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The Impact of Hair Salon Brand Image on Self-Image
Congruence and Brand Loyalty

Eun-Soo Jang', Geon-A Jeong' and Eun-Jun Park>*

"Master Course, Department of Beauty and Arts, Graduate School of Beauty and Arts, SeoKyeong University
ZProfessor, Department Hair Desingn, SeoKyeong University

This study aimed to investigate the influence of the congruence between brand image and self-image on brand loyalty within the context
of hair salons. A total of 620 online surveys were distributed to hair salon customers in Seoul, Gyeonggi, and Jeju regions using Naver
Form, with all 620 surveys successfully collected. The research findings revealed the following key results. Firstly, among the sub-factors
of self-image congruence, both ideal self-image and actual self-image were found to significantly impact the brand image, with symbolic
image, experiential image, and functional image being the order of significance. Additionally, the sub-factor of social self-image was
found to significantly influence the brand image, following the order of symbolic image and experiential image. Secondly, among the
sub-factors of brand loyalty, attitudinal loyalty demonstrated a significant influence in the following order: functional image, experiential
image, and symbolic image of the brand image. On the other hand, behavioral loyalty showed a significant impact in the order of
functional image and symbolic image of the brand image. Thirdly, both attitudinal and behavioral loyalty, as sub-factors of brand loyalty,
were found to be significantly influence the sub-factors of self-image congruence, with the order of importance being ideal self-image,
social self-image, and actual self-image. This study emphasizes the importance for hair salon brands to focus on enhancing their brand
image and strive to align consumer self-image with the brand image. By recognizing and adapting to this congruence, hair salons can
effectively increase brand loyalty.
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Table 1. Distribution of Demographic Characteristics (N=620,%)
Sum
Classification
N %
Male 195 31.5
Gender
Female 425 68.5
10s 20 32
20s 308 49.7
Age 30s 121 19.5
40s 101 16.3
Over 50s 70 11.3
Professional worker 133 21.5
Office worker 142 229
self-employment 68 11.0
Job
homemaker 39 6.3
Student 202 325
Etc. 36 5.8
More than once a week 21 34
More than once a month 235 379
Visiting a
hair shop Every 2-5 months 262 422
Once every 6 months to a year 96 15.5
Etc. 6 1.0
less than 100,000 won 357 57.6
;88,8(())8 won or more but less than 1 356
Average > won
monthly 200,000 won or more but less than 23 45
treatment 300,000 won ’
costs 300,000 won or more but less than 3 13
400,000 won ’
400,000 won or more 6 1.0
Total 620  100.0
1.0% =22 YERsit).

ZAM e dnbA 548 dolr] fld s HoR Bl
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7P =4 Uel L, 94 23.2%, HHAE 21.6%, REEEY
53%, T ZY 2.6%, =2k] 3.8% =0 & YElst) o] &3
B 330] & o] &) B9 429 §oj4(H Y 51 o)
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Table 2. Distribution of Demographic Characteristics 2 (Multiple

responses) (N=620,%)
Sum
Classification Cases
N (%)  Percentage
(%)
Permanent 234 21.6 37.7
Coloring 252 23.2 40.6
Main ¢ 473 435 76.3
Service
Areas Dy 41 3.8 6.6
Hair clinic 57 53 9.2
scalp clinic 28 2.6 4.5
Total 1085 100.0 175.0
Large Salon (More
than 20 employees) 152 120 245
Medium Salon (10 or
Hair salon  more employees) 401 31.7 64.7
that I've
used rsn‘gfélesrjl‘;z (e'Se:)r 406 32.1 65.5
before — ploy
Individual Salon 300 237 484
(1 person)
Etc. 6 0.5 1.0
Total 1265 100.0 204.0
1) 3 o|0|X|ef EtetM & M EE
BE ojmx] #3e] Bl AES 8l 81eA A,
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0.816% YEFO ™, {742
YRt 7 A Pnﬂ—e— 73%‘
0.642~0.854% JEFFS
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Table 3. Validity and Reliability of Brand Image

Fatorl Fator2 Fator3
Brand image Functional Experiential Symbolic Commonality
image image, image
The hair salon is convenient to use .816 273 152 763
Finding information about the salon is easy. 761 325 .145 706
The salon provides excellent customer service. 723 357 316 750
I am satisfied with my salon experience. .675 .380 312 .698
The salon offers high-quality products.. .636 222 399 703
Visiting the salon is practical. .603 206 378 .635
The price of salon services is satisfactory. 591 .091 400 .608
The beauty salon has excellent interior design. 217 .854 215 .822
The beauty salon has good facilities 367 735 254 .740
The salon has effective advertising and promotion. 204 715 330 .662
The hair salon is stylish and luxurious. 309 701 329 770
The beauty salon is excellent in aesthetics. 335 .697 309 766
The salon provides a pleasant environment. 375 .642 .188 777
The salon has a distinct image compared to other salons. 211 350 776 769
The salon is competitive. 281 398 731 172
Using the salon enhances my personal style. 310 306 718 71
Visiting the salon brings a change to my daily life. 311 .340 518 .631
Eigenvalue 4.491 4.363 3.495
Dispersion(%) 26.417 25.665 20.560
Cumulative Variance(%) 26.417 52.082 72.642
Cronbach's a 913 926 .887

A HA @9e A}8]F zlololmx]” @9l QAHALE
0.677~0.7972 UElo™, TR 6.896, HAHdHY] &S

£

28.7%= JEFSTE 7 WAl 8212 o)A Aololu|A] 8Q
LAAANZGHE 0.684~0.786F FEFFOH | T-H7HS 6.852, B4k
ArgH] &L 28.5%% UERGTE Al WA 2218 AA| 4 AJolo
njA]” @91 QAF LS 0.612~0.7582 eSO M 75
5297, BAPETEH] &2 22.0%% YERTH

At =&2F Al 79l 2-le] WA #4ke] 79.3%°]
AE Aoz Yelth A= AF A3, Al 29
4791 Cronbach's a7} 0.957~0.970% YR}, Al
= o= et

N

)

)
rlo

2
I
M
2
N
N
4

E SYEo Efetd Y MEE
HiE A5 3] 538 A5S 98 a91iEA gk A,
Table 59} ZFo] 7 71 9] 82lo] =& =T}, Bartlett®] T3] &
A A7} 4=5595.963(df=36, Sig=.000), KMOZ} 0.949% }E}
won, 3542 0.747 ©) 402 et

A HA 2018 Blrd FAE 291, QAAHAZE 0.724~

YUelsdth F A 2 Y5y SAE 29, - Az
0.775~0.8392 YElGom 7-H7ke 3,088, EAMIHR] &S

34.3%=2 YERsiT]

AZE AZ A7, F 29 BT A% A4<¢] Cronbach's o
=

el 2#AelE EA47F 9l Aoz U

Balsoln)x|, Ajojoln)x] A4, BAEEAE 7o)
DS BAlsle] AESATL, 7F 2AW AW E AT, Table 6
3 2}

H
ARA 7} Y RAoE Yep}a, HAEZA T HE3 24
Z(r=753)9F 71 =2 FRA7E de Ao E YET 4



(&S0l S0I0IXIZE XIOHOIOIKT 2 Xl HHE S48l OIXl= gt 977

Table 4. Validity and Reliability of Self-image Congruence

Fatorl Fator2 Fator3

Congruence of self-image Social Ideal Actual Commonality
self-image self-image self-image

Using a hair salon will be seen as a leading image. 797 279 310 .809
Using a hair salon is in line with the social position.. 795 317 193 770
Using a hair salon is high-end. 783 321 291 .801
Using a hair salon meets social expectations .766 328 316 795
Using a hair salon is consistent with the social image. 765 381 261 798
Using the above beauty salon fills me with pride. 725 327 327 739
Using the above beauty salon enhances my professional and intellectual appearance. 723 .349 .389 795
Using the above beauty salon is modern. 677 327 344 .685
The brand of the above beauty salon aligns with my ideal image. 342 786 365 .867
The brand of the above beauty salon matches my ideal image. .389 71 311 .842
I believe that the image of the beauty salon contributes to shaping the image I aspire to 356 746 358 811
The beauty salon brand represents my ideal image well. 367 743 402 .849
The image of the beauty salon aligns with the image I want others to perceive.. 392 742 352 .828
The beauty salon brand fulfills my ideal image 320 740 324 .829
The beauty salon brand reflects my ideal image effectively. 364 732 394 .824
The image of people who use the beauty salon brand is similar to my ideal image.. 336 .684 333 769
The preferences of customers who use the beauty salon brand are similar to my own. 256 311 758 738
The beauty salon brand aligns with my current image. 368 385 .678 831
The image of people who use the beauty salon brand is similar to my current image. 362 401 677 750
The beauty salon brand complements my lifestyle well. 376 311 .634 797
The beauty salon brand effectively expresses my current image. 373 320 .631 .807
The overall atmosphere of the beauty salon aligns well with my personal style. 305 328 .624 736
Using the beauty salon is an action that accurately represents my image. 303 385 .620 786
The beauty salon brand accurately reflects my current image. 344 343 612 788
Eigenvalue 6.896 6.852 5.297
Dispersion(%) 28.735 28.549 22.072
Cumulative Variance(%) 28.735 57.284 79.356
Cronbach's a 957 970 957
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Table 5. Validity and Reliability of Brand Loyalty

Fator1 Fator2
Brand loyaty Questionnaire Attitudinal Behavioral Commonality
loyalty loyalty
The salon brand sparked curiosity and interest. .848 357 .847
I have a positive feeling towards the salon brand. .801 350 .844
I was able to experience a change of mood at the salon brand. 197 397 794
The beauty salon brand provided value beyond expectations. 778 355 813
The facilities and services of the salon brand were excellent. 763 336 772
The beauty salon brand is efficient. 124 372 747
I will continue to use the beauty salon brand. 406 .839 .868
I prefer the beauty salon brand over other competing salon brands. .307 .823 .840
I would actively recommend the salon brand to others. 384 775 .835
Eigenvalue 4.273 3.088
Dispersion(%) 47.476 34310
Cumulative Variance(%) 47.476 81.786
Cronbach's a 950 910
Table 6. Validate Correlation of Each Variable
Brand Image Self-Image Congruence Brand Loyalty
Division Functional Experiential Symbolic Social Ideal Actual Attitudinal Behavioral
Image Image Image Self-Image  Self-Image  Self-Image Loyalty Loyalty
Functional Image 1
irl ZI; Experiential Image .000 1
Symbolic Image .000 .000 1
Social Self-Image  .621°" 703" 42" 1
Sg;;ﬁﬁi Ideal Self-Image 715 778" 798" 000 1
Actual Self-Image 683" 735" 758" .000 .000 1
Brand  Attitudinal Loyalty — .753™" 733" 726" 725" 753" 727 1
Loyalty  Behavioral Loyalty — .721""" 632" 6977 665" 698" 691 .000 1
"p<.001
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Table 7. The Effect of Brand Image on Self-Image Consistency

Dependent variable Independent
(Self Image variable B SE B B t P
Consistency) (Brand image)
(constant) 427 .138 3.091 ok .002
Social Functional image .024 .054 .019 441 .659
self-image Empirical image 324 049 300 6.553 ok .000
Symbolic image .507 .049 490 10.369 HAK .000
Adjusted R?>= .584 F= 290.767 p= .000™"
(constant) .081 116 700 484
Ideal Functional image 158 .045 130 3.497 *x .001
self-image Experiential image 364 042 341 8.742 ok .000
Symbolic image 438 .041 428 10.641 HxE .000
Adjusted R>= .698 F= 478.021 p= .000™"
(constant) 398 124 3.219 ** .001
Actual Functional image .160 .048 137 3.327 ok .001
Self-image Experiential image 315 044 308 7.116 ok .000
Symbolic image 401 .044 409 9.149 HoHE .000
Adjusted R*>= .628 F= 349.187 p= .000™"

p<.001, “p<.01

= 2l £ AAA AotolmA & FolA AL S-S ofulgitt. o]= A
RN 73‘3&@0]“1%1, 8= Lee et al.(2019)2] ==ol4] Bl = o|n|x]7} z}o}o]
o
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Table 8. The Effect of Brand Image on Brand Loyalty

Ubnd Loy (and gy B SEB b t P
(Constant) 379 119 3.188 ** .002
Attitude Functional image 439 .046 382 9.482 ook .000
loyalty Experiential image 280 043 278 6.566 Kk .000
Symbolic image 203 .042 211 4.821 Hokok .000
Adjusted R*>= .643 F= 372.843 p= .000™"
(Constant) 432 138 3.133 ok .002
Behavioral Functional image 529 .054 436 9.833 Hk .000
loyalty Experiential image 051 049 049 1.041 298
Symbolic image 327 .049 323 6.701 ook .000
Adjusted R?>= .568 F= 272.018 p= .000™"

p<.001, “p<.01
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Table 9. The Effect of Self-Image Congruence on Brand Loyalty

Dependent variable Independent Variable

( Brand Loyalty) é?)zl;{;:r?f:) B SEB B t p

(Constant) 4.128 .020 202.025 ok .000
Attitudinal Social Self-Image 396 .020 484 19.366 HoHE .000
Loyalty Ideal Self-Image 419 .020 Sl 20.469 HoHE .000
Actual Self-Image 283 .020 346 13.843 ok .000

Adjusted R?= 614 F= 328.543 = .000"
(Constant) 4.144 .024 173.735 HEE .000
Behavioral Social Self-Image 365 .024 423 15.295 Hokk .000
Loyalty Ideal Self-Image .393 .024 455 16.457 ok .000
Actual Self-Image 325 .024 377 13.609 ok .000

Adjusted R>= .526 F= 229.987 p= .000"*

'p<.001
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