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Interest on Beauty of Beauty Salon Customers' and Beauty Shop Consumption
Sentiment according to COVID-19
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Abstract Background: There was a need to investigate the interest in beauty and consumption sentiment in beauty
shops on COVID-19 among beauty customers in their 20s and older in Daejeon Metropolitan City. Purpose: To investigate
the degree of interest in beauty and consumption sentiment of beauty shops according to COVID-19 targeting beauty cus-
tomers. Methods: A survey was conducted targeting beauty customers in their 20s or older in Daejeon. A total of 263 ques-
tionnaires were analyzed using the SPSS 27.0 program. Results: Beauty customers' interest in beauty was above average in
hair style, makeup, skin care and body shape management, but nail care was below average. In addition, it was found that
there were some statistically significant differences or no difference in beauty shop consumer sentiment due to COVID-19
according to gender, marital status, age, and occupation. It was found that there was a positive (+) correlation between inter-
est in beauty and consumption sentiment of beauty shops due to COVID-19. Conclusion: The beauty interest in beauty of
the customers in their 20s or older in Daejeon Metropolitan City and the consumption sentiment of beauty shops on COVID-
19 outbreak indicated some statistically significant differences depending on gender, marital status, age, and occupation, or
seems no difference. Therefore, it is evaluated that the results will serve as basic data for research in this field.
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Bk ohdet AR, AR, Qb 5o SHelME HEE Far
oA THPark & Kim, 2020). T=3F COVID-192] A Z-¢ ¥
%, A SellA AAe] F3E A vle-E &St
£ A= el H%13(Song, 2020), T2 g AHE] o
ofe] -3} w3t whE HE2 WHIES 3R QTte] A
el 4ke) Aol (Jang, 2013), =3+ YA WIS HF
Al S Qe wbede|al, EEtete] 1l AS o7t 714
o] YARZ AA gk Mccracken(2009)= F4bslal le}.

o]o} Zh2- A8} Lol 53] FE|Ald2 AL dE
Hol| ¥ 7]l vlste] A A, T3 el |
Fo47l =AM AH, A sHoZ A He wet &
v|zpe] A" Hrppxe] e ® FABIAL itk (Lee &
Kim, 2010). o|%% &3k} dAst EA9 Akl A5
o)A An|EEle] BFS o9 FAIste] Am)ARe] Alale]
WAgt Q1A 2 W F71E weE] Al wHE A=kE T
ok gt

uleA] A Z7HA] HE] Ak Eolol| A COVID-19 T3t
AT Park(2021)0] 2t 19¢]] whE ALSA f13e] HE
ZnaE] el Fufsielol] mA|= oFek F oS- mikle) wisle]
A77} 9l Park & Nam(2021)o] =21} 197} HE|Hof
Zenle]] A= od kel A e] w]-gAk] 2} wiviw o] X e}
AL s MR A Al 52 A771 Sl o
9ol F2rt-190]] oJ&f FeEJAlEL] AP vl vl
2= ¢d3F(Kim & Ahn, 2021)3} dojn]gel52] HALA
413k COVID-199]] w3t <124} (Shim & Lee, 2021), =
v 192 <Isk Belghe] Fejrfu| s Fufs)gel| x| o33k
(Hong, 2021) 52| A77} slou}, r| &35S o=
g Hel 914 FAE 9 COVID-199F 22 A3 $139l
Al A3l ul2 FreliF AnlAleed W8t A7 iRl

w2hA] o] AFelrs diAFAA] Al 200 o] m]gaL
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w2 FELF ARAEE ZARKER o] Fof Q7o upE 7]
ZARE AT But ohz) FEl AlY] Fekellxe] mAR
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u]-§- 1A 2] FrE]el] digt 914 AAE U COVID-199]
w2 FEIAF ARAlElE A s71918 A2 Park(2021)
7} Hong(2007) AAT-E FA 2 o] A7l 23 A
TAsted 2Bl AEaE- T diaxle] ik &
A 653}, Helol g FAAE 1053}, COVID-192 13|
71 FEAF Aanale] STk R FAYEII TR

iz 84 24

o] A w184 e Hele] Tk BAE B COVID-
199 vk FEliF Analelel A3t A72A 252 Mele §
A Z=Z 7284l SPSS(Statistical Package for Social Science)
27.05 AH&3le] AT

QA7 oA Ak BAL Joln] fste] wLERA
S AAJsle] wlEe} WiRE(%)E ARESIAYE S =79
SpHEE Ze] fsled S Rl EFAYS 44 5
Aem, A= HEE $18] Cronbach’s oAl5-E AFHE3IS
o} el A% @ COVID-192 Q13+ HEl4F An)Ale]e|
gk ARkl QIAS et y] flate] Z|EE AR S A
Njol BT W BERAE ABohach D S o
£ FEl = g Z2H92 9ldE FEJAF Anlale] 2fe]
£ o] 9Jsle] HEHEY Aol P AAFel o8 2
AL AN, A ED Aol 5 ttesesh o
QU)X AR (One-way ANOVAYS AA8153.01, A7
%22+ Duncan tests ©-83151e. F&] ¥A=2} COVID-
192 I8k FEjAF anale] 7] IS dolir] $late] A
A 4 (Pearson correlation analysisyS A st} H
g] $A=7F COVID-192 Q1&g FejiF Anfale]el] vlx|e o
S atohir] slale] TSRS B wE B
A fo] £FL p< .05, p<.01, p<.001 FFANA FHZ3)90.

it d nF
AT ChARIS] YR Sy

AT HAAke] Uubd B4 Table 1914 B nje} zro]
A A= 2638 o] ek AH 2 FAE 854 (32.3%),
AR 1789 (67.7%)1 9L, AE FFERE 1 E2 709
(26.6%), 712 1939 (73.4%)°1%i+}. Q22 400 98
= (37.3%), 5090 o4 97 (36.9%)0-2 HT o], A
Pz AT o] 629 (23.6%)°% 71 WAL, AT 5
2= 200-3009H 1] 557(20.9%), 300-4005Hd wlwk
& 57%(21.7%), 400-5007F1 W] HHS 677 (25.5%), 500%F
A o) AL 56W(21.3%)0] 1L, YT LH] A& HEE=



Table 1. Characteristics of subjects

Table 2. Descriptive statistics on interest in beauty

Items N %
Male 85 32.3
Sex

Female 178 67.7

. Single 70 26.6

Marital status .

Married 193 73.4

20°S 38 14.4

30°S 30 11.4

Age

40°S 98 37.3

>50’S 97 36.9

Student 6 2.3

Profession 62 23.6

Housewife 52 19.8

Job Sales/Service 22 8.4
Office worker 43 16.3

Self-employment 27 10.3

Etc 51 19.4

< 2 Million won 28 10.6

< 2-3 Million won 55 20.9

Aver?ge monthly < 3-4 Million won 57 21.7

income

< 4-5 Million won 67 25.5

> 5 Million won 56 21.3

< 1 Million won 43 16.3

< 1-2 Million won 76 28.9

Average monthly <2-3 Million won 64 243

consumer spending

< 3-4 Million won 45 17.1

= 4Million won 35 13.3
Total 263 100.0

100-2009F] m]9ke- 767 (28.9%)° 2 714 w2

To| dE=E W ElEE HE

7o it s QQlRAMS ulBsl Ayt FE
=5 73 KMO(Kaiser-Meyer-Olkin) Zke] .811,
Qo1E X9 HFAL ehll= Bartlett?] 73A A= A}
¥*=1244.664, df=120, p < .0012 QQlHA 2] Alg-o] 3}
3 FE8lo] EANTS sk QiAo Aol
oz} 3709 8ele] =EEN, BE 5] 83l Mk
0.5 o] oz veht el A FE3haih. 12l AF s
BA Azt RHe)AF 28]AE] Cronbach's a=.774, FE] A
X Cronbach's a=.71622 2F 7|53k 0.654 =4 Y=}
v, A 229 - i o] e AeR el

It 0.
°oX i

HE| BT W IRLHOR QI8 REIM AHIAZ| TS
24

Be] B A3t 7 SFAS

FE] BAEo] i3t 7S EA TS Table 29} o] Eol
W] 531 =S 234 ke 14, 297 ekt 24,

Question N

1-6. I'm usually interested in hair styles 263  3.66 0.76
I-7. 1 am usually interested in makeup 263 3.03 0.93
I-8. I am usually interested in skin care 263 3.50 0.89
1-9. I have always been interested in nail art 263 2.65 1.16

I-10. I have always been interested in body
shape management

Total 263 336 0.63

263 397 0.79

BEeloh 34, 23 44, vl 23 53R SAE A,
A47F 22555 e T 255 oJnisie). i 3§
o] 2~eldol] TS 7RI Qlet & Hatol 3.66%, HAl
wo] el TS 7L Qe 3.03", il )53k
IS 7L Qe 3.508, Hael v delEe| A4S 7t
AL 9let. 2,658, el Aol FAL 7R ATk
3.974 o]gl, AA FFL 3364 F Ve, HE|lIE
o Nt 7|EFA S HF oAl

COVID-192 & &4k 2njAlelel] digt 71e8A%F

COVID-192 glst FEl4F anjalelel digt 7|E5A%
Table 33} Zro] Fd}el tidle] 53 HEFHS 23 A] v
1A, 237 oo} 24, ot} 34, a3} 44, vy 1%
o S5)E S, A7 =255 COVID-192 It
FERF anlAde 8 A= 255 vl

COVID-190| % o|HIE9} =2 R3S T3t w2 7148 31
el Fte] 3223, COVID-19 o|F 7MIn|E ©] 18
s 3334, 2449 o F a5 W wiie]el I
Elake] Al o] Bj3iths 3.65%, COVID-190]%F EfRle]
FEAE 5715 o] azelsit} 2.89%, COVID-199] % H‘%‘f}
= e A7 7RIS o s 3.05% 019

Table 3. Descriptive statistics on consumption sentiment in beauty
shops due to COVID-19

M

Question (point)

II-1. Consider lower prices
through events and promotions after COVID- 263 3.22 0.98
19.

I-2. After COVID-19, consider the cost of
ownership more.

[I-3. After COVID-19, we consider the status
of the beauty shop related to disinfectionand 263 3.65 0.90
quarantine management more.

-4, After COVID-19, we consider other
people's reviews of beauty shops more

263 333 093

263 2.89 1.00

II-5. Consider the distance of beauty shops
you visit after COVID-19. 263305 110

Total 263 323 0.71
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Aoz FF 323802 e}, COVID-192 213t &
el 4] Aol W8t 71E BAE Rl FElAF 7]

2 o IR AsE iR BE oo w v,

UUIY SMof| mE FE[ol cist 2N Hx

A= A WIS

25 FA] BEEE= Table 49} 7o) A 2= qto]
312408 HEooh(3A) W} 27 =2 0= et o
ubq EA4el| whebAs Aol E FAkM =3.361 y7F 4}
M=3.008)1Ec} 9|2 FA] s} o 23her, 5AA
22 o3t zlol7} A THp < .01). BE FFHEE n|E
M=331%)e] 7| EM=3.058)1 ) 9% w57} o &
e, FAMLE frelgt Ao|7t AUNTHp <.05). WEA o
o} 2o ARZ E o, AR w]g- A9 ui] 1=
= AT AE el aebA BAA RelgE zlelr) 9l
nom, A 2ol wpeiMs o8t xhe] 7t gl

o]¢} AR -2 Hong(2007) 450l whe $32]
9|7 Azl BgE AFolA 400034k, 500 =50, 600 =
HES Bgelop) 7P w2 Ao g vehgrlal 39l ot o
ATl 402} 508 o] ol A ]mAle wigt RES=
= W5 o]Ako 2 e, Hong(2007)9] Aztel= ofzke]
zto] 7} QlEnt, o] A2 AlHA Afelof] whE xjo] 2 AY7tH]
u, o] FEo disire £ o AT B ol s A
2 AlEE eI

Ha A2 =2 digt elklg] 3] HH A=

Ha 2pale] Q77 EllollA] o HA Hol=A]of whs] Al
7] o= A= Table 59} o] AAH 2= Fo| 3.48

Table 4. Satisfaction levels with appearance

M *
Items N (point) SD t/F p
Male 85 336 0.81 "
Sex 3.147 .002
Female 178 3.00 091
i Singl 70 331 084 R
Marital nele 2161 032
status Married 193 3.05 0.90
20’S 38 339 097
30°S 30 3.20 0.61
Age 1.682 .171
40’S 98 3.04 085
=50’S 97 3.06 097

Profession 62 3.15 0.83
Housewife 52 3.00 0.77
Sales/Service 22 323  0.69

Job 1.176 321
Office worker 43 335 0.78

Self-employment 27 3.15  0.86

Etc 57 296 1.18
Total 263 3.12  0.89
"p<.05,""p<.01,""p<.001. This symbols are the same as following

tables.

Aoz wFolut(33)el 1Hth(44) Atel2 bt A3
R 0lEM=3.661)°] 7]1EM =3.42%)8 ) 3
957} Ellof|Al oJFA Bol=A]dl W3l o] 417 2241ck
gl o, BAX 2 fogt A}ol7} ATHp < .05).

A e 209 (M =3.874), 3081 (M =3.53%), 404 (M
=3.304), S0 ©] M =3.518)°% FAHSRE {23 2}
o7} A (p < .01), AFF7A 4] Duncan tests AA|gF 2
3} 2007} 30eH o] AdEE} A APAle] 9 mT) Efglof|A] o
Al Bole=Alo Ha) o 417 2 7o F velyirl ujebA
Hax Ao o= Wt elle] X, FAAE, AE £
Aol A BAH LR frolgt xfe]7} ododaL, AH 3 2ol
A= frolgt zfel 7} gldet

o]9} FAKSE T2 Hong(2007)2 A5 whE 13329
o)mte] QTellA 409 FHHEE] 600 ZHF 7HA]E 2Rale]
9 5o dste] ellolAl 2F 417 2o} 7P B A
22 vehd, o] Q72 A} fAlsE Ao ey,
olo} 2 ANER B wf, YUkl ARIEE A 2419
w7} ERelof|Al oJFA BAA] o gloiA AFFE] A13e 2
Ao E vepynt

B re

K

ERRloA Reola AL o]u]Z)

elelof]A] Ho]al A2 o]u]x]= Table 67} 7Fo] AA2 2
2 HEee oA} 422%2 7P Wk, v R Al
Azl ou]#](24.7%), SHE)A PR (14.8%) T2 &
Uk AHEEE W2 F=EE oA 60.0%2 7 B
ML, AR FEEE o|u|R(33.7%)2F Tt o]n]A|
(28.1%y7} ¥Is=aAl wekeH, BAH = Rolst 2oz} 3l
Ach(p <.001). wEbA EfQlellA] Holar A2 o]u]R] = A
oA FAHLE folgt Ael7} sl o), WA= $iit

o]¢} AR -2 Hong(2007) 45l whe 5932
9w Aele] FHaF ATl 60 2uHE A2 Fh Azt el A
F=2g ou|A7} 7P wskTkAL sjed o] 7] ZHe} 2
2 Ao F e, ol 47 AFEE £ o, jFE
AFtE2 ERQlolAl Holal A2 zRAle] o]n]R| = FEg-
oJu|AE AT 3= o7 Almgich

Fe1REe) 74 5719 54

Helgelel] 2lolMe] 5% 5719} 548 Table 73} 7o
AR Ao 2 A7 FH 0| 45.6%2 7P Wk, Tgoe
el A 7} 30.8%F Btk AHEE FAls HARA A}
45.9%2 71 WL, oA A7IEAe] s45%E P @
gkem], BAH LR felah Ael7} UsiTHp < .001). AE &
g W E47.1%), 71E(45.1%) 25 A7) Fde] 71
kot A el gl u]E(10.0%)°] 71E(2.1%)
Bl o By, A F2A 2] A-ole 7]E(9.8%)°] BlE
(2:9%)8 o wWgker, $AX R Fo3h Apel7} 9l
(p<.05). AZERE= 2050 (52.6%), 3091 (50.0%), 409N (41.8%),
500) o] AH45.4%) B A7) F o] 7P wekot, AjAw)
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Table 5. The degree of other people's perception and interest of one's appearance
Items N M SD tvF P Duncan
Male 85 3.46 0.99
Sex -.29 170
Female 178 3.49 0.75
. Single 70 3.66 0.93 .
Marital status . 2.05 .041
Married 193 342 0.79
20’S(a) 38 3.87 0.74
30’S(b) 30 3.53 0.90 .
Age 4.60 .004 b, ¢, d<a
40’S(c) 98 3.30 0.88
>50°S(d) 97 3.51 0.75
Profession 62 342 0.80
Housewife 52 3.46 0.73
Sales/Service 22 3.64 0.85
Job .65 .657
Office worker 43 342 0.98
Self-employment 27 3.37 0.63
Etc 57 3.61 0.92
Total 263 348 0.83
Table 6. Images you want others to see
Soft image Stylish image Young image Cplorful Inj[elllgent Etc Total 0,
Items image image 1/
Numbers and Ratios(%)
S Male 51(60.0) 15(17.6) 9(10.6) 0(0.0) 3(3.5) 7(8.2) 85(100) 23.116/
(9.4 ek
Female 60(33.7) 50(28.1) 30(16.9) 2(1.1) 28(15.7) 8(4.5) 178(100) .000
. Single 33(47.1) 14(20.0) 8(11.4) 1(1.4) 6(8.6) 8(11.4) 70(100) 9.031/
Marital status ]
Married 78(40.4) 51(26.4) 31(16.1) 1(0.5) 25(13.0) 7(3.6) 193(100) .108
20’S 16(42.1) 11(28.9) 4(10.5) 1(2.6) 2(5.3) 4(10.5) 38(100)
A 30°S 12(40.0) 9(30.0) 3(10.0) 0(0.0) 4(13.3) 2(6.7) 30(100) 17.573/
e
& 40’S 43(43.9) 20(20.4) 16(16.3) 0(0.0) 10(10.2) 9(9.2) 98(100) 286
>50°S 40(41.2) 25(25.8) 16(16.5) 1(1.0) 15(15.5) 0(0.0) 97(100)
Profession 29(46.8) 14(22.6) 7(11.3) 0(0.0) 9(14.5) 3(4.8) 62(100)
Housewife 20(38.5) 13(25.0) 12(23.1) 1(1.9) 5(9.6) 1(1.9) 52(100)
Sales/Service 8(36.4) 7(31.8) 2(9.1) 0(0.0) 3(13.6) 2(9.1) 22(100) 14.879/
Job office worker 20(46.5) 13(30.2) 5(11.6) 0(0.0) 3(7.0) 2(4.7) 43(100) 944
self-employment  10(37.0) 8(29.6) 4(14.8) 0(0.0) 3(11.1) 2(7.4) 27(100)
Etc 24(42.1) 10(17.5) 9(15.8) 1(1.8) 8(14.0) 5(8.8) 57(100)
Total 111(42.2) 65(24.7) 39(14.8) 2(0.8) 31(11.8) 15(5.7) 263(100)

o] 79l 3090 (20.0%)7F 2060 (7.9%), 407 (1.0%), S0°H
o] 4H(1.0%)8x} o] wWerow, BAH o2 FoJdt zlo]7} gl
Ackp <.0n). meAe el #ele] F4 719 54 A
W AE f5, Aol SAASE F2d 2felrt 9l
v, Aol weirs zbel7t gl

FEALY FofollA 71 Al Hof

Tk FokellA 71 #AS 71 F-2 Table 8%
o] A A o2 doj el o] 433%E 7MY Wk, of
o2 A (28.9%), T FHE] (21.7%) o= Wk},

A 2= s o] AEtdo] 67.1%% 7P Wk, of

A= A (32.6%)9 sl ek (32.0%)0] BIsEAl w@
okom] EAZ o2 fe)at x}o]7} 2dgith(p <.001). <123
22200 (34.2%)E AR¥A=7F 7P WAL, 309 (50.0%),
4070 (42.9%), SO0 0] 4H(48.5%)E sl et o] 7hg Wk
on, BAHLR fogt o7} QATHp < .01). WebA o]
o} & Az 2 o, frejaky] FokllA 74 A Qe
Hop= Az} oA BAH R §o5t 2ho|7} 9lgl L,
AE f-7ek Aol wetdE Zel7h glsiet.

ole} fFAksE AFZE Lee er al, (2021) post corona Al
o] MzAle e elmte] B)F BAMelA I)%amle MZA

de TR AAx, ERE, AE, Al U¥s, A
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Table 7. The main motivation and purpose of beauty management

Self-. hu.man . Sexu.all Socz.ﬂ Weight Ete Total .
Ttems expression relationship  attraction cohesion control XZ/P
Numbers and Ratio(%)
Sex Male 23(27.1) 39(45.9) 9(10.6) 9(10.6) 22.4) 3(3.5) 85(100) 38,94*1*5*/
Female 97(54.5) 42(23.6) 2(1.1) 9(5.1) 19(10.7) 9(5.1) 178(100) .000
Marital Single 33(47.1) 19(27.1) 7(10.0) 5(7.1) 2(2.9) 4(5.7) 70(100) 11.611/
status Married 87(45.1) 62(32.1) 4(2.1) 13(6.7) 19(9.8) 8(4.1) 193(100) 041"
20’S 20(52.6) 13(34.2) 3(7.9) 1(2.6) 0(0.0) 1(2.6) 38(100)
Age 30°S 15(50.0) 3(10.0) 6(20.0) 3(10.0) 2(6.7) 1(3.3) 30(100) 38,86*3*/
40’S 41(41.8) 32(32.7) 1(1.0) 9(9.2) 8(8.2) 7(7.1) 98(100) .001
=50’S 44(45.4) 33(34.0) 1(1.0) 5(5.2) 11(11.3) 3(3.1) 97(100)
Profession 26(41.9) 20(32.3) 3(4.8) 6(9.7) 3(4.8) 4(6.5) 62(100)
Housewife 32(61.5) 7(13.5) 2(3.8) 1(1.9) 8(15.4) 2(3.8) 52(100)
Tob Sales/Service 12(54.5) 6(27.3) 0(0.0) 3(13.6) 1(4.5) 0(0.0) 22(100) 27.525/
office worker 16(37.2) 16(37.2) 3(7.0) 3(7.0) 4(9.3) 1(2.3) 43(1000) 330
self-employment ~ 9(33.3) 10(37.0) 1(3.7) 2(7.4) 3(11.1) 2(7.4) 27(100)
Etc 25(43.9) 22(38.6) 2(3.5) 3(5.3) 2(3.5) 3(5.3) 57(100)
Total 120(45.6) 81(30.8) 11(4.2) 18(6.8) 21(8.0) 12(4.6) 263(100)
Table 8. The field of most interest in the beauty industry
Trems Hair style Skin care Make-up Nail art B?:gﬂig;pe ;(2221) wa
Numbers and Ratios(%)
Sex Male 57(67.1) 10(11.8) 0(0.0) 0(0.0) 18(21.2) 85(100) 322 LZ!
Female 57(32.0) 47(26.4) 11(6.2) 5(2.8) 58(32.6) 178(100) .000
Marital Single 32(45.7) 12(17.1) 6(8.6) 2(2.9) 18(25.7) 70(100) 6.213/
Married 82(42.5) 45(23.3) 5(2.6) 3(1.6) 58(30.1) 193(100) 184
20’S 10(26.3) 7(18.4) 6(15.8) 2(5.3) 13(34.2) 38(1000)
Age 30°S 15(50.0) 5(16.7) 2(6.7) 1(3.3) 7(23.3) 30(100) 26,523/
40’S 42(42.9) 26(26.5) 1(1.0) 2(2.0) 27(27.6) 98(100) .009
=50’S 47(48.5) 19(19.6) 2(2.1) 0(0.0) 29(29.9) 97(100)
Profession 33(53.2) 10(16.1) 2(3.2) 0(0.0) 17(27.4) 62(100)
Housewife 21(40.4) 9(17.3) 2(3.8) 2(3.8) 18(34.6) 52(100)
Tob Sales/Service 6(27.3) 9(40.9) 2(9.1) 2(9.1) 3(13.6) 22(100) 23.696/
office worker 19(44.2) 8(18.6) 1(2.3) 1(2.3) 14(32.6) 43(100) 256
self-employment 11(40.7) 6(22.2) 2(7.4) 0(0.0) 8(29.6) 27(100)
Etc 24(42.1) 15(26.3) 2(3.5) 0(0.0) 16(28.1) 57(100)
Total 114(43.3) 57(21.7) 11(4.2) 5(1.9) 76(28.9) 263(100)

B2 A ek Helae] gglan, MAE ZA sl

27 BF, A7), 58, 29, HhaxEs) 2 Helamlel
olekar g} glel, o] A7 MAlHel SRS 20-
4090 S S RFe] FHe] Slekar sle] Y- Fakak ¥

HA do)2elde] di3t I
4 Flo]2Elde) tidk FAEE Table 99} 7ol A A4

02 Fto] 3.664°2 BEo|th(3h)et 2 TH4A) A
o] 2 vephgr} wehA A slojxeldel] Hat B == A
W AERE, A8, 2] 2R EAHSE F2)3F x}o)

E dsleh

g vlo]adel gt A=

HA wlo]adol gt FAIEE Table 102} Zo] HA|A
02X o] 30332 HEo|q3H) AxZ vehd.
A EE XM =3.288 7} FAHM = 2.528 Ko} Ho|=
el dgt AL o Fokem, AR frolst 2o



Table 9. Interest in your usual hair style

M
Items N (point) SD tvF p
Male 85 3.60 0.73
Sex —-.852  .395
Female 178  3.69 0.78
. Single 70 354  0.83
Marital i —1.481 .140
Married 193 3.70  0.73
20’S 38 3.55  0.83
30’S 30 357  0.63
Age 2214 .087
40’S 98 357 076
>50°S 97 381 0.75

Profession 62 3.60 0.69
Housewife 52 3.71 0.75
Sales/Service 22 395 0.72

Job 1.163 328
office worker 43 372 0.70
self-employment 27 359  0.57
Etc 57 3.54 095

Total 263 3.66 0.76

Table 10. Interest in your usual make-up

M *
Items N (point) SD t'F p
Male 85 252 096 -
Sex —6.282 .000
Female 178 328 0.8l
i Singl 70 273 1.09 o
Marital inele ~2.863 .005
status Married 193 3.14 0.85
20°S 38 3.03 097
30°S 30 297 1.07
Age 1.848 .139
40°S 98 289 096

>50°S 97 320 0.82
Profession(a) 62 294 0.96
Housewife(b) 52 335 084

Sales/Service(c) 22 323 0.75 N

Job 2.437 .035

Office worker(d) 43  2.88 0.98
Self-employment(e) 27  3.15 0.86
Etc(f) 57 282 098

Total 263 3.03 0.93

7+ A5k < .001).

AEFFERE 71EM =3.148)0] BlEM =2.73%)R o}
wle|Zdell At I =T} o Fhew, FAHLE folst
Zol7} QIKATHp < .01). AERE AFA M =2.944), T5-
(M =335%), ZllAR]22 (M =3.233), AR (M =2.88%]
), A M =3.15%), 7JEkM =2.82%)E BA|H o2 {9
3 x}o]7} 911 (p < .05), AF=A 8] Duncan testS AlA|3F
Az}, 37} Tlepet dlolagle] dgt B} o e A
o2 Jepge). ujebd o)e} 22 AR B ), 34 wo|=
ool g FAEE A, AERT, Aol BARCE #
I8t zpel7} glglont, Aol wEtME Afel7t glsiet.

o|¢} FAKE T2 Hong(2007)2 A5 whE F13329)

A -ol2F 5

3

My

S|zl AgE A7ellA 4oeFt, 504 b, 60 Z=mb
2 PAle] 2F et 7HE ol velhtor, 500 Mk
HFolthr} 38.9%, 60t Fube w2 #AS 7MxIEs}
327%2 7P w2 Ao et o] A7 A} fAt
3 o2 vepgtl. &, 30-40d0 M= I =7 23 W9k
o}, d=o] oS o] Z el wist WA ET} FobA|
= ALE Yeht, te]rl EolA g em e £ 4l
AE 2 Lo F AR Ee I

B4 IRt 9% =

H4 g 5ol i3k FAEE Table 113} ZEo] A% 2
2= Fito] 3.50%8 0% BEolo(3d )9k 1ZTH4A) Alo| &
vebdeh. AR A2kM =3.678 7} d2HM =3.133 )it
) Fel] Higt I =7} o] mokom, BAIHLE folt A}
°]7} 1A ek(p <.001). whebA 4 g He]el] st Il =
Aol wEpARl, BAIH 2 f2)3t 2lo] 7} 3l

o9} fAFsE A2 Nam & Kim(2021)2 X, M, zZAHIH
o] oA AMAES AR IRt 192 QI3 AL $
3 Aol wE I T4 o] SAEE AR AFeA I
Ful 83w 54 b S AAET 4092 ZARNAL o
AAEANA AN TA =7 A VR Fle o] 79
Azte}l AT =3 Nam & Kim(2021)2] o=
Al Z XA 7F JA =) 7P el e, e e
= AFAel| FARR ofAde] I]u| 8ol I =T} =2, A
FHEEE ATA | FARRE o34 e] 35w Lo FA =T}
32, Aol whel fofu]gt xfe]E Holohal d1gl oy, o]
Aol M= A= 9 A frofu]gt zpo|7) gl AR
veht o] o] Azl ofzke] zle]7} 9le Ao
vrepstet.

Table 11. Interest in your usual skin care

Items N M SD t/F D
Mal 85  3.13 092
SeX ae -4.86 '000***
Female 178  3.67 0.81 .000
i Singl 70 340 097
Marital  Single 1.08 280
status Married 193 3.53 0.85
20°S 38 358  0.79
30°S 30 370 0.99
40°S 98 337 092
=50’S 97 354 0.84

Profession 62 3.42 0.88

Housewife 52 3.50  0.90

Jjob  Sales/Service 22 3.73 1.03 59 705
office worker 43 3.60 0.88
self-employ 27 341 0.89
Etc 57 346 0385

Total 263 350  0.89
"p<.001

*
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s} 3}@5 Ao A EAAHCZ §2)3 2}o]7} 99 o}
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O F= Fqto] 3974 E ¥ (4) AEE JeRsTh A
W2 32 (M = 4.03% Y FAHM = 3.823) B} A3 A
o gt HAETE o wskew, FAHE Folgk zbe|7t
AATHp < .05).
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Table 12. Interest in your usual nail art

amjAdE

Table 13. Interest in your usual body shape management

M x
Items N (point) SD tF p
Male 85 3.82  0.83 .
Sex —2.02 .04
Female 178  4.03  0.77
i Singl 70 3.87 090
Marital - >ing'e ~1.06 288
status Married 193 400 0.75
20°S 38 395  0.87
30°’S 30 423 0.68
Age 130 273
40°S 98 392 0.80
=50’S 97 3.94 079

Profession 62 3.97 0.70
Housewife 52 4.08 0.71
Sales/Service 22 4.00 0.62

Job 1.91 .092
Office worker 43 4.19 0.73
Self-employ 27 3.81 0.83
Etc 57 3.75 0.99

Total 263 397  0.79

< o] 2L Flglem, BAIHLRE Rolst Abe]7t SIK
Hp <.001). AgHEEE AEH M =3.234), FHM=3.50
), Hell A2 (M =3.184), AF-E (M =3.28%), #1943
M=2593), 7[efM =3.23)2 EAHSZE {23t 2]
7F A3 (p <.01), AFF74A Q] Duncan tests A3 A}
A A5 AR 22 ARE TeR L 21 B COVID-
19 o] % o Ee} =2 v S it w2 7HAS o 183}
= Ao eyt

weha] o)) ZAF}ol|A] COVID-19 o] % o|HlES} T2 w
AL T3 2 7 a8 A AR oA BAA
22 frogt zpol7} ldet. w3t v g5 A A

Table 14. Degree of consideration of low prices through events and
promotions after COVID-19

¢

*

Items N M SD t'F p Items N M SD t/'F p
Male 8 208 097 Male 8 279 091
580 . S ~5.18 000
Sex Female 178 292 115 50 000 x Female 178 343 094
- Singl 70 243 120 - Singl 70 3.09 093
Marital nee ~187 062 Marital - Singfe ~139 167
status  Married 193 273 1.14 status  Married 193 327  0.99
20°S 38 255 135 20°S 38 329 077
30°S 30 28 126 30°S 30 320 092
A 33 797 A 12 47
£e 40°S 98 264 113 ge 40°S 98 318 1.5
>50°S 97 264  1.09 >50°8 97 324 101
Profession 62 250 1.14 Profession 62 3.23 0.98
Housewife 52 2.87 1.03 Housewife 52 3.50 0.94
I i 2 291 134 Sales/Service 22 318 1.0l .
Job  Sales/Service ’ 00 am Job  Cresvervice 323 .007

Office worker 43 277 1.27
Self-employment 27 2.81 0.83
Etc 57 235 123

office worker 43 3.28 1.01
self-employ 27 2.59  0.89
Etc 57 323 093

Total 263 265 1.16

Total 263 322 098
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Table 15. Degree of consideration for satisfaction of the mind
compared to the price after COVID-19

M X

Items N (point) SD vF p

Male 85 3.13 094 .

Sex —2.44 015
Female 178 343 092
i Singl 70 3.31 0.99

Marital - Sing’e ~17 863
status Married 193 334 092
20°S 38 350 0.95
30’S 30 3.37 081

Age 76 515
40°’S 98 335 0.96
=50’S 97 324  0.93

Profession 62 334 094
Housewife 52 329 094
Sales/Service 22 345 0.80

Job 1.88  .098
Office worker 43 344 093
Self-employ 27 2.85 095
Etc 57 346 093

Total 263 333 093

AFe ol +34 59

Table 16. Degree of consideration of the status of beauty shops
related to disinfection and quarantine management after COVID-19

M *

Items N (point) SD vF p

Male 85 3.32 0.99 s

Sex —4.02 .000
Female 178 3.81 0.81

i Singl 70 3.31 0.94 e

Marital - Sine’e 376 000
status Married 193 3.78 0.86
20°S 38 3.55 0.95
30°S 30 337 0.76

Age 1.51 212
40’S 98 3.72 0.98
=50’S 97 3.71 0.83
Profession 62 3.65 0.94
Housewife 52 3.87 0.74

Sales/Service 22 3.68 0.65 o

Job 435 .001

Office worker 43 384 095
Self-employ 27 296  0.65
Etc 57 365 1.01
Total 263 3.65 090

A o2 Pito] 3,658 0% HEo|Th(3H )2 THTH4A)
Ate] 2 viefytet.

AR oA M =381} @A M =332 4 e} COVID-
19 o] ¥ A% al wrdte] I He] ARe] AlelE o 1
gl sl em, BAIM L ® felst xlel7) Atk (p <.001).
AE FFERE 7|EM =3.78%)] n|EM =3.31%)%}
COVID-19 °]§ A% 9 wi3e] A= 7] AR A&
o] aEjgidal sl om, BAH SR feldt zlo|7) Sl
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Tl AR 22 (M = 3.68%), ARFAI(M =3.844), A4 (M =
2.964), 7IEHM = 3.658)E TAIHS=E f2l3gt zle]7} 313
3(p<.01), AFF774 ¢l Duncan tests AA1gF A7}, 23]
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L2 ey
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= ApEojAle).

COVID-19 ¥ elRle] JEl4F 7] 38 A=

COVID-19 °]F HE]AF nlalg]el gleir] elele] HeE
AF 37] 318] A== Table 173} 2] AAH 0 2= o]
289802 HFo|g(3H)yht v Aoz v

APE R 200 (M =3.294), 30 (M =3.10%]), 405 (M =
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Table 17. Degree of consideration of others' reviews of beauty
shops after COVID-19

Table 18. Degree of consideration for the distance of beauty shops
to visit after COVID-19

M * M *
Items N (point) SD tF p Items N (point) SD t'F p
Male 85 273 096 Male 85 299 1.06
S -1.75 .080 -
- Female 178 296  1.02 Sex Female 78 308 1 % O
Marital Sing.le 70 3.00 1.02 L1 267 Marital Single 70 3.23 1.08 160 110
status Married 193 284 099 status Married 193 298 110 '
207S(a) 38 329 101 20°S(a) 33 342 111
30°S(b) 30 310 084 . ,
Age , 342 018 Age 30°S(b) 30 327  1.08 s ouT"

=50"S(d) 97 278  0.96
Profession 62 2.95 0.88
Housewife 52 2.96 1.03
Sales/Service 22 2.64 090

Job .66 649
Office worker 43 291 1.11
Self-employ 27 2,67 1.04
Etc 57 2.93 1.05

Total 263 2.89  1.00

T eRle] e 7] 18 Axs delM BAHCE
2|3t Apol7} Qlsdct. whebA] o] o} ZE2 Atz E o, w|g
IAEL Aol wlglr COVID-19 o] F REJAF 4m)Ale]
o SleiAl eRele] fFERF $715 ABfele AR AlEE

COVID-19 o] ¥ ¥NEsH= HEJAF AT 28 A=

COVID-19°] 5 FEAF anlalelel leiA WEshe el
Ak Al 3 A== Table 187 Zo] AA|H 2= o]
3.05402 BEelth(3d) AER vehgeh A% : 20
(M =3.424), 301 (M =3.273), 40 (M =3.00%]), 50}
o] AFHM=2.89%)02 EAZ o2 {23 z}o]7} QL
(p <.05), AF737 <] Duncan tests A3 A7}, dgo] v
=75 COVID-19 o|F Whishs RElAF 7=1E o wol 3
= o= vepdd

webr ole} 2 AxE E ], COVID-19 o] % u]431
MEL 7ol upebA WEshs frElAF AElE sk A
22 AlgE o]zl

E| A=l COVID-192 QIft FE| &F AH|MZ|o Az
A
el =9} COVID-192 A% HE] AF AnjAlE)e] A

= g0

r
B

He] FAES COVID-192 I8t Re] AF AnjAle] 7He)
IAE dotr 7] $l3le] AATHEAE A s, o A
+ o9 Table 199} #e}. Fe] A= COVID-192 <l
gt He] AF 2n)AlE](r= 270, p <002t A+ A=A 7}
UE AR vepsch aeir ole} 2 ANZ B o, i
E]ZA =9} COVID-192 <18t He] AF 4n)Alg] 7] Ab
e e AeE veht, RElAF A5 o] F-iel

=50"S(d) 97 2.890  1.09
Profession 62 2.97 1.13
Housewife 52 3.13 099
Sales/Service 22 2.86 0.89

Job 1.24 289
office worker 43 3.33 1.11
self-employ 27 2.74  1.06
Etc 57 3.07  1.21

Total 263 3.05 1.10

Table 19. Correlation between interest in beauty and consumption
sentiment in beauty shops due to COVID-19

Interest in Beauty shop consumption

ftems beauty sentiment due to COVID-19

Interest in beauty 1

Beauty shop consumption
sentiment due to COVID-19

%

270

w2 ] g o] "yl HloR AlgEeizlv

o]9} FAKE T2 Hong(2021) A&, A7]e) 7531
20-50e P S Ao E FE1} 195 <ldh Eqizle] FE
AMul2s A gl v ks Mg A, folv|g
A+l AIE TedEAL 8 vl Qled, fFElTAE F A
vlaTa) g T2 199 A7) Qe AR el
v}, olg} eisle] HjA So] Qs AR AlEEe]AIH.

FE] A=) COVID-192 13t F1E] 4F anlielel] vlX=
33

FE] FAE7} COVID-192 <18t He] AF, anlalee] n)
A= oS 7AZ3 A= Table 203 Zo). HE] FAE
7} COVID-192 <I3t 11¥] AF, AnlAlelE AWk A%Y
AT R2= 07022 Ueh} 7.0%2] Anee] 3elxg],
F=20.5342 Jeh} §2)4F a=.00104 3]FE3 0] *
et o= vl e IAE(S= 270, p<.001)= =
2ut192 Qlgt JEAF AnlalElel Fefnlst A (+)e] Pk
HX= ZeR et &, JE IE7 2855 COVID-
19 o] % w2 714, 7Wlu], FreEl AF 571 59 e AF &
vlalEle] 8] A=r) Felrl= Aoz vehdd.
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Table 20. The effect of interest in beauty on consumption sentiment
in beauty shops due to COVID-19

Non-standardized Standardized

Factors coefficient coefficient ¢ p
B SE Vi
(constant)  2.197 232 9.48 000"
Interestin = 307 (68 270 453 000"
beauty

Dependent variable : Beauty shop consumption sentiment due to
COVID-19

R*= 070, Adjusted, RZ=.069, F=20.534, p=.000

Hqom, o] Y AMu|agiel fFElAY S BAS kit
ZAelgkal st webr o]9} e AFE B uff, COVID-
192 ol3F FE] AF o] 8- AmjAlE]el] wx]& ko] 9l
Ao Z et dim Mu|xe] EAS 2k JEIAF 739l
52 o] Ftel it #AlF A e] Had Flor Ay
o]z},

a4 =

o] AFolA AAFAA] ] 209 o)A}, w|-LaA S-S
ez e A IAE F COVID-19= <lst Fejat
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o, F53E] W AP B o)Ak o|gll vld
2= BT o|slE vehgt}. =3k COVID-192 <l HE]
A avialEl e A, 2E #, vol H Aol ek o
5 BAHLE gt Aol & B, Zelvt gl A
2 eyt e Ileel Z2uH9R Qlgt JE] AF 4
A zke] A F skl M Ao ARRATL e A
22 et AE2X0RZ dABA] 2] 209 o] vl
LA Sl AF FrElell Jg AAHE 3 COVID-19% <13t
el AF AnlalEle] xfel= A, AE f7, vhe] 2 Ay
o webA] 4 AR o3t Aol7) AV == ¢l
+ Aeg e wElA o9} 22 ANER £, F
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o AHIAE e A= veler, =3 fE =
7} COVID-192 Qlgt Fe|i}f o] 8- Anile]el] 38k v
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