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Abstract: This study attempted to investigate the difference in service orientation according to the
individual characteristics of hair salon workers, and to identify the internal marketing factors of
hair salon that influence service orientation. Questionnaires for empirical research were collected
from hair salon workers in Gyeongnam, and the results of analyzing the collected questionnaires
through IBM SPSS Statistics 26 are as follows. First, as a result of analyzing the difference in
service orientation according to the individual characteristics of hair salon workers, the '40s or
older' group and the 'working period of 10 years or longer' group showed statistically higher
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service orientation than other groups. Second, as a result of analyzing the causal relationship

between internal marketing and service orientation, it was found that welfare, compensation system,
education and training of internal marketings had the statistical effect on service orientation, and in
particular, the compensation system had the strongest effect on service orientation. Therefore,
service orientation for customers should be improved through internal marketing activities that take
into account the individual characteristics of hair salon workers. The improvement of service

orientation means the customer's intention to reuse, suggesting that ultimately the management

performance of hair salon companies can be further improved.
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Fig. 1. Research model.
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Variables Factorl Factor2 Factor3 Factor4 Factor5 Cronbach's «
Education10 .879 133 144 .130 157
Education09 .823 176 128 134 .059 887
Education12 7188 .169 129 128 272 '
Education11 708 212 .200 221 161
Compensation05 .089 .848 182 187 .106
Compensation06 153 .789 .072 244 158 379
Compensation(07 304 4T -.007 .249 125
Compensation08 242 129 .065 159 .398
Communication13 .186 -.054 .828 118 .073
Communication15 .062 .076 .822 .038 -.074 48
Communication16 .053 .096 .817 -.091 .194
Communication14 227 136 175 .060 .098
Welfare02 162 .190 .090 .815 .081
Welfare04 .066 110 .092 .801 .199 824
Welfare03 251 247 .053 122 102 '
Welfare01 149 271 -.171 .646 238
Servicel7 .166 112 .071 .051 .840
Servicel8 .309 134 129 179 766
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Servicel9 .022 .128 112 .346 .562
Eigenvalue 7.333 2.648 1.571 1.438 1.316 -

Variance 15.022 14.247

13.717  12.986  11.301 -

Cumulative Variance 30.584  44.831

58.548  71.534  72.776 -
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Table 2. The difference of service orientation by personal characteristics

Standard F(p)

Distinction Frequency Mean Deviation ) Scheffe
Twenty(a) 61 3.19 0.574
; 9.591
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More than 5 years
Working and less than 10 47 3.40 0.667 4.085 ade
period years(b) (.019)
More than 10 29 373 0741
years(c)
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Table 3. The relationships between internal marketing and service orientation

Non-standardized Standardized
Model Coefficient Coefficient () F(p) R
Standard
B Beta
error
(invariable) 713 337 2.116"
Welfare .229 .083 220 2.774""
Service | Compensation oo 071 319 3.863"" 23.008
. . system 389
orientation —pg- e - (.000)
.. .198 .082 194 2.420
training
Incernal 077 077 069 996
Communication
T p<0.001 7T p<0.01 " p0.05
w2ba SAE FUHH], QEH], A olRE WHuALE B AHAXF e aE 49

#4, AP 2RBFQHol, FANE )
5 ot BAE4 ARE & ABTEE Fe]
g FARHE 20 g AuAKFRel

Al o

@ AP TP VRS Austy Aple] A
Sesfie] Bas 1ev EP W2HE o]
g AR Ao gk Al &
obthe A& o 4 9t

Ea, WY FolA BAAAHe] Auls
Gl HE AF GFE AL Ao U
gt ol 3] g AEAAFHES ol
AL, BN SHRoE JRAN, JTA
A, AQH7E 9g DA Sl et A
B B4 ol et A9 B8 gabsor g
AL AARI,

4. 4 E

RFh HHE F5A)

L uplgEse dasks Aulage] st
of Apsie AL 2 s} gdrk. 2w ol

& A e g Ao hriAge
Aulz FAAE A9 RIA0R 1FsR
Aulze FApelA Az sflssh B
9 ATE HolF7) 918), 2Ho] AP W
o oB7] gl Fr1Hel sk npAY o

Sn @ 4 gk olEE Q4 sl B ATk

=

S}
=

St7] fls WA, sflon|8 FAEAS IS4

£ AH2AFge A 3 Afelg 24k,
slojul-gA o] HutAR o] Au|Aax|gAdel A
© &= TEstLA skt #4ENE Had
Zro] @oFEIL},

A, Sofnlgd FAR HASEAC wE
B 22 o] Zpol2A A, slojnlgd FAb
A F 40 ol Hed 2RI 108 ol

[

3
ot BAFA, BAGALY, wagEH
Eal
LSS
1

155, A71901N) WYY FAAE
& AFlH WRoHY 29 F wew
lo] Au2A el G vlAE Aoz s
Qo] Anst AAsT, FAX2015)9)
14 BE79e] FAAE hoR & AT
Grobld a9 5 wgEdn 554
o] MulzAFAl FH

o= R} 2 el Ave}

gim

re ©orl |o
e

<

of

=

ro >
o=}

-

fr ko
R

- 1503 -



Y A, 045 Q014)9] lde] BWEY

A o T ATelA YRAFUA o]

AHIZA GRS FgE wAE AOR et B

Q7] Aol chzA Uhergtt. 2.
B Ao Fuel sty dolulgaAst F7t

W), ojzu], AT FLEAQIE ], FAAA

5) 5 Tt 254 ALE B A4S,

slofnl g FAAE steld AReATe] 9

g BRI FALS FU5| WA B4E deln]

84 FAAE 12

o
Atk 7S o 4 Qo Ed|, yRalE =4

[¢]

247, AR, HYREA, DA Sol
BAARO] 9 He Astdor W 4

WL &L oo

¢

o rot
>
)
ol
<,
K

Ol

PR Aol 7EE slefn A SA
Qo W MulaAFAe] Holia At
QAR A aAgae] Qe 2
e FFSH, slolulgd TR F 40 o S,
A AR 2RI 108 ol Auelds
soiAg aglo] AuAAFHS oe FHAL
& QIeke AL ojulgitt. Jelm Al AAgAol
A e e A = 400 og g 2
712E 109 wjgke] ko] dhgk o] gt AE 6,
2 Pl Zstelof Stk AE AlAR

28R dolngy FAAY UFRE ¥
A Aol s} 71471 Ae) BEBA ofiet

rO
|

I

SopAge A Sel e ARso T
9 @80 £A 52 gekste upgae &

o
[e]
Hallof ete e A

i)

B a7 Ave FgHoz YA, d]
g FALY AASHES Teld ol

gE< Foto] ol Higt Mulaxd e F
O

n g4 e FEATT oS FEE F USS 8.
=

References
1. H. S. Sur, “A Study on the Relationship 9.

between Employee’s Service Orientation

and Customer Cognitive Service Quality: 10.

Focusing on Special Hotel  Service”,

- 1504 -

Vol. 40 No. 6 (2023) Sojn]-gA o] yRutA g o] Au|AZ|FAf nx]= FF T

Graduate School of Service Management
of Kyunggi University doctoral thesis,
(2005).

A. Parasuraman, V. Zeithaml, & L. Berry,
“Reassessment of Expectatio ns as a
Comparison Standard in Measuring Service
Quality: Implications for Further
Research”, The Journal of Marketing,
Vol.58, pp. 111124, (1994).

T. B. Roh, “The Influences of Service
Orientation on  Customer  Orientation,
Service  Performance, and  Customer
Identification”,  Graduate  School  of
Soongsil University doctoral thesis, (2011).
R. S. Lytle, “Service Orientation, Market
Orientation, and Performance: An
Organizational Culture Perspective”,
Unpublished Doctoral Dissertation, Arizona
State University, (1994).

R. S. Lytle, P. W. Hom, and M. P.
Mokwa,  “SERV*OR: A  Managerial
Measure of  Organization Service—
Orientation”, Journal of Retailing, Vol.74,
No.4 pp. 455-489, (1998).

L. L. Berry and A. Parasuraman,
“Marketing Services: Competing Through
Quality”, New York: The Free Press,
(1991).

G. H. Kim & H. S. Park, “A Study of the
Influence of Internal Marketing Factors on
Job  Stress and on  Organizational
Commitment Level of Care Workers:
Focused on Care Workers in Elderly Care
Facilities”, Korean Corporation Management
Review, Vol.20, No.4 pp. 225-247,
(2013).

Y. U. Jeong, “The Effect of Internal
Marketing and  Organizational  Effect
iveness on Service Orientation of the Hotel
Industry in Gwangju and Jeollanam-DO”,
Graduate school of Honam University
doctoral thesis, (2015).

Y. J. Lee, “Service Marketing”, Seoul:
Hakhyeonsa, (2009).

Y. J. Choi, “The effect of Internal
Marketing, Job Stress on Job Satisfaction



11.

12.

13.

and Customer Orientation in Beauty
industry”, Graduate School of Dongyang
University doctoral thesis, (2017).

J. S. Jang, “A Study on the Effect of

Competencies on Performance of Hospital:

Focusing on the Mediating Effect of
Service Orientation and Customer
Orientation”, Graduate School of Chosun

University doctoral thesis, (2011).

J. S. Kim, H. J. Song, & C. K. Lee,
“Bffects of corporate social responsibility
and internal marketing on organizational
commitment and turnover intentions’,
International  Journal — of  Hospitality
Management, Vol.55, pp. 25-32, (2016).
Y. T. Huang & Rundle-Thiele, S, “A
holistic management tool for measuring
internal marketing activities”, Journal of
Services Marketing, Vol.29, No.6/7 pp.

571-584, (2015).

- 1505 -

Journal of the Korean Applied Science and Technology

14, S. H. Shin & K. H. Chung, “Relationship

15.

16.

among internal marketing, service
orientation, and hospital image”, Journal
of Korea Academia—Industrial cooperation
Society, Vol.18, No.5 pp. 524-530,
(2017).

C. J. Choi & K. H. Lee, “Structural causal
relationship among internal marketing and
service orientation, service commitment,
and employee loyalty to service employees”,
Korea Journal of Business Administration,
Vol.27, No.11 pp. 1943-1959, (2014).

S. 1. Chae, Social Science

Methodology, Beobmoonsa, (2005).

Search





