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The Influence of the Expanded Marketing Mixing Factors and Perceived Value
on Customer Citizenship Behavior: Focusing on the Modulating Effect
of Personality Type
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The purpose of this study is to confirm the effect of the expanded marketing mix factors of hair shop on customer citizenship behavior.
This study was attempted to verify through the mediating effect of perceived value and the moderating effect of personality type in this
influence relationship. Data collection in this study distributed 310 questionnaires, and 271 copies were used for the final analysis. the
main analysis results derived through data analysis are as follows. First, it was found that the expanded marketing mix had a significant
effect on perceived value and customer citizenship behavior. Second, among the expanded marketing mix factors, People and Evidence
factors had a positive effect in common on perceived value and customer citizenship behavior. Third, the perception of perceived value
in the influence relationship between the expanded marketing mix and customer citizenship behavior shows a mediating effect. In
addition, it was found that introverted personality had a positive (+) moderating effect on the path of increasing customer citizenship
behavior. The results derived through this study would have helped the hair shop marketing plan and basic data acquisition. In other
words, it's important to have an outgoing customer who directly requires the requirements, but paying more attention to less expressive
introverts is more effective at boosting customer’s citizenship behavior.
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Table 1. Expanded marketing mix 3P definitions

Classification factor

Definition

It refers to the surrounding environment that creates services. It consists of the dignity of internal and exter-

Physical Evidence

nal facilities, arrangement of various equipment and facilities, cleanliness and comfort of facilities such as

rest areas and toilets, ease of access to parking spaces and buildings, and music in facilities.

It relates to the process and procedure delivered to the customer receiving the service. It consists of conve-

Process nience and speed of the reservation system, lead time and feedback on customer proposals, work flow and
composition order, and relocation of business workers.
It is an important consideration in the characteristic factors of the service industry according to the attitude
People of workers providing services. It consists of items such as employee neatness, manners, and kindness,
whether or not to have a license, complaint handling ability, and expertise.
B00(2009)
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AFs2A} STk B3 v AAFEERE A td 79 3 A3k thS <Table 2>9F 2tk A2 ofAJo] 588%E &
AN Fe] GEFAAE TH=AE I HFEAL T 2 HES B0 T 41.2%% T A% 20007 49.4%,
Table 2. Demographic characteristics of the survey (N=271)
Classification N % Skewnesss Kurtosis
Gender Male 195 A2 -361 -1.885
Female 150 58.8
' Single 141 55.3
g/{:trl‘]tsal Married 113 443 420 -1.425
Others 1 4
20s 126 494
30s 51 20.0
Age 40s 38 14.9 .903 -395
50s 31 12.2
Over 60s 9 35
High School 100 39.2
Education College 75 29.4 490 %1
Background University 63 247
Graduate School 17 6.7
Students 21 8.2
Office Workers 84 329
Civil Agent/Teachers 13 5.1
Job 015 -1.474
Professionals 37 14.5
Own Business 61 239
Others 39 153
Under 2Million 38 14.9
2-3 Million 143 56.1
]I\lf;’:i‘;y 4-6 Million 58 227 1.000 1767
7-9 Million 9 35
Over 10Million 7 2.7
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Table 3. Reliability and validity of variables
Factor Questionnaire Factor Eigen Variance Cronbach
Loading Value Explanation o
Evidence3 .862
i Evidence4 749
Physical : 7.870 65.583 912
Evidence Evidencel 740
Evidence2 127
People3 .830
People2 .796
People 1.013 8.440 915
Peoplel 739
People4 .618
Processl 875
Process2 .870
Process 733 6.104 905
Process3 7136
Process4 528
KMO: 0.929, Bartlett: 2778.826(p=.000), Total Variance Explanation: 80.13
Citizen3 858
) ) Citizen4 .846
Citizenship Citizen2 821 6.855 76.161 925
Behavior
Citizen1 758
Citizen5 .659
Valuel .852
Value2 .849
Perceived Value .650 7.224 933
Value3 814
Value4 137
KMO: 0.939, Bartlett: 2474.499(p=.000), Total Variance Explanation: 83.39
Outgoing2 915
i Outgoing4 .869
Outgoing gome 4.043 50.542 908
Personality Outgoing3 .852
Outgoingl .826
Introvert4 .846
Introvert3 792
Introverted 1700 21251 816
Personality Introvert2 788
Introvert1 7120

KMO: 0.827, Bartlett: 1147.624(p=.000), Total Variance Explanation: 71.80
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% i%% FFE S VA= AR et Ao A5 AHE
Holx 9lom 1 E]—— = Process9} Physical Evidence2] &
o] T8 WTE F4E AL FARE AHE Holg o=
°l= P k(2017)-4 AFolM IAFAAE FFS

7 Z 05 AR 7P 291S People LERE 2

2 AFollA A v He] JFAAE A5 AT o A]
2-9] <Table 4>2} 7t} T T A=A ola T & vk bk, AAFAHE HX|
Wy 7] PEFAAE FAS AF= <Table 4> 2ok £ & T8 TA € & 7238 I Zol& Kol Ytk
o] 4] Bi= ule} 7+o| Physical Evidence, Process, People 242
TAE SEHER 2 vpAY B A&7F 2 7HE 7ER] o] ml ] 4. 478 =Hs
£ 9T R=819, A¥E R=67.0%% £ FFO2 E&5
Rom, ALY F=169.932(p<.05)°1A TAZ F24dS Fn 2 zbe 7kx) 9} AN RS 7he] BAA AHeale] =
g Ao g Uehidth & " YA FAshs shel & HEHE 43 A= <Table 5> 2t
Ol JYAA S AV EH, BE Q47 A ZHE 7Ex|o] §-2) 3 A7t 71X 9} AAA R 7Ho] AAA AARFEY =
AHe S A= A2 Ve 7FH, People 821 7F HaH A4S el Bdl 194 XZE 7ER] Q142 17
=2 A S PRI, TS =2 Physical Evidence, A1 EE E0]3L Jlow, WA A4 A= QARG E
Process®] w02 /] YFS v|A & A2 AT Bd & AAaAE ZAoE el ow, A2k 7R 9 WEEs
2004 S mAlR BT AR vX e G A AL R YRt Ay SR UER A7 T}
R=.646, A& R=41.7%= === oH, 3] AEY F=59.867 X<} AHAIVIEYF Alo]ofxle] A AL ISP FS
(p<05)°14 FAA FoAS grg 202 Yept 8 T/ 2EE AT e 2R et § A7 7H
Y B A5 s sHY Q9 dFEAIE AR, 7t 2S5 AR 0] U ARA W 44
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o] Y PAl= Ao E Vel 7FeH], People 8910 A7k 9J7FA AL AzhE 7Hx| 9k 1%‘ AR E 7he] A ol
7oA o] FEFE I T 7Y =2 H (e FFS VA A ol 2R ITF e A sttt ol H g & AT A=
= o2 BAEAN. A 7HE 7Ex|eF AMA NI E 7ke] AAl Kim(2015)9] QoA ¥HEo] AN FS e e
Table 4. Validate effect relationships between variables
Independent NS-Coefficient S-Coefticient Model
Dependent Independent B S-Error B t p Summary
(Constant) 405 162 2.491° 013 R=2819
Perceived Evidence 211 065 204 3.268" 001 R*=.670
Value Process 137 047 .165 2.925" .004 Modify_R2:.666
F=169.932
People 546 066 515 8.268" .000 p=.000
(Constant) 1.634 176 9.296™" .000 R=.646
. * 2=
F I I WL
: : : : : F=59.867
People 380 071 440 53117 .000 p=.000
(Constant) 1.874 157 11.959" .000 R=.640
Citizenship Perceived Modify Ezzj(l)(;
Behavior Vel 521 039 640 13250 .000 175,558
p=.000

wxxp< 001, **p<.01, *p<.05
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Table 5. Model summaries for moderator

Modell Model2
Model 95% CI 95% CI
Coeft. se t p Coeft. se t p
LL UL LL UL
Constant 3.348 592 5.656 .000 2.281 4.514 1.995 .629 3.166 .002 7154 3.235
P-Value 178 139 1.281 201 -.096 452 421 .160 2.624 .009 .105 736
Introvert -.531 205 -2.585 .010 -.935 -.126
Outgoing .006 186 .032 974 -.361 373
Int_1 124 .048 2.561 011 .029 219 .017 .045 .386 .699 -.071 .106
Summary R=.652 R?>=.425 F=61.833 p=.000 R=.646 R>=.418 F=60.163 p=.000
X*W R?chng: 0.015 F=6.5603 p=.011 R?-chng: 0.000 F=.1495 p=.699
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