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Impacts of a Beauty Shop's Marketing Mix(7Ps) on Perceived Value,
Reputation, and Revisit Intention.
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Abstract

Purpose: The beauty market is growing rapidly and becoming more competitive as new shops enter the market and offer similar

products and services.

The way for industries such as beauty shops to succeed in market competition is to understand customer needs

and provide a marketing mix appropriate for those needs. Research design, data, and methodology: The survey was conducted for a
total of 4 days from October 4 to October 7, 2023, and a total of 2,431 copies were distributed and 463 copies were returned. Excluding
2 copies with insincere responses, 461 copies were used for analysis. The data were analyzed with SPSS 25.0 and SamrtPLS 4.0.
Result: Product, price, promotion, people, and physical evidence influence perceived value, but place and process didn’t. Product,
process, and physical evidence influence reputation, but price, location, promotion, and people didn’t. Perceived value influences
revisit intention but did not reputation. Reputation influences revisit intention. Conclusions: First, beauty shops must develop beauty
services that can satisfy customers' needs. Second, beauty shops must continue to invest in external facilities and interior design. Third,
intangible service processes can help the beauty shop's reputation. Fourth, beauty shops need to maintain a balance between price and
perceived value so that customers can be satisfied with the service experience.
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1. Introduction
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wEl MOl Ciet =27t Sotato| el &0, T|T,
Hg, mol2y S Crdet gEeiel bjE MH[ATt

ME=D ALt 2Lt S ME[AE HSoh= 40
ROF H|[Xte| ME =0 Hol, MZ2 0] AIHO
Yot gAreh MZ ME|AE HMSEo Dt FE|
AlE2 H2A S5t ddo| HS XS8R QAct.
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2. Literature Review and Hypothesis

2.1. Marketing Mix
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3.2. Operational Definitions and Measures
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4. Analysis

4.1. Demographic Profile of the Respondents

Jm
0x

2 Ao SEHEE (n = 461)0]| CHSH YHHH
Table 1 1} ZCh MdEHE2 SEXQ
(69.5%)0|Ct. ™= 30 Cf 30.7%)7t 7+ Bk
CIEoE 20 Of (269%), 40 CH (21.0%)2| +=O|Ct.
FF= 712 (538%)0| Ol (462%)=CH of7h B
a2 CiRE2o SEX7F Cistm st 2
633%)2 AS & = UCL /IF FHE = 4
286%), 3 B (271%), 12|11 2 Y (221%)2 =2
LIEFGCE 212 AR (499%)0| 7HE 22 HIFS
XpXjStn QUCk OpX|gtez, & "a 7t A A52
400 ~ 600 ZF @ O[T 284%)2 71 =/U20,
CHE2 2 200 ~ 400 TF A 02k (24.5%) - (15.0%), 600 ~
400 Bt 91 0|2t (191%)2| =22 LIEGC

oot 2 ox rlo

my 32wy 10 @

o Hu oF m?

Table 1: Demographic Profiles

Category Fre‘zz)e ney %
Male 143 31.0
Gender
Female 318 69.0
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20 ~ 29 124 26.9
30 ~ 39 142 30.8
Age 40 ~ 49 97 21.0
50 ~ 59 75 16.3
602 23 5.0
Single 213 46.2
Married
Married 248 53.8
High school 73 15.8
Junior College
attendance or 55 11.9
. graduation
Education p -
University attepdance 292 63.3
or graduation
Graduate school
attendance or 41 8.9
graduation
1 person 74 16.1
2 people 102 221
Number of 3 people 125 271
family
members 4 people 132 28.6
5 people 25 5.4
6 or more people 3 0.7
Student 40 8.7
Management/Office 230 49.9
Professional 56 121
Job
Sales/service positions 55 11.9
Technical/Production 19 41
Other 61 13.2
Under 2 14 3.0
2~ <4 113 24.5
Monthly
Income 4 ~ <6 131 284
(Million N
Won) 6 ~ <8 88 19.1
8 ~ <9 67 14.5
102 48 10.4
4.2. Measurement Model Assessment
CitEom  pME ARCRlo]  oraxelMe
SmartPls 40 & O|83l0 ZAMEZ|RUACH (Hair, Risher,
Sarstedt, & Ringle, 2019). HX, Al2ld £EM2
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Cronbach’'s a2t HTEHR| AE|Z (composite reliability:
CRE 0|85t0] 2ME|RUCE <Appendix 1>0(AQt Z0]
HE 7148, 76 BE AR Z2M2, 218 24,
X ZHE 71, B, 22| M2 2| =2te| AEHR(of
CHSt Cronbach's o= .718~922, CR g4 727~924 &
detoz QT E|0X|= 7|&EQ 0700 € e ARE
LIEFSCE  CHEe 2,  EfEd2  HHEMEED}
THEENSEC 2 F2E[0f HBERULCE Eh 2t 20l
HME QXX Zf0| 700 O|40|H, AVE 2t0| 500
O|422 LIEILL 2 AFERE9| HEHFHO
LSEIUCE 2|0 THHEIFEE HA, AVE 2| M&2
(square root) {0 &&t2tA ¢f=ECr I EHHEIF-HO|
U= A2 HYLE|E Fomell-larcker 7|82 AHE

, <Appendix 2>l Mt Z0], AVE Zt2| M& 40|

1

=]

U
4 = 4

HEEA A UECH 30, ¥E 0| AALRIE
7HO| ArEttA Zhe| XH5E40| AVE Zf ELCt 22 A=
LIEFLE 2f AREERE Zte| THHENEEO0| LS EIRULCE
ot MEAs el oFY-HHEY B HIEgS
L}EIHH= HTMT (the heterotrait-monotrait) ZfS ATHE
Zt 485~889 (p < .0NE LtE(L} THHEIEEO] U=

AOZ LIELGCt (<Appendix 3> &X).

4.3. Model Assessment

4
P

to

>

b
T
ot

i

o

rot |

=AEEEO| Azl E=

Ao Moot 2AM wRo=z [zl HWHe=
HILZ|AUCH (Tenenhaus et al, 2005; Vinzi et al, 2010)).
MX, 430} oSHELEIF BUHEJACEL HW, CHs
SAEE FESE| 5t 2AFEE R Ql(variance

inflation factor. VIFO| 5 ELCt ZEfOOF she=h, &2
ATOIM= 1564~3898 2 LIEIL CHESME EX7t
= Ao LIEFC

=M, W0l HIYHS LIEHH=

R2Ofl QlsiA GISHe=7r BEE=H, = AToM e

X|Zb=l 7HK| 7t 698 (69.8%), E40| 609 (60.9%) 12|10
o o=t 387 (387%)2 Falk and Miller (1992)7}
HAISH 10 (10%)2Ct A LIEFSECE

ARy, Ll 58S UE=

542 AR
WAHEES B2 (construct cross-validated redundancy;
Q) o] HFHg= X2 AEE=H, O 40
0 2O} 3H oY=t e Aoz HEkeith 2
AFOM= X[ZHE ZHEX|7F 686, HEO| 502, 2|1
HYE o7t 369 2 LIEILL O] 7|&ES EFAP|=
ZJO 2 LIEFRCE J2/2 SRMR (the root mean square
residual)0| .052 2 7[&EX[Ql 08 EC} %2 ZAe=
LIEFLE 2o O =30| 2 A= LIEHRCE

4.4. Hypotheses Testing

FEI&EQ OAE YATF X|ZHE 71K, Ed, a2l
HMLE o=of OXls FX2F HAE 24
<Appendix 4>2t ZCt

H1 2 REIEQ| OAY YA} X|2HE ZHX[of O]X|=
gdes 25| et Ao|Ch 24 Zul ME R
=179, t-value = 2.955, p < 01), 7tA (312 = .298, t-value
=5538 p <.01), FT (B14 =113, t-value = 2434, p < 05),
ZZMNA B16 = 112, tvalue = 1973, p < 05), J2|1
228 ZH (P17 = 168, tvalue = 2913, p < 0=
XZE 7o 8 (12l gegez Rjopt ggs
OlX|= A2 LEHRL, K| B13 = 054, tvalue =
1309, p>.05)2F ARt (B15 = 065, tvalue = 1178, p
> 052 Folgh deks DIXIX| fi= A= LIEFRCE
M2kA H1-1, H1-2, H1-4, H1-6, H1-7 2 X|X|Z[Q{OLY,
H1-3, H1-5 & 7[Z{E| QAL

H2 = REI&Q| O Y A7t FHo| OjX|= geks
24517| @It Zo|ch 24 A ME B21 = 176, t-
value = 2180, p>.05), ZEMNA (B26 = .145, t-value =
2183, p < .05), 2|2 FE|H 27 (B27 = 393, t-value =
4670, p<00N)= X[ZHE ZHK[0] H (+)2f Yoz
Folot Fokg O|X|= A& LIEtReL, 74 @22 =

o
Mot dit=
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-008, t-value = .121, p > .05), }X| (23 = .068, t-value =
1497, p > .05), & (B24 = -009, t-value = .130, p > .05)
J2|an AR (525 = -032, tvalue = 465 p > 052
oot g2 OX|X| §h= ASE LIEFRCE M2ty
H2-1, H2-6, H2-7 2 X|X|E[RA 2L, H2-2, H2-3, H2-4, H2-
5= 7|Z&|UCt

H3 & RE[E0 gt X[ZHE ZkX|7F HEat Y=

)
oz 24 Zm,

ol E 2AMshY| 2t A HE[EO
CHE X|ZHEl 71X 7F R = 738, t-value =

e Ol (B31
o (el FFEZ OK|=

oA

24861, p<0NOlE |olst
Ao = LIEtGOL}, B (B32 = -034, t-value = 457, p

> 05)0l= Folot Hgt

A=
[2fA H3-2 = X|X|Z[RAL2LE, H3-1 2 7| EIRALE
H4 = 0| T{HE o|=0f O|X|= ggS 24517|
Slet Aoz &M ZAn %'3% IHE':?—E— Ol (B4 = 083,
t-value = 2112, p < 050 & (+)Q Wae=z2 [Fo|ot
g2 OXls A= '—fEfM booO2tM He =

KX = AT

5. Conclusions and Implications
5.1. Theoretical Implications
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5.2. Practical Implications
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5.3. Limitations and Future Research Directions
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Appendix
Appendix 1: Demographic Profiles
Average
Standardized . Composite variance
i) factor loadings Sz fotl relia?)ility extracted
(AVE)
Product .896 .896 .706
A variety of styles are possible. .817
The staff is very aware of trends. .843
Well equipped with the latest diagnostic tools. .846
The products used are reliable. .854
This beauty shop is stocked with the latest products. .84
Price .865 .872 712
The price is clearly announced before diagnosis. .793
There is no additional charge after diagnosis. .82
This beauty shop tends to charge reasonable fees. .88
The rates at this beauty shop are fair. .879
Place 0.718 727 .639
The parking space is convenient. 0.771
It's close to home. 0.77
The transportation is convenient. 0.854
Promotion .769 774 .685
We manage customer information well. .878
The reservation system is good. .803
The event went well. .799
People .854 .856 774
The staff welcomes you warmly. .865
The staff's attitude is polite and friendly. .904
Full consultation was provided prior to service. .87
Process Jq77 T77 .818
We tend to provide after-sales service after diagnosis. 0.904
Any inconveniences or problems are dealt with immediately. 0.904
Physical evidence .91 911 .614
The interior is luxurious. .73
The equipment used is hygienic. .808
The chair | sat on while doing my makeup was comfortable. 797
The indoor environment was satisfactory. .795
The bathroom is hygienic and clean. 777
The interior is well ventilated and well organized. .782
The atmosphere is generally pleasant and comfortable. .787
Convenience facilities are well prepared. .788
Perceived value .922 .924 .648
A visit to this beauty shop was relatively economical. .705
When comparing expenditures, the level of service quality at this
; .845
beauty shop was high.
Trt:is beauty shop is financially more valuable than other beauty 823
shops.
This beauty shop offered more convenience. .807
Visiting this beauty shop gave me pleasure. .81
After visiting this beauty shop, my image improved. .815
This beauty shop is a place | can enjoy. .815
A visit to this beauty shop intrigued me. .81
Reputation 778 .789 .597
This beauty shop is trustworthy 771
This beauty shop is reputable .785
This beauty shop honest claims .76
Overall, this beauty shop has a good reputation. 774
Revisit intention .907 .908 729
| will recommend the beauty shop | use to my friends. .878
| will recommend the beauty shop | experienced to my friends. .869
Even if the beauty shop moves not too far away, | will still visit. .839




82

Do Kyung Lee / Korean Journal of Franchise Management 14-4 (2023) 67-83

| will visit the beauty shop again next time. .845
Even if the cost of beauty shop services increases slightly, | will 838
continue to use them. )
Appendix 2: Fornell-Larcker Criterion
Item Product Price Place Promotion | People | Process Ph_yS|caI Pefea Reputation _ReV|§|t
evidence value intention
Product .840
Price .603 .844
Place 494 526 799
Promotion 724 .659 .545 .828
People .783 .634 .459 716 .88
Process 716 678 .502 .688 677 .904
Physical 791 599 485 706 763 694 783
evidence
perceived 731 726 528 711 704 708 722 805
value
Reputation .563 416 376 .48 499 .52 .605 482 772
Revisit
intention .637 .623 .405 .585 .606 .619 .619 778 438 .854
*HAA BEAE XH= AVE 242| MlE22 LIEH.
Appendix 3: Heterotrait-Monotrait Ratio (HTMT)
Item Product Price Place Promotion | People | Process Ph_y5|cal PETEETRY Reputation _ReV|§|t
evidence value intention
Product
Price .684
Place .606 .658
Promotion .871 .807 722
People .895 735 .580 .881
Process .858 .825 .665 .889 .830
Physical 875 674 588 842 864 824
evidence
Perceived 801 814 645 842 790 836 784
value
Reputation .658 .485 491 .607 .593 .650 .702 547
_Revisit 707 .700 496 700 688 738 .680 849 502
intention
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Appendix 4: Measurement model

83

Paths Stznsgilrgtized t-Value p-value Results
H1-1 Product — Perceived value 179 2955 0.003 Supported
H1-2 Price — Perceived value .298 5538 .000 Supported
H1-3 Place — Perceived value 054 1.309 191 Non supported
H1-4 Promotion — Perceived value 113 2434 015 Supported
H1-5 People — Perceived value 065 1178 239 Non supported
H1-6 Process — Reputation 112 1973 049 Supported
H1-7 Physical evidence — Perceived value 168 2913 .004 Supported
H2-1 Product — Reputation 176 2180 029 Supported
H2-2 Price — Reputation -008 121 004 Non supported
H2-3 Place — Reputation .068 1.497 135 Non supported
H2-4 Promotion — Reputation -009 130 .896 Non supported
H2-5 People — Reputation -032 465 642 Non supported
H2-6 Process — Reputation 145 2183 029 Supported
H2-7 Physical evidence — Reputation 393 4670 .000 Supported
H3-1 Perceived value — Reputation -034 457 647 Non supported
H3-2 Perceived value — Revisit intention .738 24.861 .000 Supported
H4 Reputation — Reuvisit intention 083 2112 035 Supported
R? Perceived value .698 (69.8%)
Reputation .60.9 (60.9%)
Revisit intention .369 (36.9%)






