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Effects of Hair Beauty Consumption Value and Service Quality
on Store Selection Characteristics in the Corona Era

Ji-In Ahn' and Yong-Mi Jin>*

'Graduate Student, Department of Beauty Arts, Graduate School, Seokyeong University
ZProfessor, Department of Hair Design, College of Beauty Arts, Seokyeong University

The purpose is to provide basic data necessary for marketing strategies for the beauty industry, which has rapidly shrunk since COVID-
19, by investigating the impact of beauty consumption value and service quality on store selection characteristics that have changed in
the COVID-19 era. As for the effect of consumption value on store selection characteristics, the visible value of receiving discriminatory

services or feeling special was the highest, and the response and empathy were the highest in the effect of service quality on store

selection characteristics. In order to improve service quality in beauty services through contact with customers, it is considered most

important to increase expertise through employee education, and if a service experience is provided beyond recognition and expectation
through personalized services or products, it can provide services suitable for changed consumption value. In future follow-up studies, it
is expected that in-depth research will be continuously conducted by expanding the size of the sample and further subdividing it.

Keywords: Beauty consumption value, Coronal9, Quality of service, Store selection characteristics, Value consumption

Hpolg 2z Qs
=351 A Z 9l
o)y °1E}(Nam

SRS
3 B} 23

WE9 et &
3 7L—1lL ;gl-?_b
& Kim, 2021). ©
A oleh=s T8 AL AlE St
o =3, RHAEE ASA17IH Akl & A}
A A, A8 91717} B4 3L A TH(Park, 2021). £3] &9
oA *°‘°1 ol AL 9] Fo] Fol WA 4|7} o]
?ﬂ ol FEHH wet 2HAES Bk 7H] AL A
H|Z 9Jsf Thksl o' WS AV JATHChang, 2020).
Joe & An(2021)& T 2UE 918 A Akl AR Helo] %=

ol

=

L

[e]
A2y

A

¢}

f rlr m{m

*Corresponding author: Yong-Mi Jin
Tel : +82-2-940-7814
E-mail : ymj6562@naver.com
A4 (2022d 99 159)5:4 920224 112 721922022 119 212)

HT =

1241

A=A, AR 0] 8] Bt o] e EHA] s A3 A
317 715 A= A HAES A X Ye 71817 ARA

AL A AFel tigk 7| Alelvt fsEe @] vEhe
2o o 9= Qe Ml 7 WA ] &H7F §43] F4st
U= STARI 534

%8 Hwang & Kim(2020)2 ZzZ 2
I FtellN 71+ S3er] 4H]
15 Q17ke] EHA 71 & 918l T8
3}1—‘:— ZH|7Le] o] Frketal o
7}x](Essential Value)2 FA|5h= &

H
L
-

Org
!

@ ode 2 T

;y« I

Nam(2021)& 2} 192 213k A
FOF IHug 4H] S571 Fof

A%
=

ruln

=

w2

Humirlomﬁ



1242 J. Kor. Soc. Cosmetol. Vol. 28, No. 6, 2022

< A5 3thar &k tk(Song, 2021).
o|A ¢ FAEL} o] % W3tk AH|7FR| o MH| A FA I 3

dg 2uAEe] AE AY 40 B A7E 228 WA
T Qon} vl 8o o] A vjE) g A Aol t,

A58 ANSHE B 540] ek,

AAZ gt 357] AEH o s 32 BA2 A2 ntoly
2 ES-192 WHEHAL, oz A2t 198 Sh(EY
FHE] =B 2020).

2. 2H|7}X]|

SHIZEAE 222 ] el B EE E2 o] SlaL
gk 7F2] o) ofste] AF-S et A Fshe TS
133k 2H] W] o] TH(Song, 2021). AH[ A= AFAl €]

oAl ZHFEAl AHISHAINE, AHF R TR %
© A& AL gelAl 7P o R FulE st 7HA
T e 2l JEFgoEm Hux o e 58-S
2} ZeH(Kim, 2017).

e IR Rt Rl g e S B S B s N
dlef] o] 7H1e] 71| EEE vie e 2 A8 A A

Il

Al &vE A Fehe FEjeta & 5 ek

ol

f
N
m_\.a
2

i e Hr ro o
o
-
>

K

3. MH|A EF

o) g A2
PECELE
o= 535l

o A A AT AH] 2 A3

pa)
o
u
o
B
SRS
Q i o
A
Jo
ofl
lo
) e

EH
TR

o
o

1tH(Lee et al., 2009).

R
=
[
A

2,
=2
X
o)
>
e

>

[\)
Wi
hY)
rﬁ
u
4
oL
QL
R
°

e

=)
I o
oX,
=2
d
123
)
oo
ol
oX

X g

fr _I;_d i o lo
o
o do 2
ST
)
T
b i
re
-1
=2
>
rir
>
z
[
]
,
o

>
)
[>
il
2
=
ST
ol
4y 4
¥
o

'y
it}
H
rx
m
am
0x

i)
A
o
[
=
Y
i
o
lo
>
i,
o
—O|L
rr
)
o2
2
>
]

Ir

me oxl P

)

b

O ox
)
o
N
M
o
i)
4>
X0,
fr
o
-
oflt
2
At
ox
o
k0

N

ol
o T
o,

o,

Y
=
>

S ©
= ey
1
B
ox B
Loy
o
ot

B>

o o

)

et
R
i

(]

o]

o
el

)
£
~
Q
=
y L
[\
(=3
S
55}
~—

(3

Guk(2019)2 1]
wh the] olul A, Fad, Beld B4, A 54

g 9dEe AHT

) OFO
>
o
o
fo
o
|
N
il
rlo
=)
o
>,
o
X,
yu)

Ry
X0,
)
£
Sl
2
o]
T
e
kd

R
10 oy
ol
b oL
>

M r2 18 @ ot

A
o ‘o
o
BN
»
i
ox
o
il
B>
=)
D)
il
o
!,
551

s Althe] Awlzh9 A2 Edo] HE He 540
UAE G ohut AL BHOR AT BAlE AN
o) ATEAGH E4e Sohmi Am|zEx, Muls FA,
AE Y 549 39 AU 1S EA%S Sohur A7k
A7k AE QY E4e) v G A2 Fhol HE A
o Sof VA TS Soln AFEASH E4o) we
AH|7ER 9] Aol g Yol Eak QTEAE B4 e
AU 2FA0 AfolE Pobni QTEATE E4o) we A

954 3ol

it
e
)
e
)

2 Ao dEEARs 2022 49 197E 69 259714



T=LLEAILHCI ol 01018 2HIDEXIQEMHIA SE0I B8 M8 S0l DIXl= gt 1243

Table 1. Questionnaire composition and measurement

. Number of
A survey item Content . A scale Sources
questions
Demographic Gender, age, final education, marital status, occupation, month .
gtaph > 385 N ? P ’ ’ 6 Nominal A researcher
Characteristic average income
The practicality or price of a product
. . 1€ practicality or p P Lee(2019),
Consumption Differentiated services and brand salon preferences ; .
. . . . 17 Equal space  Lee(2021) Modification
value The importance of differentiated values, the importance of the .
. , . . and supplementation
designer's personality, and the value that can enhance the quality
The latest facilities, interior design
e latest facilities, interio des.g , Oh(2012),
. Complaints and Problem Solving .
Quality e Kim(2021)
; Customer Management System and Billing 11 Equal space . .
of service . . . Modification and
Performing services at scheduled times .
. supplementation
promptness and kindness
. Kim (2022)
. Easy-to- rkin; ’
Selection . asy-to ac.cess pariing, . Lee (2021)
. The importance of experience and beauty experience, 9 Equal space . .
characteristics . . Modification and
Rapid processing and preferences of people around you .
supplementation

A total of questions

43
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Table 2. Questionnaire composition and measurement (N=323, %)
Category Frequency(N) Percentage(%)
Gender Man 96 29.7
Woman 227 70.3
Teenage 11 34
20s 191 59.1
Age 30s 41 12.7
40s 53 16.4
People in their 50s 27 8.4
Married 87 26.9
Marital status Single 230 71.2
Etc 6 1.9
A high school graduation 40 12.4
A junior college graduate/student 45 13.9
Final educational background A college graduation/student 182 56.3
Graduate/student graduation 52 16.1
Etc 4 1.2
Student 172 533
Professional occupation 30 9.3
An office worker 47 14.6
Job A public official 9 2.8
Self-employment 19 5.9
A service job 18 5.6
Etc 28 8.7
Less than 1 million won 156 483
1 million won or more to less than 2 million won 38 11.8
Monthly income 2 million won or more to less than 3 million won 34 10.5
3 million won or more to less than 4 million won 25 7.7
More than 5 million won 70 21.7
Sum 323 100.0
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Table 3. The consumption value measurement question
Consumption value measurement question Func- - ational Ethical Visible e~ Impul- Common- M(&SD)
tional ential  sive ality
It mainly visits large hair salons that are socially recognized. 761 -027 -.033 .077 -.109 .071 603 3.26(£1.04)

I think it is important whether it is a hair salon that can enhance my 739 030 -074 320 .116 -.002 668  3.28(%+1.08)

dignity.
I prefer hair salons where I can get differentiated services. .625 .09 170 -.032 368 -.038  .567  3.43(%£0.99)
I feel self-esteem through beauty treatment. .585 235 -.031 210 .142 144 483 3.46(=0.97)

I like the speciality that I feel through the services provided during
the beauty treatment process

When I go to the hair salon, I make a budget and plan in advance. 122 832 .028 -.021 .089 -.144 737  3.20(%1.12)
I usually take a good look at discount advertisements 135 782 -.034 .088 .094 204 688  2.95(%1.19)

.568 209 221 109 145 .093 456 3.84(+0.86)

I look for reviews to see if the price and service are appropriate for

+
the procedure T want .054 733 143 055 290 .034 649  3.62(£1.14)

The practicality of the product is considered important. -078 -.040 797 086 .023 -087  .659 4.34(+0.63)
The quality of the product is important. -001  -.143 641 254 028 -.011 497 4.40(+0.62)
The price of the product is important. .063 339 596 -.097 -.060 .223 536 4.07(£0.77)
I tend to value the practicality of cosmetic procedures. .109 116 566 .020 359 -.015 475 3.15(%1.26)

When you go to a hair salon, you compare the price with the qual-

. . 221 404 504 005 .158 .027 491 3.97(x0.79)
ity of service

I buy a product that gives me a special feeling. .073 089 .095 818 .050 .119 708 3.90(+0.87)
It values the pleasant feelings that can be obtained from the product. .183 -.009 190 .767 -.007 242 17 3.97(+0.87)
I buy a product that can enhance my dignity. 323 .014 -.001 .689 .185 -.066 618

I check and prefer brand hair salons and other differentiated values.  .352 090 .052 161 .696 -.051 .647
S;;:li}t];i;ssilqizhd::;se z;rlcilczrefers whether there is a designer's per- 957 164 031 181 646 131 562

I prefer a small but reasonable salon. -.225 320 199 -.094 .634 .101 613

I spend money to refresh myself or forget bad things. 181 170 -.018 .066 .024 .846 783

There are cases where unplanned consumption occurs. -006  -.083 .028 .175 .088 .843 157
eigenvalue 2703 2445 2172 2.092 1.81 1.692

Explanatory variable(%) 12.872 11.644 10.343 9.964 8.617 8.055

Cumulative variable(%) 12.872 24.516 34.859 44.823 53.44 61.495

Reliability coefficient Cronbach's o 0.750  0.773 0.669 0.741 0.584 0.688

o A Gl Arls B gQlol NG, HRY, ¢ 3)HE M= 2y 59l el

B U IR ol £ ATk dAshs SeR AL AT 23 <Table 59k o) 1A 691 7
e o] F2HYo 3}
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@AS S AU AAEA B Vil el AT, 9] AUE
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B oo 92 g=2 3-8 gistaz f 890WS e A 2AR o}&l 51491 X}%l(zz 3%)S Al
EﬂFJOM ZFstaL of oFe A7kl AU vt & o] FofX]= v ', 319 A 2(18.0%)F TlAtely GEF, sk9] A4 3(17.3
FE Asshet ol IMEL SojAH2 Rt olug) o] %)S HEAAD, &F9 A 4(16.1%)E ‘BR="= 7h7t By
Ik F7t AMRIAER T8 AZbelal e A0E AP ST Lee(2019)9] HIEAFANA ZHX|ARI7E HE et
A= o]§ TEo pX= YA HE A8 54 0¥ 4k

- o =
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Table 4. Service quality measurement questions

Service quality measurement questions ?i‘e]ii:; Tani%}i]ble- Re]ii;bil_ Empathy Co;rllitrr;on- M(+SD)

Employees are willing to help their customers. .860 .102 .190 .055 790 4.31(+0.61)
When a customer needs a service, they try to do it immediately .829 136 164 112 745 4.35(+0.61)
It handles customer complaints or problems quickly. 730 .104 261 223 661 4.18(+0.64)
Employees treat their customers kindly with a bright smile. .633 271 219 242 585 4.39(+0.65)
I think I have received professional training in providing services. .609 .180 128 295 507 4.24(x0.77)
]l;ilrlrsll})]loyees respond quickly to customers' demands even when they are 590 157 356 198 538 4.17(£0.68)
I like the interior because it's well decorated 102 .839 171 166 171 3.94(+0.72)
The style of the employees is sophisticated and appealing. 215 .796 .148 .098 712 3.95(x0.73)
The beauty salon I use is equipped with the latest facilities. 202 721 172 .066 595 3.93(+0.72)
There are various amenities. .089 .625 .069 .365 537 3.66(+0.80)
Service is available at the scheduled time. 249 153 .832 134 795 4.33(%0.65)
Carry out one's promise on time 248 150 779 193 728 4.24(£0.66)
You can get a service through a reservation system. 265 223 154 .092 697  4.33(+0.66)
It's a reasonable price in light of various conditions. .040 .081 161 .808 .687  3.96(+0.80)
Explain the procedure in detail. 252 .140 235 712 645 4.01(x0.80)
Employees have sufficient expertise and skills. 333 298 .148 .594 575 4.19(0.65)
Obtain feedback from the customer after the procedure. 362 221 -.053 551 486 3.90(%0.88)
Eigenvalue 3.685 2.683 2.38 2.306
Explanatory variable(%) 21.676 15.781 14 13.563
Cumulative variable(%) 21.676 37458 51458 65.021
Reliability coefficient Cronbach's a 0.873 0.805 0.832 0.744
Table S. Selected characteristic measurement questions

Store selection characteristics measurement questions System C?;;L%zzie C(}r;zﬁiiizr;ce Brand Co;rllitrr;on- M(£SD)
I tend to choose a hair salon that explains it to customers easily. .834 156 .059 .110 735 4.15(x0.77)
E;fg]s:hcir;t?;yerﬁ:sssy’qﬁzltye,nd to choose a hair salon that g5, 025 150 IS4 23 412(0.74)
The service tends to choose the correct beauty salon. .668 331 157 .035 581 4.18(=0.72)
I tend to choose a hair salon with good experience or profile. .030 .855 170 181 7194 3.74(x0.93)
zll ;Zn;lxgl rci:E(c):e a hair salon with abundant beauty knowledge 306 839 -050 016 799 4.01(20.77)
g;?;’iigi‘;:szotgﬁsse ;lﬁzg salon located within the walking 3¢ 077 869 162 789 3.621.18)
I tend to choose a hair salon that is convenient to access 264 .048 .845 .001 786 4.02(x0.83)
I tend to choose a franchise hair salon. 171 -.023 .078 .830 725 3.33(£1.03)
i’:(;zljpﬁzni éinc;%(]):ren .beauty salons according to the preferences 062 218 080 819 729 331(£1.14)
Eigenvalue 2.016 1.626 1.564 1.457
Explanatory variable(%) 22.399 18.066 17.378 16.19
Cumulative variable(%) 22.399 40.465 57.843 74.033
Reliability coefficient Cronbach's o 0.741 0.703 0.679 0.603
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Table 6. The effect of consumption value on the choice characteristics of stores

Dependent variable

Sovsion  bednuale g M
characteristics)
(A constant number) 2.405 .000
Visible .164 .164 3.142 **
Rational .035 .035 .670
System Ethical 293 293 5.599 HHE 0.137 0.121 8.363
Visible .041 .041 789
Differential .147 147 2.804 *K
Impulsive .008 .008 .153
(A constant number) -2.800 .000
Visible 215 215 4.164 ok
Rational 171 171 3313 ok
Designer competence Ethical 117 117 2274 * 0.160 0.144 10.030 HorE
Visible .032 .032 .620
Differential 245 .245 4.753 Hork
Impulsive .099 .099 1.929
(A constant number) -1.823 .000
Visible 075 .075 1.338
Rational .030 .030 542
Convenience facilities Ethical .033 .033 582 0.012 -0.006 0.656
Visible .065 .065 1.155
Differential -.015 -.015 =274
Impulsive -.018 -.018 -.324
(A constant number) 1.118 .000
Visible 405 405 8.106 HHE
Rational 129 129 2.579 *
Brand Ethical -077 -.077 -1.547 0.210 0.195 3.987 Hork
Visible .051 .051 1.017
Differential -.031 -.031 -.618
Impulsive 139 139 2.784 **

Hokok

'p<0.01,

wokok

*p<0.05,

'p<0.001
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of th3t AFdfo] HLFE QXL 7+7F 0405, 0.129, 0.1398]  VIF Zko] BF 100]8t2 Ueh} tE3]A 84S AAle=T
=7

A F7Fee Ao TAZ YERs. F27t §le A2 FAE0 o™ 1 A= <Table 7> 2T}
o]¢} -2 AFA = Lee(2019)9] H-&4FH oA 7FX] 4xn] AR, B2 v, F34, AEA, A o oF

7} A Az} o]f wELo) wXE JIPolE HISEAl  153% AW EH, WA S A, ASA, AEA Uk g

UepEd], geld 7HxAaRet A A 7R 4] o] =& o] 2845 A2 242} 0.179, 0.106, 0.117, 0.326801% F7}

F5 HE AU BolA e Ao Z Yeh & AAHe} A sk F o WA 2 YeRdT

3 A= 2 A, 2 Z AL vkeA, AEA ol 2al oF 3.7% A=, vt
7F 8R1& Fske wHES] 7ESAME B4 A Al §A, AEA digk Aol BSFE AlEEe 7M7) 0.119,

25l tziol] o HeAlAde B e 7k A 018384 FrkelE A o] AR ERsi

£ YERA, Bl EE BT HEoltd] 717k A& YER] AR, 2P Anl2 F43 4% AV fle Aoz U

o} o] gt AHZ Tl u) A7|G9A AHEF trtely  ERwth

o] A} PAo] T2 IS Msshet ol A2 o]F IR, QAL 84, Al&Adol 2al] oF 4.6% A=, F

A9 H S HA5she Aoz Algdnh A2y o] P4 dig o] =EFE AAL 0.156814 F7tsheE A

H-§AR7EX 7 HE B v G ARSIA 71X, o] BAIE JYERD, A& ol gt o] =S 4E XA

ARH A, 1A 7P Ao A A2 olF = 0.154u)4 FAshe o] WA= yElst

715783 FE TR v L e & 5 STk oj¢9} e AFAFE JAMH|IAE T|Wtete P84S
W A A FL AUAE FIL B3-S T EAE A
4. MH[A ZHo0| HE M SHof 0|X= & Fe $E0] B25E A9 APk FoAle Aeg
ERstt}
AE)z AR AT Y 549 UFTAES AAS A% H 8 ANz LG mA g Yz 7P g9lo] mAREE
Table 7. The effect of service quality on store selection characteristics
Depenflent variable' ‘ Indepgndent varifible B B ¢ R2 Modified .
(Store selection characteristics) (Quality of service) R?
(A constant number) 2.255 .000
Responsiveness 179 179 3.483 *x
System Tangibleity .106 .106 2.057 * 0.163 0.153 15511 ek
reliability 117 117 2.275 *
Empathy 326 326 6.365 *
(A constant number) -2.763 .000
Responsiveness 119 119 2.181 *
Designer competence Tangibleity .036 .036 .663 0.049 0.037 4116  **
Reliability -.007 -.007 -.136
Empathy .183 .183 3.354 ok
(A constant number) -1.659 .000
Responsiveness .020 .020 .366
Convenience facilities Tangibleity .048 .048 .874 0.029 0.017 2.382
Reliability .022 .022 404
Empathy 161 161 2910 o
(A constant number) 8.273 .000
Responsiveness -.064 -.064 -1.176
Brand Tangibleity 156 156 2.871 ** 0.058 0.046 4.861 **
Reliability -.154 -.154 -2.838 *k
Empathy .072 .072 1.329

Hokok

*p<0.05, **p<0.01, ***p<0.001



D=Z2LEAICI Bl OIE AHIDEXIEMHIA S201 &

FE

st 1249

o} YF oz rX= FTFS ATS Yang(2020)> FlEAe] EZE AP3lE 71EoA 7P =2 Ao E YERRT o= 3
ARz F4 J7EF AEE aRle] 7P EA A EAAL, A ofn g 5434 AT a9 FEAE-S Fall AH) 2] Mk
H|=Fdo] IANZI A oo vl G A7t A FHo] o] FoXBR Ee A WSS T AHA F
Song(2015)° X & AH|= F4 e 5 F34H 80l 1 AS o IANEEE =Y T Ao AlREN
Table 8. Differences in consumption value according to demographic characteristics
Functional Rational Ethical Visible Differential ilmpulsive
Category
M  SD M SD M SD M SD M SD M SD
Man 005 097 -056 106 -0.11 095 000 088 -0.15 1.10 -035 0.99
Gender Woman 2002 1.02 024 087 005 102 000 105 006 095 015 097
t value 616 -6.529""* -1.258 052 -1.743 4219
Teenage 023 101 035A 096 0.8 1.02 023 1.12 0.9-8B 074 011 1.16
20s 2002 096 029A 091 -0.02 1.03 000 099 0.10A 095 021 096
Age 30s -0.10 126 -037AB 1.11 -0.01 105 -0.12 1.13 0'1'2A 116 -0.18  1.08
40s 0.03 099 -056B 083 004 095 0.01 1.03 0.1'1 A 100 046 086
People in their 50s 0.15 086 -052B 091 000 089 0.0 0.78 0.12A 097  -033 096
F value 451 13.584™" 121 356 3.590" 6.476""
Married 0.01 099 -054B 088 0.08 095 005 1.09 -0.08 1.02 -038B 1.00
Marital ~ Single 0.00 101 0.19AB 098 -0.01 1.01 -0.02 096 0.03 100 0.13AB 0.96
status  Ftc -0.14 070 049A 046 -0.82 1.06 0.14 1.17 -0.06 0.61 047A 1.23
F value 0.065 19.443™" 2.36 0.227 0.371 9.33"
A high school graduation -0.06 1.15 042 105 -0.04 108 0.09 121 -030 120 019 1.15
A junior college graduate/student -0.03  1.04 0.37 091 0.09 0.80 0.16 1.04 -0.12 0.95 0.21 0.89
edch i;?énal A college graduation/student 002 099 -004 092 -001 1.01 -0.06 092 0.11 097 008  0.90
background Craduate/student graduation -0.06 089 -048 1.10 -0.01 103 005 1.04 000 097 -062 1.09
Etc 085 079 -022 074 -0.09 161 -067 101 -0.75 050 008  0.99
F value 816 6.822"" A11 997 2201 6.685™"
Student 0.02 095 036A 087 -008 097 0.03 099 010 095 018 0.93
Professional occupation 0.04 1.14 -058AB 087 019 1.11 -0.12 124 011 106 -0.74 1.19
An office worker 0.14 1.10 -0.72B 092 0.00 096 -0.14 090 -032 1.14 -0.13 1.0l
Tob A public official 0.08 040 -033AB 094 030 097 006 1.19 014 093 007 0.69
Self-employment -0.03 092 -0.57AB 0.89 -028 0.87 031 0.65 -0.15 098 -020 0.88
A service job 0.17 122 022AB 098 029 132 -005 099 017 097 030 093
Etc -0.04 108 -0.01AB 1.04 018 095 000 1.11 -028 098 -0.16 101
F value 277 13.129™" 1.135 583 1.748 4.599™
Less than 1 million won 001 100 043A 087 -0.02 101 003 1.06 003 098 0.18AB 095
tlh::]‘g“::ﬂ‘;’igﬁ 3;0‘1:‘0“ ©IesS 007 104 0.47AB 073 000 104 -006 082 030 072 028A 100
Monthly tzh;?l‘l;“;;‘ilvlvizﬁ 3;0‘;‘“ to less 20.16 1.11 -026BC 0.87 005 086 -021 089 -021 123 -0.05AB 1.01
mcome -
fhzllljtlﬁiﬁvigﬁ i’:;:ore to less 004 1.09 -043C 098 -002 125 -021 117 015 091 -026AB 0.79
More than 5 million won 0.12 090 -0.77C 092 002 096 0.14 093 -0.18 106 -0.45B 1.03
F value 531 25360 038 1.038 2.008 6.472™"

*p<0.05,

EE

p<0.001 sheffe-test : A>B>C
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Table 9. Differences in service quality according to demographic characteristics

wom ]l E 100, 20071 40TH, 500H o] Atol Hls] gt

27 e] A Fe] w2 Ao E et ApE oM = 200 o3
ol 10thell wlal 2B 2] Aol w2 Aoz Yeldth S5

ZdellX= 10t} 20T) 71 30t o) el vlsh F-5/3 <] &l =

& Qow Yepgr,
AE ARoNE AT FEHNA feld

wow el gt F57d00M Z1EkE 71&el vlsh

o) 7} Lier

Feigel 4

Responsiveness Tangibleity Reliability Empathy
Category
M SD M SD M SD M SD
Man 003 098 005 096 017 090 017  0.89
Gender ~ Woman 2001 101 -002 102 007 103  -007 104
t value 315 577 2.033 1.946
Teenage 016 120 015 098 035 093 009 105
20s 005 105  -002 108 009 107 00l 1.09
30s 008 093  -013 094 004 089 005 1.02
AL s 008 091 008 084 023 087 005 068
People in their 50s 0.18 089 008 08 004 084 000 084
F value 570 367 1.408 081
Married 0.10 092  -002 08 007 08 002 067
Marital  Single 005 103 000 106 003 104 002 1.09
status Etc 031 108 035 074  -008 126  -096 119
F value 1.021 387 330 2.873
A high school graduation -0.03 091 0.08 1.22 0.25 1.08 -0.14 1.30
A junior college graduate/student 0.14 0.94 0.11 0.69 -0.09 1.08 -0.13 1.09
Final A" ollege graduation/student 2001 107 -001 104 -005 099 007 098
educational
background Graduate/student graduation 0.03 0.85 0.16 0.86 0.06 0.91 -0.01 0.71
Etc 098 078 075 1.01 0.14 043 003 098
F value 1.209 1.587 895 609
Student 013 104 00l 1.08  -007 108 005 LIl
Professional occupation -0.01 1.09 0.09 1.01 0.17 0.97 -0.16 0.96
An office worker 0.2 092 000 08 014 073  -003 076
b A public official 0.16 094 022 077 053 090 011 067
Self-employment 002 078 004 08  -034 090 023  0.63
A service job 030 106 -012 119 001 093 039 111
Etc 039 080 003 08 0.0 1.0l 005 085
F value 1.669 159 1.309 831
Less than 1 million won 1.05 156 -0.01 1.11 156 0.00 1.10 156
; Eﬂﬂgﬂ on or more to less than 1.03 3 011 096 38 =025 090 38
Monthly i E}EZE on or more (o less than 076 34 001 087 34 2025 098 34
income —
i gﬁiigg zgg or more o less than 1.14 25 006 083 25 0.10 076 25
More than 5 million won 0.88 70 0.07 0.90 70 0.22 0.86 70
F value 1.937 224 2.070 658
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Table 10. Differences in selective characteristics according to demographic characteristics

Designer Convenience
Category System competence facilities Brand
M SD M SD M SD M SD
Man -0.04 0.93 -0.24 0.98 0.16 0.90 -0.21 1.01
Gender  Woman 0.02 1.03 0.10 0.99 -0.07 1.03 0.09 0.99
t value -453 -2.890 1.889 -2.464
Teenage 0.11 1.33 -0.38 1.06 -0.05 0.95 0.44 0.85
20s 0.00 0.99 0.10 1.06 -0.08 1.02 0.07 1.01
Age 30s -0.04 1.04 -0.06 0.87 0.17 0.88 -0.19 1.03
40s -0.08 1.07 -0.35 0.83 0.04 1.09 -0.12 0.86
People in their 50s 0.15 0.76 0.21 0.84 0.24 0.81 -0.15 1.13
F value 292 2.876 1.008 1.526
Married -0.04 0.94 -0.14 0.85 0.20 0.91 -0.19 1.02
Marital  Single 0.00 1.03 0.04 1.04 008  1.03 0.09 0.98
status Etc 0.39 0.72 0.41 1.33 -0.04 0.84 -0.67 1.18
F value S11 1.639 2.496 3.868"
A high school graduation -0.01 1.30 -0.17 1.21 0.09 1.02 0.01 1.05
A junior college graduate/student 0.24 0.82 0.21 0.85 -0.08 1.08 0.20 0.89
F ingl A college graduation/student -0.04 0.98 0.03 1.04 -0.08 1.01 0.01 1.00
educational -
background Graduate/student graduation -0.02 0.96 -0.11 0.75 0.27 0.87 -0.27 1.03
Etc -0.62 0.73 -0.48 1.10 0.07 0.42 0.78 0.33
F value 1.112 1.197 1.345 2.002
Student -0.08 1.00 0.11 1.03 -0.08 1.00 0.16 0.93
Professional occupation 0.02 1.06 -0.04 0.72 0.17 1.13 -0.27 0.93
An office worker -0.05 1.13 -0.37 0.98 0.09 0.94 -0.40 1.05
Tob A public official 0.55 0.77 -0.19 1.42 -0.27 0.95 -0.12 0.54
Self-employment 0.09 0.83 -0.38 0.94 -0.04 1.01 -0.08 0.89
A service job 0.48 0.80 0.24 0.98 0.00 1.02 0.34 1.27
Etc -0.02 0.92 0.15 0.88 0.30 0.94 -0.16 1.19
F value 1.390 2267 933 2.974™
Less than 1 million won -0.07 1.06 0.11 1.03 -0.03 1.03 0.14 0.97
; Eﬁ}igﬁ son ormore to less than 019 081 022 08 024 08 0.8 114
Monthiy § gﬁizg on or more {0 less than 009 084 025 118  -0.14 125 -017 10l
income —
i El:::gg son ormore fo less than 020 105 012 091 004 098 014 093
More than 5 million won -0.05 1.01 -0.20 0.89 0.26 0.86 -0.19 0.96
F value 902 2.296 1.965 2.147

*p<0.05, “*p<0.01
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