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The Effect of SNS Information Characteristics of Hair Salon
on Purchase Intention and Word of Mouth

Su-Bin Ryu' and Eun-Jin Yang>*
"Master’s Course, Beauty Arts, Graduate School, Seokyeong University
Professor, Department of Beauty Arts, Seokyeong University

The purpose of this study is to provide basic data to help establish SNS marketing strategies by understanding consumers' purchase

intentions and oral intentions, identifying consumers' characteristics based on the characteristics of hair salons. In order to achieve the

purpose of the study, an online survey was conducted on consumers who had experience using hair salons through SNS, and 500 copies
were used for the final analysis.The collected data can be obtained using the SPSS WIN 25.0 program As a result of the analysis, the
sub-factors of SNS information characteristics were identified in the order of usefulness, interest, and reality. As a result of analyzing the
effect of the SNS information characteristics of hair salons on purchase intention and word of mouth, it was found that the usefulness,
interest, and reality of the sub-factors of SNS information characteristics had a positive (+) effect on purchase intention and word of

mouth. In this study, it can be seen that the use of SNS information among people in their 20s is the most active, and SNS is expected to

continue to be an important medium, and there is a close relationship. The implications of this study are that the survey subjects are in
their 20s and 30s, and it is difficult to generalize the whole, so in-depth studies should be conducted by investigating various age groups

in the future.
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Table 1. General Characteristics of Survey Subjects

Sortation N) (%)
Men 252 493
Gender
Women 259 50.7
19-25 128 25.0
26-30 127 249
Age
31-35 129 252
36-40 127 24.9
High school and below 104 20.4
Education . . .
Background University/graduation 369 722
Graduation from graduate school 38 7.4
Student 89 174
Office job 206 40.3
profession 76 14.9
Job self-employment 19 3.7
sales/skill job 35 6.8
housewife 33 6.5
etc 53 10.4
less than 2 million won 76 14.9
2 million won c.)r.more and less 18 21
than 3 million won
Monthly 3 million won or more and less 102 20.0
Income than 4 million won
4 million won c.)r.more and less 31 15.9
than 5 million won
Over 5 million won 134 26.2
Total 511 100.0
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Table 2. Validation of Validity and Reliability of SNS Information Characteristics

Question Ingredient
Interestingness Usefulness  The reality
13. Salon images and video content provided on SNS are interesting. 784 309 235
11. The information of the salon I learned through SNS is interesting. 748 292 275
14. 1 felt pleasure while using salon information through SNS. 735 218 328
12. Various events of salon through SNS are interesting. 728 328 231
15. Salons encountered through SNS make you want to visit. .688 287 .339
4. Hair salon's SNS provides trendy information. .256 795 258
1. You can receive information related to hair salon brands anytime, anywhere through SNS. 313 763 192
2. Hair Salon's SNS provides useful information on the purchase of brands' products. 321 741 255
3. Hair salon's SNS provides unique information. 256 713 369
5. Various news of SNS delivered by hair salons is valuable as useful information. 298 .687 374
7. The information encountered through hair salon SNS is very specific. 207 214 816
8. The information encountered through the hair salon SNS gives a vivid feeling. 257 268 771
6. The information I encountered through SNS gives me a feeling that I have actually used it. 271 294 704
9. I can relate to the information I encountered through the hair salon SNS. 322 265 .683
10. Information accessed through hair salon SNS is indirectly experienced. 326 287 612
Eigenvalue 3.533 3.520 3.448
Explanatory variab(%) 23.556 23.465 22.990
Cumulative variable(%) 23.556 47.020 70.010
Cronbach's a .896 901 .874

KMO=.955, Bartlett's test ;>=4984.251 (df=105, p=.000)
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Table 3. Validation of Purchase Intention, Validity and Reliability of Word of Mouth

Ingredient
Question Word of  Purchase
mouth intention
3. I will introduce hair salons with price benefits (discounts, reserves, points) through SNS to people around me. .884 .300
1. I will share information related to hair salon brands that I learned through SNS. .840 313
4. We will share information such as reviews of use through SNS. .804 331
5. 1 will talk positively about hair salons that I got information through SNS. .803 394
2. We will share useful information for purchasing hair salon brands that we learned through SNS. 73 368
10. Based on the information of the hair salon I encountered through SNS, I wanted to visit the salon. 324 775
9. I am willing to use SNS continuously to obtain information on new salons. 317 764
7. Hair salons encountered through SNS will be chosen over other salons. 307 .749
8. I will present my positive opinion through comments on salon information about hair salons that I received
information through SNS. 284 742
6. I am willing to visit a hair salon where I have information through SNS. 309 .740
Eigenvalue 3.852 3.430
Explanatory variab(%) 38.516 34.304
Cumulative variable(%) 38.516 72.820
Cronbach's a 933 .873

KMO=.939, Bartlett's test >=3653.722 (df=45, p=.000)

Table 4. Correlation Analysis

Sortation Interestingness The reality Usefulness Word of mouth Purchase intention
Interestingness 1
The reality 698" 1
Usefulness 7137 6997 1
word of mouth 572 536 593" 1
Purchase intention 697" 709" 748" 703" 1

**p<.001
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Table 5. Differences in SNS Information Characteristics According to General Characteristic

SNS information characteristics

Sortation Interestingness The reality Usefulness Totel
M SD M SD M SD M SD
Men 3.39 808 3.13 795 3.24 803 3.25 722
Gender  Women 3.57 745 3.27 719 3.52 732 3.45 650
t-value(p) -2.6007(.010) -2.1147(.035) -4.109™(.000) -3.2917(.001)
19-25 3.58° 764 3.30 740 3.54° 722 3.47° 655
26-30 3.60° 795 3.23 763 3.41% 807 3.41° 708
Age 31-35 3.44% 754 3.16 775 331 800 3.30% 687
36-40 3.30° 783 3.10 756 327° 770 3.20° 702
F-value(p) 4.093"(.007) 1.673(.172) 2.986°(.031) 3.301°(.020)
High school and below 3.48 804 3.03 174 3.20° 816 3.24 723
Level of University/graduation 3.48 77 3.25° 743 3.42% 763 3.38 679
education  Graduation from graduate school 3.47 776 3.21° .839 3.52° 187 3.40 732
F-value(p) .003(.997) 3.183°(.042) 3.809°(.023) 1.778(.170)
Student 3.60 746 3.22 790 3.50 785 3.44 699
Office job 3.50 815 3.27 779 3.40 781 3.39 709
profession 3.46 667 3.27 648 3.51 705 3.41 583
Work self-employment 342 926 3.02 816 3.16 707 3.20 704
sales/skill job 3.39 883 3.26 690 3.33 721 3.33 677
housewife 342 695 3.09 757 3.22 807 3.24 702
etc 3.32 783 2.91 767 3.14 865 3.12 736
F-value(p) 922(478) 1.966(.069) 2.062(.056) 1.689(.122)
less than 2 million won 3.22¢ .864 2912 179 3.07° .808 3.07° 731
tzhgr‘l”;i‘l’;‘im gvrorl?ore and less 3.45b 718 343 675 337° 672 332 582
Monthly fh:;ligi‘gl‘ifzgﬁ fvroimre and less 3.56 760 3340 698 3520 679 347 621
Income —
?h:;l‘l;“’n‘:ﬂ”lvizg ‘V)Vror;‘ore and less 3.51° 797 3210 789 3370 915 337 778
Over 5 million won 3.57° 770 331° 806 3.46 799 3.45 719
F-value(p) 2.963%(.019) 4.660(.001) 4.219*(.002) 4.821*(.001)
Total 3.48 781 3.20 760 3.38 780 3.35 693
p<.05, “'p<.01, p<.001 Duncan : a<b
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Table 6. The Effect of SNS Information Characteristics on Purchase Intention

Category B S.E B t p
(constant) 221 102 2.162 .031
Interestingness 219 041 219 5.348™" .000
The reality 287 041 279 6.947"" .000
Usefulness 397 .041 396 9.644™" .000
R?=.647, Adj. R*=.645, F=309.588""", p=.000
*p<.001
Table 7. The Effect of SNS Information Characteristics on Word of Mouth
Category B S.E 5} t p
(constant) 793 142 5.579 .000
Interestingness 263 .057 245 4,601 .000
The reality 157 058 142 2.728" .007
Usefulness 343 057 319 5.990"" .000
R?=.406, Adj. R*=.402, F=115.286""", p=.000
Yp<.01, "p<.001
T AT AXF.
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