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Abstract

Consumers are acquiring information about hair salons and hairstyles through
SNS. As SNS activities become more active in the hair field, this study aims to
analyze how SNS information characteristics of hair salons affect purchase
intention and customer satisfaction. For this study, a questionnaire was
conducted on 267 adults in their 20s and 30s. Frequency analysis, factor
analysis, reliability analysis, and correlation analysis were conducted to
understand characteristics of respondents in this study. In addition, multiple
regression analysis was conducted to examine the influence between variables.
Results of this study were: 1) usefulness of SNS information characteristics did
not have a positive effect on purchase intention; 2) reality of SNS information
characteristics had a positive effect on purchase intention; 3) interest of SNS
information characteristics had a positive effect on purchase intention; 4)
usefulness of SNS information characteristics did not have a positive effect on
customer satisfaction; 5) reality of SNS information characteristics had a positive
effect on customer satisfaction; and 6) interest of SNS information had a
positive effect on customer satisfaction. Results of this study could be used as
basic data for establishing a company's marketing strategy plan to elicit
purchasing behavior and attitude of consumers of hair salons through the
development of SNS.
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¢ AAElE dHE(untac) ESIR Ak FHOomA, A
Hato] A3 HESHA] ¢, 28RS oA RS st
£ AHP7E o]Fefz|a QItH(Oh, 2021). FEdh AnfEEQ)
5312 SNS(social network service)= AH|ZFEQ] 914
HEYAE JAH ot AHIAR HHE TRk AR
UAleld =12 2451 rkKim, 2022). SNSE o]85}
£ AR 2R 314 BT JRE TRt (Kang
& Park, 2023). AHIAESC] SNS &E S7k= 71US0l
SNSoll ¥4 7HAHAl SNSS Bgsto] 4|z} AFEzt
8s7] flote] A=HQl mpAE HERe okl Qlrk(Lee,
2021).

o|AY SNS= HEIYel= Fgs %‘—01 Sloargol
SNSE &-gole] A sojEEet AR Sl= ARE
Mot AFES FRoke A"l %’OE]
Shin, 2014). @A slofage] A2 97 =
T AHIAFE ZHASHT QLY AHIZH= SNS2 EajA] HE
AH m8AHL] HRE AR sk, %LHH% Z1eyst
At &, oo EopllA ] miAEd2
o] dREEe] 1Ao] FRI=E MY 74@3}”41
Efl=o|th(Han, 2023). °]& 7[§te=
olI1=d| SNS FHEAL % e
=
Fiielx(purchase intention)= AlEO|L AHIAE SLuf
5lz}t sk AH|ARY] 9)z]9] A:o]th(Richardson, 1996).
SNS&| HREAL ol 60 FE FQF ¥R
71&9] AYPAFA SNS HHEAL Fujelzef H(+)e]
AFS Zri= kRt A 7‘5—1/]'(K1m, 2022: Oh & Kim,
2014; Ryu, 2024)7} Slth. 71&9] AgAAE HES 2
Fojig Hofo] SNS HEEA ooz 7he] QzttA
£ 93l dF= uHgh AAo|(Han, 2023; Oh, 2021),
T2 39 AY BolE FAHCR At olFofFTh ol
Soj4FE9] SNS JREAe] pufojre] w2l gkl ¥
g IS AT Dart gl

I ATEE(customer  satisfaction)2 I1Z{o] AR AH|A
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FHH(Oliver, 1981). SNS& 7|go] Av|ARS} AEsI= %
Hbgf Tl PATES kolb fthom ko] slsshd
(Nam & Jin, 2021), sloja-ge] ZAo] Adr= AelA
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tHCho, 2021). nATZS]| Tt AFATE FRlgt A
FTAE ggez SNS HHEA0] ﬂﬂaé—cﬂ =
Foll Tt AF(Cho & Kim, 20125 Ki
Kim, Kim, & Shin 2023)5 #4002 o]Zojt}, Foji=
o] SNS HHEAQT 1AL 7to] TAE meiet dTE
ojH|ste] ofo] gt A7t o]Fold Hart om}
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AcfArslof A SNSO HREARS Mo 1 F
Aol Fofshe Fmiet AlF 59 HHEE FHohe
= Ot Aol d2d ARYE g3teltiYou, 2018).
SojE EolAZ SNSE ol AHAE2 o] AHjx
ol-gstAL sofAlFel Rt FRE AR fotk= 4
| e Ho=tHOh, 2021). AAR FojiEe] 4H|z}
+ SNSef dz=H dfojdga sojAetde] gt ARE
F55t] 2l e ulgAS WS Qo] RERlolA
emepglozol AH[PE] WaF dojupr  Qltk(Park,
2019). AH[ZH= SNSellA] sflo] A5t FojAErde] 4, o]
HZ] 5 mefote] A o E oo §long o]
Atdoll A SNS AREALL Fagt aada & 4= Sloh
SNS AREA] #et AFATTola= SNS AHEAS
o 22 ot 84 R ZRste] A58 AYSHA
ok RE AH|A8] SNS BHEALS -84, AFY, 594,
FHAHeR FEe A7t QUtkLee, 2017). Kang and
Park(2023)9] Aolxl= lojdEo] SNS HHEGS A
Asd, NG, FeAEA, Fader FESTh §o]
2oFe] SNS AHEAS Han(2023)9] A7olMe %—R’H
AR, AEAoR ERSto] A5 Adsigint. 2 Aol
Ae APATE vigor FofdEo SNS FH E4 % A
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£ Aotk Rogers, 1995). ©lof Fo] Aol E AH|A=

oA AAlA Bast RS AHsH 2 Zolo}, wlA
SNS HEEAS] {842 dllojas HopllA AHzte] o

St eio JFE viAE a4 & 5 otk
AL @H AER AFEo] JHE EAO
(Walther, 1992), HHo] A4 FH T Iio] AAZ
welA BAAE =4S 9uRitkSong, 2019). AR
3

g

Mo

AT RS Ttoz AHAelA AET AHIAE A
2 A% =7 2HE Agstel avapt AFE 34

2,

e

ofl

%= QA FHGrewal, Cline, & Davies, 2003). o}z
AHRpA AlFgeHs SNSO| AE7E AAdE AU g
7 uHlsety, AB|AELS SNSolA 2AGH AR Eo] A
do] olb HmRIAE wdste] fujEs AAska kL &

 Qiek
oL RSP SNSE FaiH F5F Ze=t
SHEL AGA rls Al AR i <
= U EARY AroltHKim & Jung, 2021).
SNSell Algete EHxEe AHREAA vt 24
Fole Q4R A8 4 louR AHES dolidE
of I ZEI=E HsP|= sk, FuEE HRE FIA

Anlzte] PojaET HEg ST 5 9 ol

2, Fojje|x

o= Q1Y) At HErt PFor WA= FES 9
njskal, 7{%1o] AYH PFor Fuje AHRE Auf
Pl et o=E S3tcHAjzen & Fishbein, 1975).
Herbig and Milewicz(1995)= A&} AH|IAE Fufs}7]
Aol AHAZE F@Ske ) GAE Fejoketar A oSt
%t} Kim and Sohn(2019)-2 4 HiiEof tigh Z¥kAQl
B7tR AHAE st ohe 84E HujolE’ 2
ShET.

FojolzE 7o) niAe 502 (Kim, Gui, & Park,
2017), SNS AEEAHO=R Qlsto] Au[zpe] Fufoeof <
&S md 4 dch(Jeon, 2023). Song(2019)L FlojAFollA
Asdhe SNS AREAL HuAY, AT, AL T
Tof ARl FFE v AL WSSt Ed
Gil(2019)2 u]g Eofo] SNSo| AREA ZF HHWA|FA,
A=, A28, Bedol Bordes FuoEo] A(+)
9] JFFE vt A ZAE TESHY $19] AT
£ 7|Hte R SlojiEe] SNSHREARL Fufjore] g4

A G¥e i Aom oidHe] ot E2 A THe

73 1: SNS HREAS ejelze] H(H)Y GFE 1)
4 Zolct,

7Hd 1-1. §848 Fafelmel] A(+)el dFS nE A
o|t.

7P 12, AAPEE Fufoee] (19 ¥ vl A
oltt.

7P 123, FPde Fuioee] (1o ¥ vd A
ot

TAVEL LuATL AE Ee AUAS AR o)
ARe Eo) Alo] ZUiE Aol AeF AT g
o BANY w wAsks 2ol Oliver, 198D).
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A & A (ung, 2022).
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7 2-2. AAAE AR ()Y FFe wE A 2 AFA #4% =g HEgoR SPSS 230 ZEIH
oct. o7 Zgoto] QAFEASH] EAS mefelr] %t RlxR
7hd 2-3. Zude 1R H(+)9] S nE A Mt 24 Y] B 2 Age 242 Agsilth
oftt, SNS HREAS] st (R824, AAd, Snd), e
L, MARE, o EALTTL skt ok ANET a9l
[ ! = AgotA A= Al ERlsty] fiste] 247 a9l
AL AgPetgy, 9% 2984 Varimax 27+ 314
1. g2 e 28ttt SP=TY A= 452 Cronbach’s «a
ALE RISt ESh, W4 1] ATTAE T
B A7E dolge] SNs AREAS S84, AME, T Slstlel ATWARAL sk, NS AREAo] ool
ngor FHST dolEe AHAL QAEkE SNS 4 o DAREEe] nA: JgF WAS melsh] skl tEal
E4o] qofelwst nARES] v Rk RAskwA R4S dAstict
gt wEha, g 22 ATRES A thFigure
D. 3. ¢4 Ci4d
2, 24T Y M Uiy 2 ATE B 9 2] AR A eR ARE St
ot AT o2 SNSY| 857t E, ofojdge] gt
2 79 ARAE AYPATE 7|es AFe] FHe o AHE SNS Foff AAR dojdEs o83t Aol Ux
A 44 9 Bt ATEAS BYS 2ge] & 43 4MAE A7 thos Agsit. E B dyk E
Bgor AN, B A7l NS REA, FuolE, o 4YATE oAE FHor A7 AP B AT
AARE W5 P B A 2EA gof 1ARE W 34T ofde AT toR Akith B ARe 20049 9
© 3P 54 Liket AEES Agoigch £ Aol & 9 19%H 99 1597 AR 2AE AgeiAT, F 301
83 SNS ABEAC] 984, A4, THHL song019) B F 267575 BAo] BEsilrh AFEAH 54 0
I Ryu(2024)0] AR 73re 4 9 BAAsrh SNS & ofet A3l YA 1379(51.3%), 94 130W48. 7w ez &
HEAQY SIS Fioly] flste] 71&Y AgATE A=t AHNE AHEH, 26~304] 72%¥(27.0%), 31~
7Rt 8§84 55, AN S5EF, T =Y F 15 354 68%8(25.5%), 36~394] 66'4, 20~25A] 617 (22.8%)
BFog FAFAT. Ful9rE Park(2020)9] AF, 14 «Oog ERIFLE e duEy, 15sh £Y olst
THE2 Jang(2023)9] AR st 4 9 Heksio] A 53%(19.9%), Histe =9 193(72.3%), oty =4 219
A5 /st (T9%) 082 ZRIHE AYs HAHEd, MY 497
SNS information i Purchase intention
characteristics
- Usefulness
- Reality Hz2 L
_Interest Customer satisfaction

Figure 1. Research Model
(drawn by authors)
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(18.4%), AF2] 155%(58.1%), &2 335(12.4%), #+j 0.846 W= Ueh} B o] =4 £l gdo] gF
d 1UB@I%), AY5R SHLWo2 tehdh, 4 BF  HU0 & & Aok TG, 2 ¥5e] 54 £go] YHY
A5 AvEE, 1009 wE 36W(135%), 100~2008 P AFEE SIstud A8E B AT BAe
2 mEk 43%(16.1%), 200~3005F w9t 1037 (38.6%), Asgstelct. A= HE A7, A=E Ag(cronbach’s 2)
300~4007d o]k 6478(24.0%), 4007+ ol4F 2178(7.9%) 7} 0.7~09 oleg w2 AREE gHsigons yHd
ol Aol grkx & 4 ok 34 =7 g A A9
T BX A= Tabel 13 2t
4, 2y Bl NeiE 2y
5. AR
gl s)2) e B ATgstel By aar
4o B4 BT ehgAe AFHA BAA RQBA NS AREAESA, A, $u4), Tuiels, nARE
A3k, SNS FREALS 784, A4, v & 3749 & W 749 Pearson®] AT 24 dsigict. 4 4
Jog TEHEA, ik 1719 8]l IS 174 I 88 AT A®GAYD AEEA(=0.122,
9] goloz T Aoz Ueyth ZF W4 891 AR pR.057F sle Aoz AR AAdE &0
F2 0.4 oidolH fost sFo7 mpofel=d], 0.501~ (r=0.663, p<0.01), FHelZ=(r=0.695, p<0.01), AT
Table 1. Reliability and Validity Analysis of Research Model
Factor name Item Fact'or cronbach's @
loading
You can receive information related to hair salon brands anytime,
0.662
anywhere through SNS.
Hair Salon's SNS provides useful information on the purchase of brands'
0.637
products.
Usefulness Hair salon's SNS provides unique information. 0.808 0.821
Hair salon's SNS provides trendy information. 0.611
Various news of SNS delivered by hair salons is valuable as useful 0747
information. ’
The information | encountered through SNS gives me a feeling that | have
. 0.800
actually used it.
The information encountered through hair salon SNS is very specific. 0.775
Reality The information encountered through the hair salon SNS gives a vivid 0.793 0827
feeling. i
| can relate to the information | encountered through the hair salon SNS. 0.578
Information accessed through hair salon SNS is indirectly experienced. 0.501
The information of the salon | learned through SNS is interesting. 0.725
Various events of salon through SNS are interesting. 0.696
Interest Salon images and video content provided on SNS are interesting. 0.739 0.735
| felt pleasure while using salon information through SNS. 0.720

Salons encountered through SNS make you want to visit. 0.655
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Table 1. Continued

Factor name Item Fact‘or cronbach’s @
loading
| am willing to visit the hair salon where | received information through
SNS 0.841
Based on the information of the hair salon | encountered through SNS, | 0736
thought | wanted to visit the salon. '
| will visit the salon based on the information of the hair salon | 0772
encountered through SNS. )
Purchase | would like to share useful information for purchasing products from hair 0.749 0.895
intention salon brands that | learned through SNS with others. ) ’
| will recommend useful information for purchasing products from hair 0.785
salon brands that | learned through SNS. )
| will tell others useful information for purchasing products from hair 0.804
salon brands that | learned through SNS. )
I will talk positively about hair salons that | received information through
0.805
SNS.
I'm satisfied with the interior of the hair salon I'm using now. 0.540
| am satisfied with the other auxiliary facilities (parking, waiting room) of
) 0.577
the hair salon | use.
| am satisfied with the surrounding environment of the hair salon | use. 0.740
| am satisfied with the cleanliness of the hair salon | use. 0.756
| feel trusted and honest with the hairdresser at the salon | use. 0.784
| am generally satisfied with the hairdresser of the salon | use. 0.787
| am satisfied with the beauty salon hairdresser's skill that | use. 0.747
The hairdresser at the salon | use teaches customers everything related to 0.736
Customer hair service easily. i 0938
satisfaction | am satisfied with the beauty service | received at the salon | use. 0.846 '
| am satisfied with the service of the hair salon staff | use. 0.786
| am satisfied with the service method of the hair salon | use. 0.803
| am satisfied with the follow-up care of the hair salon | use and the
) 0.715
advice on the product.
| am satisfied with the price of the hair salon | use compared to other 0622
hair salons. )
| am satisfied with the promotion and event of the hair salon | use. 0.757
| am satisfied with the service fee of the hair salon | use. 0.608
| think | got the maximum result considering the money and time spent
. 0.774
at_the hair salon | use.
(r=0.426, p<0.0DI} B(HHQ FTIAY} = ASE Y Iv. |3t 23t

Btk Bolde Fioe(r=0.746, p<0.01), IATE

(r=0.414, p0.0D)T, FriolE s TATZE(=0.377, p<0.01) 1. 5l|0j&kE2| SNS HEE/do] Foje|=o Dj2j= F

I AHHR] AT = ACR RIS £ AT
o] gAEA ATHES Table 29} 2t

Sk
o

SloldEe] SNSHESA 84, 2, &riidel e

Zofl mAls Gl 3t HE Z¥= Table 339 Lt &
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Table 2. Correlation Analysis

. Purchase Customer
Usefulness Reality Interest intention satisfaction
Usefulness 1
Reality 0.122* 1
Interest 0.116 0.663** 1
Purchase intention 0.106 0.695%** 0.746** 1
Customer satisfaction 0.065 0.426%* 0.414~ 0.377 1
*<0.05, **p<0.01
Table 3. Hair Salon SNS Information Characteristics on Purchase Intention
Dependent V. Independent V. SE B t
Usefulness 0.004 0.049 0.003 0.072
Purchase
Reality 0.390 0.055 0.356 7.070""
intention
Interest 0.569 0.056 0.510 10.141"
F=148.144(p<0.001), R’=0.628, adj.#’=0.624, Durbin-Watson=2.022
*x%0<0.001
A A}, 3HRFE F=148.144(p<0.001)°]1, 62.4%2] A 2. ||0jAt=o| SNS HEEAMO| DHOKZ0|| OjX|= 5
Bee HelFT ek SloldEel SNS HHEA -84
v]EZEst HjElRe] ke 0.003, t3F 0.0722 Fujoxo A SlojAEo] SNSHHEA /-84, AAA, Sujido] nAqt
Ao FoJgt JF2 A P ALE B AR Fo|| A= e TI AS A= Table 49 Aok 2
A W EE9} Here] g2 0.356, t3F 7.070(p<0.00D 22 A A A} S)9]RFL F=23.654(p<0.001)]1, 20.4%°] A
Age Fulelzd] FAHCR foIFt (N FFE F=  PS HAZD Yk 1R NS HREHA £-84 vl
Aoz BASY vhsos Folg vmEst vlete] gk mEoh Wlekd] g2 0,005, (@ 0.088F LA FAH
20510, 8 10.141(p0.00DE Fulde Fuiolse] B4 o= ofgt A FA o Ao FRIFYTH A
Hoz ot (O] JFS FE AR BHNU Z  wlmEsh weke] g 0.270, 3 3.680(<0.00D 02 A
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Table 4. Hair Salon SNS Information Characteristics on Customer Satisfaction
Dependent V. Independent V. B SE B t
Usefulness 0.005 0.063 0.005 0.088
Customer Reality 0.257 0.070 0.270 3.680% %+
satisfaction
Interest 0.228 0.071 0.235 3.208+
F=23.654(p<0.001), A£=0.212, adj.”*=0.204, Durbin-Watson=1.802
*p<0.05, ***<0.001
07 fogt AW JFe Fr Aoz BHH & ge FA o= AoR Ut o= Ry and
SloldEe] SNS HHEA Ayt Jujido] mold4E Yang(2024)¢] A+ Al AdutE AINE Hoj=t), 4H|
n)Ake] TAREE 3 Eoldlrks 21 ojmjdict. oA NS AFHe dlotdgel gk 2elze] An
7t el HMgEoe] Hxgt AR HIEE 5] mz7o]
AR WAYste] Amjzte] Aafjolo] folet P w|R|A] o2

sufEEe] WEE <lsle] SNSE B8
AWA SNSOlA A4le] P4l Hobs ARET 24
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olFo]A, o] 4ol H-gotrlell UutstE A At =
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