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Abstract The purpose of this study is to empirically research the effect of jaycustomers behavior
perception on emotional dissonance, job enthusiasm, and management performance. The sample was
327 beauty workers. The research methods were conducted by frequency analysis, factor analysis,
reliability analysis, correlation analysis, and simple regression analysis. First, the study shows it was
confirmed that the perception of jaycustomers behavior causes emotional dissonance and loss of job
enthusiasm for beauty professionals. Second, it was confirmed that the perception of the behavior of
jaycustomers had a statistically significant effect on emotional dissonance. Third, the perception of the
behavior of jaycustomers had a statistically significant effect on management performance. Fourth,
emotional dissonance had a statistically significant effect on job enthusiasm. Fifth, it was confirmed
that management performance had a statistically significant effect on job enthusiasm. Therefore, it is
believed the perception of jaycustomers behavior negatively affects beauty professionals.
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Table 1. General Characteristics

Factor Freq&e;ney Perc&:})tage

20s 220 67.3

Age 30s 25 7.6
(year) 405 41 125
505 orolder 41 125

Hair Beauty 107 32.7

Major Skin Beauty 157 48.0
Make up 39 1.9

Nail art 24 73

high school graduation 71 21.7

edu- A two-year university 159 48.6
cation University graduation 56 17.1
Under graduate school 41 125

not more than 1 years 221 67.6

1-5 years 28 8.6

Selni';/ei}ce 5-10 vyears 24 7.3
10- 15 vyears 23 7.0

more than 15 years 31 95
Total 327 100.0

BEO HE FAR 32798 24 stgom, AR

3 717k 202195919-202195Y93197H4] 170
A7F AASHYE A8 209 220%(67.3%), 30t

2598(7.3%), 40t 419(12.5%), 50told 419
(12.5%)& AT AE3L 3011079(32.7%), =

F15779(48.0%),  Hol1=A3978(11.9%), 18247

(7.3%) 02 ZAE YL L IE 719H(21.7%), 2¥
Al 15978(48.6%), 49A] 568(17.1%), thekdolAl 41

B(12.5%)°11, FF7I7H 14 vlRt 221(67.6%),
1-59 "k 28%8(8.6%), 5-10W wlgt 2474(7.3%),
10-159 =k 23%(7.0%), 159 °1%F 31%8(9.5%)=
UFERsiTE

3.1 FEEA9 BHEE 3 AMEE

FE AR B FEAZEE (13171 A &
b ARESERlon, S BdE ATt &
B4 AAGH A} Table 29} 2t} B4 54
BT 43S Yol 991 24 Z9E 29 &
2 FAE EA(Principle Component Analysis)
ojm, QRAAA| Y TeIE o JHTHL 273
A9l Hg WA (varimax) WS ARR5H3ITE 2Q1AA)
(Factor Roading)2 .05 o4l F9 fasH 28
stglon ZF ®ies 7He] ATRHAE AuE7] 95
Bartlett®] 88 #FX=22=4056.258, p(001&
W7 o] A3E A LS I 3t W4
£ 79 Jg4d & Aol KMO (kaiser-Meyer-
Olkin) A5=949% HE| A3 Flstqirt.
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Table 2. Jaycustomers Behavior Perception

Component
Factor
1 communality
Question7 927 .859
Questionb 926 762
Question10 924 .853
Jayeust  Questiond 911 829
OMErS  Question3 903 816
Behavio
Question6 900 .809
r Perce
ptionr Question2 873 762
Question9 873 762
Question1 .863 745
Question8 .828 686
Eigenvalue 7.979
Variance (%) 79.785
Cumulative (%) 79.785
Cronbach's a 972

Total Cronbanch’a 972
KMO = 949, x?=4056.258, p{.001
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32 ZAXMEXE SHEJO| EfHE A AT
WFRI=(147F AN 292 ARgsiieH,
z4ETel HYE A3E AR B4 29

Table 33} Ztt. WA Bartlettd 432 4 23
x2=1498.223( p{.001)2.& HLE Alolof Q91& o]
ST A S8k, KMOS #EAIE 4
23 KMO %t°].877 02 ey 384 55 J4T
ARoAE &4 ARY SRIBAVIE UEAFL,
QoMo ZHglglo] FQlE Yt srYQQl AFE
(Cronbach’s ) g2 Z9H %3} 908 2 5AA +~&
7Feet WA dA=E Eoith

Table 3. Emotional Dissonance

Component
Factor
1 communality
Question4 .847 717
Question7 .846 715
Emotio g estion3 838 702
nal Dis -
Question1 872 683
sonanc
e Questionb .821 674
Question6 796 633
Question2 643 413
Eigenvalue 4538
Variance (%) 64.829
Cumulative (%) 64.829
Cronbach's a .908

Total Cronbanch’a 1908
KMO = 877, x’=1498.223, p{.001

33 X9go| YT BT o AT

A% Gol[I5)7h AN 10823 F 74 2L 29
A7) 058 FZ3A Foto] AA F HF 9RFL
Agstgon, ZHET ey 252 9 89 2

A3t A7(Table 47+ 2}, WA Bartlette] T3
A3 A3}t 22=2316.051( p(.001)2.2 H4¢E Aold|
8915 o] ETISE AFTA 7} FHo1IL, KMO9] HEA
3= FAZ} KMO g0].926 08 Ye 354 5
< AT 2HoM e S A7 QARATPIE v
ZAFAIL, QR1EA ] Aol FRlFIT). sHejacel
AlZ%(Cronbach’s @) &2 #R=2s} 931 2 B4
A & 7Fst WA dAEE Bt

Table 4. Job Enthusiasm

Factor Component
1 communality
Question6 914 835
Questionb 904 817
Question8 .887 786
Job En  Question7 .826 .682
gagem  Questiond .809 654
ent Question2 791 626
Question9 732 535
Question3 705 497
Question1 662 438
Eigenvalue 5.871
Variance (%) 65.238
Cumulative (%) 65.238
Cronbach's a 931

Total Cronbanch’a 931
KMO = 926, x?=2316.051, p<.001

34 ZBg EF=0| BT 3 MR

AB8TE (16171 AAGE £ ARgstele, &
A=A B3AY A2 fd 8 EAg dn=E
Table 53 Ztt. WA Bartlettd @ E A4 23
22=706.529(p(.001) 2.8 BFE Atolo] 831 o|&
giet APIA 7L FE1L, KMOQ| BEAF: M2
¥ KMO #1777 22 YEht 354 = A4
oAM= &4 A= QAEA7PES TEAIHL
AEA]  Hteto] It sH8l AlFE
(Cronbach’s ) g2 ZH %3} 870 & 5AF &
7heet W4 dA=E Eoih
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Table 5. Management Performance

Factor Component
1 communality
Question1 .883 780
Question2 .868 754
M Question3 .896 .802
Question4 743 551
Eigenvalue 2.887
Variance (%) 72173
Cumulative (%) 72173
Cronbach's a .870

Total Cronbanch’a .870
KMO = 777, x*=706.529, p{.001
M: Management performance.
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Table 6. Comrelation between of Jaycustomers Behavior
Perceptionand Emotional Dissonance, job
enthusiasm, and management performance

JP E J M
JP 1
E .590** 1
J -.070 -.118* 1
M 147 .026 118* 1

*X.05, **p(.01
JP: Jaycustomers Behavior Perception. E: Emotional Dissonanc
ermance. J: job Engagement, M: Management performance

FE517] A8l o] PEA(multi-regression) 2 THo]
t} A7E AHEH Durbin-Watson &< 2.0162 2
of 7I7t9] WE 749 Ap7| Aol EA7F glo] =3
Hog Uehgon, VIF g2 1.0002 et 5%
A9 #A7F e AlE UEst B 4gsol
HRRZ| m A= FFE BAT 2 =S
TEHS 7 ARASR)L 59001910 AgAS
(R2)7} 3482 YUEh} EgHclo] S48l njA=
Ag2 34.8%= YEHTh E3t IJARFY A}
AR A3t F=173.789, pd.001 FEoA FAA
FOASHA et 3 4]o] AedehE Kol itk &
FUAYFEAZY] A FFIHB=.806, t=13.183,
p001)E BARCE [ooHA dFs vAL U=
ZA0 = Table 73 Zo] Uit

Table 7. The Effect of Jaycustomers Behavior
Perception on Emotional coordination

B SE B t Sig T VIF

. C 682 .143 4.062 .000

JP 806 .061 590 13.183 .000 1.000  1.000

R=590°, adj A’=.348, F=173.789, p(001, D-W=2.016
E: Emotional Dissonance. JP: Jaycustomers Behavior Perception.
C: Constant

gak
O

rir

3.7 S ASX[Z0| AFF0| O|X| ot
EF PsA|Zto] Al mA= FFS
Hat7] 98l o8] AE A (multi-regression) S AA|
St A3fo|tt, ZHE AW EWH Durbin-Watson &2
1.907% 20 7P7Hg] ®eE 749 A7) A8 247t
glo] EYAHoR Uehton, VIF g 1.000& et
U 534489 EAE e AoE yeigth B
7 YFAZto] F Gl HA = IS EAT A
Sl TEHS 719 AHASR)L 1470192
o AAASR2)7F 0222 UERL Z=YHolo] F&d
olof ujAl& AL 22.0%% UERGTH ESt SR
39 H BAEA An £7.210, p01 FEAA
SAA FY5HA UEh 240l AgRhE Hojn
AUrh. EFIAYEAZ] G/ THB=.185, t=2.685,
p{ODE BAZHLE oA JFS vAL Qe A

O & Table 83} Zo] YEFHT.

¢

Table 8. Effect of Jaycustomers Behavior Perceptionon
on Management performance

B SE B t Sig T VIF

C 1.855 193 9.622 .000

JP 185 .069 147 2.685 .008 1.000 1.000

R=147°, adj R?=.022, F=7.210, p(01, D-W=1.907
M: Management performance. C: Constant. JP: Jaycustomers B
ehavior Perception

HARFEZE 7L vAE IS 5]
93 53] HEA (multi-regression) ZA3o|th, A}
£ ATHEYH Durbin-Watson g2 1.675& 29 717}
¥ ¥aE 7] A7) AR A7 flo] 5HACE Y

%om, VIF gk 1.0008 Yet ths-344d9] &4
7F = AoE Uehgt AEERe7E AFd 1|
A= ¥ AT 2y et SEHS o A
TASR)E (11801009 AAASR2)7F 0.142 Y
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et ERF SARYY] AT EAREA A
F=4.601, p<.05 #2004 BAH fstA vehdt 3
AAlo] AYehS Hoj1l Qirh AFRRIL 7Y
9)(8=-.115, t=-2.145, p{.05)> BAHOZ Folo}A
¥ m|A| T Q1= AOF Table 99F Zo] Lelyith

Table 9. Effect of Emotional Dissonance on Job

Enthusiasm
B SE B t Sg T VIF
c 3614 125 28.809 .000
YT 05 0m -8 245 033 1000 1000

R=.118", adj A’=.014, F=4.601, p(05, D-W=1.675
J: job enthusiasm E: Emotional Dissonance. C: Constant

=13
S

3.9 X

ATt ARG A= S T+ A
o oS3 AE A (multi-regression) A¥olt}, AE
A EH Durbin-Watson &2 1.688% 20| 7171%]
WS 7HY] 27| Ao #4071 glo] =3 A8 yE

}or, VIF e 1.0002 ekt tEaaiel 24
7F fle 20 Uesth AAEE7T A 7g oo ni
Ae JF= 24T 29 =58 TS 1 A
TAFR)Z 1180190 AAAS(R2)7F .0.142 Y
it =gHRlo] TEHRI nX= A8 14.0%=
e ES AR At EAREA A
F=4.626, p{.05 oA SAA FostA Yehd 3
Aol Ateks Hoja Stk AJ9457 R4
(8=.1006, t=-2.151, p{05)& EAHLE FsHA ¥
S UlA I = AOF Table 103 Zo| YERTE
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Table 10. Effect of management performance on
job enthusiasm

B SE B t Sig T VIF
C 3.083 138 22.389 .000
M .106 .049 118 2.161 .032 1.000 1.000

R=.118", adj R?=.014, F=4.626, p(.05, D-W=1.688
J: job enthusiasm. M: Management performance.
C: Constant
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