 to 3 million won 111 (27.9)

Monthly Income Less than 3 to 4.5 million won 131 (32.3)
4.5 million won or less than KRW 6 million 85 (21.0)

6 million won or more 31 (7.7
Total 405 (100.0)

_94_



o
ACh
>
)
o
2]

ol
o
)
o

Table 4. Hair Involvement

Journal of the Korean Applied Science and Technology

Hair Involvement M SD

Men also need beauty care 3.67 0.91

Hairstyles have a big impact on one's appearance 3.41 0.89
I changed my hairstyle according to the situation 3.36 0.93
I'd like to try out a fashionable hairstyle 3.32 0.96

I'm using hair care products 3.34 1.01

I do hair styling 3.34 1.05

I tend to be careful about the damage to my hair 2.98 1.18
Total 3.35 0.83

M : mean, SD : standard deviation

Table 5. Comparison of the Location, Purpose, and Method of Use of Beauty Service According

to the Choice of Beauty Salons

. Beauty Men's X’
Item Selection Sal Beauty Total ()
aon Salon P
. Be close to one's 122(59.8) 90(44.8) 212(52.3) 9.177
Location The distance is far away 82(40.2) 111(55.2) 193(47.7) (0.002**)
To look young 15(7.4) 50(24.9) 65(16.0)
For social life 60(29.4) 49(24.4)  109(26.9) 23.252
Purpose Change in style 84(41.2) 69(34.3) 153(37.8)  (0.000* **)
Stress relief 45(22.1) 33(16.4) 78(19.3)
Use a service only for one
eleron fone place) 350172 11661 151G73)
number of people (one) 80.238
Method Use a service only for a 58(28.4) 36(17.9) 94(23.2) (0.000%**)
number of people (one) : : : '
Use more than one shop 44(21.6) 32(15.9) 76(18.8)
Visiting various places 67(32.8) 17(8.5) 84(20.7)
Total 204(100.0)  201(100.0)  405(100.0)
#545 0.001
3.2, it n|E4ut HY ME D849 0|2 Vg & BAL Ao ¥t 41.2%, 34.3%
HEf Hu 24 ZHa 2 IRIHJAFp0.00D). AT WHIAEL] ol&
2 AF OVAES] neAd AdEe] whE g Hozs Ay n)gAY AL 32.8%7F & 2
AMu2 o] §iR1eF 54, o] gHhAof High o] o=uh HoFA] g oY & etk A
AHE HW stglon, ZARE AiE Table 5 ox uehgon, @4 HE n8dY Be
et glel. 245 dah, dut v gds F2 o] 57.7%7t &+ (@ DA Al&dt= 2oz o
+ 59.8%7F 4/A8E 9H A=A (p0.00]). ©l9t 2 AFE Foll F &

o olg A WE BAL ZAW, A AL 6l

fu

e olgsks WA 1ASL 9Xet ofg WA
YOI FAET} B4 Uehts 53] sl
oAt o, Ayt mg AT ohE G AR A
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33.1 W44 Age] o2 Fo] BAE o]
A%

B AT wga A et a7 s
o dolel st Faeltt slo] BAULE ot
sfaat o] Polme] Aols 2Ah shglon], =
AFgk AT Table 601 LERyGIch, 24 2,
2 &4 Aue] hE A7 sk AEE Aol
RE RN d AR ol olg iyt
Sol slojell g Telert vl e Aoz ot
AP (p0.00]), B AT o] AEH
.

33.2. ulgA A wE Aua Fd 94
Zpo] A%

£ AL ugd dee] e Aux £ 5

£ Table 7]
B BEoA A AR ugHo] dnh ngA
of vl @A AetA(M=398 SD=0.9]), Z=4
AN<(M=3.73, SD=0.85), AE(M=3.67,
SD=0.87), B N&(M=3.63 SD=0.96), 8 A
&(M=338 SD=0.87) <22 AR# olge &
o] A Yert(p<0.001, p<0.05). A3 7
BoHde doA o= Atde AFH Fo

[e)

(M=392, SD=0.89, 1749 HA(M=386,
SD=0.89°F V% 22 nAE(M=3.85,

SD=0.96)7} AHer ¢ ot Aeor o
AHAH(p<0.000). ARG T2 Ak v]-gAof
Hjste] BE FRolA =2 Hert SElENeH
(p<0.00D), 53| B4 A& v-8de] 3 A
& M=4.01, SD=0.86%] &< SH°l =AU
o &4 FE2 MY F49 sieled F
P B2 A7 #elEtlen, BE FEoA
ot mlgAde]  wlsf ool FelE Tt

(p<0.00D). 53] 1A Holg ] B SHolA
M=4.02, SD=0.909] 7V¢ &2 He7t &A=

Table 6. Comparison of Hair Intervention According to the Choice of Hair Salons

Beauty Men’s .
Item Salon Beauty Salon (o)
M sD M SD P
Men also need beauty care 3.48 0.93 3.88 0.84 ~4541
o ' ‘ ' ' (0.000%**)
Hairstyles have a big impact on one's -4.170
aopearance 324 090 360 085 el
I changed my hairstyle according to the -4.360
situation 3.17 0.89 3.56 0.94 (0.000%**)
- . . -3.953
I'd like to try out a fashionable hairstyle 3.13 0.92 3.50 0.97 (0.000%**)
I'm using hai duct 319 093 350  1.06 3147
m using hair care products . . . . (0.000%**)
. . -3.267
I do hair styling 3.17 1.01 3.51 1.06 (0.000***)
I tend to be careful about the damage to =0.460
3.01 1.28
my hair 2.96 1.08 (0.645)
ir Tnvol 351 084 3948
Hair Involvement 3.19 0.78 . . (0.000***)

** % 0,001
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Table 7. Sub—factor of Service Quality Recognition by Beauty Salons Choice

. Beauty Salon Men’s
Item Selection Beauty Salon t(p)
M SD M SD
Be professional in men's style 352 096 3.98 091 -4.839(0.000%*%)
He's specialized in men's cuttings 3.31 0.89 3.67 0.87 -4.091(0.000***)
Be specialized in dyeing men's hair 3.23 0.95 3.58 0.87 -3.881(0.000***)
Professionalism Be specialized in men's perms 341 0.85 3.63 096 -2.383(0.018%)
Be specialized in the treatment of =5 51 g7 393 085 -2.53000.012%)
men's clinics
Total 3.40 0.79 3.72 0.78 -4.077(0.000***)
Specific consultation 355 1.00 3.88 0.95 -3.361(0.001%%)
Correct styling recommendation ~ 3.54 1.01 3.92 0.89 -3.971(0.000***)
Feel comfortable 3.54 1.05 3.83 091 -2.926(0.004*%)
Affinicy | Dey manage customers similar to 5 30 o5 395 95 —4.686(0.000%**)
their family
He strives for the convenience of 3 ) ) 45 386 088 -4443(0.000%*%)
his customers.
Total 3.49 087 3.87 0.79 -4.558(0.000%*%)
Have a sense of fashion 345 1.09 3.90 0.99 -4.346(0.000%*%)
You will be trustworthy and honest 3.52 1.01 3.92 0.93 -4.059(0.000***)
Use good quality materials 3.41 099 391 094 -5.182(0.000***)
Reliability Have a thorough schedule 347 099 3.95 0.95 -4.968(0.000%**)
(scheduled) management
Have a strong sense of 348 101 401 0.86 -5.662(0.000%**)
responsibility
Total 347 085 3.94 0.81 -5.676(0.000%*%)
Be neat in appearance and 5 )30 398 077 -5.966(0.000%**)
appearance.
Appearance good-looking 3.40 1.01 399 090 -6.237(0.000***)
Persistence Manage customer data well 344 1.11 4.02 0.90 -5.829(0.000**%*)
Clean 3.43 1.02 392 0.86 -5.230(0.000***)
Use the latest equipment 344 1.00 396 0.80 -5.746(0.000***)
Total 3.43 0.88 3.97 0.70 -6.926(0.000%*%)
200,05, “*p<0.01, ***p<0.001
ot 2 AiES g & o 5 u8A A= AE FRISHAH(p0.00D). 53], G4 HE "
o AHA FE Q1A polrt FRlEgloH, & SAoA AR BAWM=421, SD=0.80)2 A%
A9] 7Hdel HEFEHU b7 =L, AHlE TEAWM=415,
SD=0.86), W& AMElA B =404,

333, U184 Ade] w2
o] 4%

£ Q7L ngd Adoe] e gEne 54

Zo g Aol2 mhet shelom, ARG AuE

Table 8] VtehRich BA5 A, Ayt g4

o Hlste] WA AR mlgAo] UEEL HHolA

Lo wERg gelsHgon, SAHoR fog

BEE U FHE

SD=093, AE AHIA(M=4.01, SD=0.89, AE
o] A& MMIA(M=399, SD=0.89) =08 ZA

Hen, Rt ulgde B AFe &4
(M=3.73, SD=090), AH~ 7VH(M=35],

SD=0.95), AE A8|A(M=349 SD=0.9]), AE
9] A& AH|A(M=399 SD=0.93%}t Wiz =2
ME|A(M=3.99, SD=0.95) =22 epgtt, o]
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Table 8. Comparison of Satisfaction and Loyalty by Choice of Beauty Salons

Men’s
. Beauty Salon t
Item Selection Beauty Salon ©)
M__SD M __SD P
- . . -5.460
Satisfied with product quality 373 090 421 0.86 (0.000* **)
Satisfied with Cutting Servi 349 091 401 0.89 ~5.908
atisfied wi utting Service . . . . (0.000***)
Satisfied with other services besides -6.614
cutting 339 093 399 0.89 (0.000%* %)
Satisfaction 7005
Satisfied with store services 339 095 4.04 093 (0.00b***)
- . . . -7.098
Satisfied with the price of the service 3.51 0.95 4.15 0.86 (0.000* **)
-7.021
We will continue to use it in the -9.138
437 0.70
future 360 097 (0.000***)
It will be mainly used for cutting -8.483
procedures 3.40 1.00 4.13 0.72 (0.000%**)
Mainly used for dyeing or pumping -9.334
procedures 328 1.01 411 0.76 (0.000* **)
We'll use it even if the caretaker 3.665
Loyalty changes 358 1.13 314 1.28 (0.000%**)
. . . . -8.368
I will use it even if the cost increases 2.91 1.40 390 0.94 (0.000%**)
[ am willing to recommend to an -9.619
acquaintance 337106 424 0.7 (0.000***)
-8.266
***p<0.001
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Table 9. Validate the Correlation Between Service Quality lecognition Factors and Satisfaction and

Loyalty
Correlation e —— Service Quality Recognition Saisfaction Lopalty
Coefficient lism Affinity  Reliability ~ Persistence
Professionalism 1
Affinity 6607 1
Reliability 590" 6907 1
Persistence 5127 628" 6877 1
Satisfaction 4647 4727 5327 5297 1
Loyalty 3857 3737 4387 4787 6507 1
“*50.001
Table 10. Effect of Sub—factor of Service Quality Recognition on Satisfaction
Unstandardized Standardized AR
Item Coefficients Coefficients ) F t
B SE B
Constant 1.107 .186 5.942%**
Professionalism .188 .061 172 3.107**
Affinity .042 .065 .040 0.350  55.413%%** .637
Reliability 226 .064 222 3.518%**
Persistence 276 .061 .263 4.553%**

a. Dependent variable : Satisfaction **p<0.01, ***p<0.001
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Table 11. Effects of Quality of Service Recognition Sub—factor on Loyalty

Unstandardized Standardized

Item Coefficients Coefficients AR? F t
B SE Ji4
Constant 1.564 .188 8.332%**
Professionalism 121 .061 117 1.977*
Affinity -.014 .066 -.014 0.259 35.020%** -.208
Reliability 154 .065 161 2.376*
Persistence 312 .061 316 5.100%**

a. Dependent Variable : Loyalty *p<0.05, ***p<0.001

Table 12. Effect of Service Quality Satisfaction on Loyalty

Unstandardized Standardized

Item Coefficients Coefficients /AR? F t
B SE B
Constant 1.352 0.138 9.778***
. . 0.422 295.491***
Satisfaction 0.611 0.036 0.650 17.190***

a. Dependent Variable : Loyalty ***p<0.001
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