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A Study on Effect of Relational Benefit between Beauty Shops and
The elderly on Relational Quality and Adherence Intention
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The purpose of this study is to examine the effects of the relational benefit and quality of the aged and beauty salon on the adherence
intention for the aged of 65 or older. SPSS23.0 and JAMOVI 1.1.9.0 statistical programs were used to analyze demographic
characteristics for frequency analysis, and multiple regression analysis was conducted to find out the effect on the major variables. As
results of the study, in the effect of relational benefit on relational quality, the trust factor had significant effect on economic,
psychological, and customization benefits, and the customer satisfaction and immersion factors had on psychological benefit only. In the
effect of the relational quality on the adherence intention, the intention to reuse and the word-of-mouth intention had significant effects
all.
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Table 1. General Characteristics

T2 A 9Jskal 33455 FHF 4 2

4 REEN Wy

B Ao =¥ A5 & SPSS23.0, JAMOVI 1.1.9.0 57
Z22ORS o] g3t SAEAES AASHATE AFEAEHH
EAL NEENY MEgE LMEsiHon, BAE e, AAF
A, A& o] 39 L QRIEA I AFE Balg A5

2 QRIFA(EFA)S 392, oblimin
el o2 BAEG N AE % HES 913t Cronbach’s afbs
gRlste] AR AT S8 W ko] AaaAE 24571 9
3l Pearson HEA S AN T8 HEE 7}

G Pokrr] f5tel BFHARS WA st

Variable Classification Frequency(N) Percentage(%)
65~70Y 120 35.6
71~75Y 101 30.0
Age 76~80Y 55 16.3
80~85Y 41 12.2
86Y or up 20 59
Alone 131 38.9
Family member With a spouse 144 427
With a child 56 16.6
Others 6 1.8
Christianity 47 13.9
Catholicism 39 11.6
Religion Buddhism 182 54.0
Others 14 4.2
None 55 16.3
[literacy 63 18.7
Graduation from elementary school 120 35.6
Academic background Graduation from middle school 86 25.5
Graduation from high school 52 154
Graduation from university or up 16 4.8
Matter of Yes 64 19.0
having a job No 273 81.0
Less than 300,000won 119 353
Monthly 300,000~500,000won 145 43.0
allowance 500,000~1million won 46 13.6
Imillion won or up 27 8.0

Total

334 100
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Table 2. The Factor Analysis of Relational Benefit

Witk Bartlett®] 784 A% A3 w2 ARA agle] 673
(df=6, p<.001), A& ae] 722(df=6, p<.001), A &% 3¢
786(df=6, p<.001), I3} d&o] 815(df=6, p<.00)E RF
27 5} TH(Table 2).
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Zr9] e aATELS 815, AlF 811, BY 717% 37189
RE A3 gho =7 YRttt Bartlette] 734 73% 7&?% %
2 wAuEo] 870(df=6, p<.001), A1F] .646(df=6, p<.001), =
9 410(df=3, p<.001)C. & X5 2 549 tH(Table 3).

A&l W] thsto] shelagle] of®A EFREEA 3}
ofstaral QQ1EAE Askilen, ajl FEUHoRe
A QRIEAE AL oblimin 3 H-& ARSI

A
A =1 =
. KMO 259] 3o 7772 435351921, Bartlette] T34
A% AT S 1106(df=6, p<.001)2.2 ZHA3}A ettt

Factor Item Factor loading
The director(staff) of hair salon provides me with thoughtful consideration. .869
) The director(staff) of hair salon treats me like one of the family. .863
Social benefits
The director(staff) of hair salon calls my name or title. 157
I think the hair salon is doing various events for attracting customers. .664
KMO: 817 Bartlett:673(df=6, p<.001)
The hair salon provides me with more comfortable service than other hair salons. .900
Economic The hair salon provides me with additional service compared to other people. 812
benefits I feel that service charge of hair salon is good compared to the service quality. 790
The price of hair salon is more reasonable than other hair salons. 727
KMO: .828  Bartlett:722(df=6, p<.001)
I feel comfortable to use the hair salon. .897
Psychological I feel relieved when using this hair salon than other hair salons. .895
benefits I trust the service of this hair salon. .796
I believe that I will get the desired service by using this hair salon. .665
KMO: .801  Bartlett:786(df=6, p<.001)
The hair salon provides me with special service as a regular customer. .893
Customization  The hair salon provides me with quick service compared to other people. .820
benefits The hair salon provides me with diverse information(procedure, discount) suitable for me. .819
The hair salon kindly responds to my special request. 819

KMO: .840  Bartlett:815(df=6, p<.001)

***p<001
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Table 3. The Factor Analysis of Relational Quality

Factor Item Factor loading
I am satisfied with the overall quality of hair salon. .884
Customer I am satisfied with the service of hair salon. .855
satisfaction I am satisfied with the transaction of hair salon. .837
I am satisfied with my choice of this hair salon. 783
KMO: .815  Bartlett:.870(df=6, p<.001)
I think the hair salon always provides good products. 816
Trust I think the service of hair salon is always reliable. .805
I think the service of hair salon is professional. 797
I believe the price of hair salon is reasonable compared to other hair salons. 747
KMO: .811  Bartlett:.646(df=6, p<.001
I will not change to another hair salon. .851
Immersion I want this hair salon to be successful. .836
I have attachment to this hair salon. 723
KMO: .717  Bartlett:.410(df=3, p<.001
*p<.001

Table 4. The Factor Analysis of Adherence Intention

Factor Item Factor loading
. . I will continuously use this hair salon in the future. 992
Reuse intention - — — - - -
I will keep visiting this hair salon even if another hair salon is recommended. 789
KMO: .777  Bartlett:1106(df=6, p<.001)
. . I will actively recommend this hair salon to people around me. 963
WOM intention - — - —
I will positively talk great things about this hair salon to others. .810
KMO: .777  Bartlett:1106(df=6, p<.001)

**p<.001
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Table 5. The Correlation Analysis between Major Variables

1 2 3 4 5 6 7 8 9
1 1
2 817 1
3 12" 8017 1
4 781™ 826" 779" 1
5 622" 683" 738" 662" 1
6 6447 738" 737 724 .808™" 1
7 5747 616™ 688" 587" 18" 758" 1
8 580" 604" 7287 6207 7007 695" 7407 1
9 655" 675" 708" 6747 6917 695" 705" 759" 1
™ p<.001

1: Social benefits, 2: Economic benefits, 3: Psychological benefits, 4: Customization benefits, 5: Customer satisfaction, 6: Trust, 7: Immersion,

8: Reuse intention, 9: WOM intention

Table 6. The Effect of Relational Benefit on Customer Satisfaction

Independent variable B B t R? F
Social benefits .053 .069 1.017
Economic benefits 123 .147 1.844 e
Psychological benefits 460 484 7.564™" 72 109592
Customization benefits .084 .109 1.534
*p<.001
Table 7. The Effect of Relational Benefit on Trust
Independent variable B B t R? F
Social benefits .003 .004 .061
Economic benefits 172 202 2.746" .
- — .639 145219
Psychological benefits 423 437 7.426
Customization benefits .168 214 3.269"
“p<.01, " p<.001
Table 8. The Effect of Relational Benefit on Immersion
Independent variable B B t R? F
Social benefits .088 112 1.514
Economic benefits .079 .093 1.060 s
- P 488 77.826
Psychological benefits 501 515 7.350
Customization benefits .018 .023 289
"p<.001
olg|gh AFAMe] Aole EAMH Ao, Xk A FE HAE fRlolgte AT AHE vFoE W, AFAE Y
8212 EAAS AEEA o] &rA e it v, AF], & o R 3 AFoiE tE 8B T= A ARl gl o
ol 49 JFS FRom, =BE Al o] & stuAslE 23 AFE Hole Ao 1%} Chung & Moon (2018)
e 949 + 92 2 5 Atk o EEE R BECRE ESERE L BRSO
5 Kim & Park (2010)9] d7-olA= 2145t e] #AE A R1EA 3 o] 85 SR BAEE BA 2] Ho] o]
Z 2AS o] BYol {I% JFS MATIL GO, B §4 Vol M)A I TAA ARA et A2A
2] HAERe] &AL A ztehs dA Y BA e ol glo] o] AR fom| gk JFE MR AL 1S} [ E 2 o]
A AT-(Kim, 2012)904 %= AAsselo] 9]l 7P 2 AN folvek &S vIAA = A e® YEhsth o]



A0 DISE 200101 IS 20 KISCI=Hl OIXl=E et 397

Table 9. The Effect of Relational Quality on Intention to Reuse

Independent variable B B t R? F
Customer satisfaction 331 279 4,641
Trust 169 148 2.303" 615 174.958™
Immersion 495 427 7.782""
*p<.05, "p<.001

Table 10. The Effect of Relational Quality on World-of-Mouth Intention

Independent variable B B t R? F
Customer satisfaction 341 277 4.425™
Trust 253 213 3.181™ 584 153.304™"
Immersion A15 344 6.034™"
“p<.01, " p<.001

2E o 1FAEY] FAHYS A FE gl sloje fo  BAEE o] AT AAX & e v A= FFolA 7
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