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The Effect of Hair Salon Visiting Standards on Customer Satisfaction
and Revisit of Middle-Aged People
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This study sought to find out about customer satisfaction and revisit intention for customers aged 40 to 64, and 380 questionnaires used
in this study were self-written offline questionnaires, and frequency analysis, reliability analysis, factor analysis, and regression analysis
were conducted using the SPSS 22.0 program. As a result, the beauty salon visit criteria for customers aged 40 to 64 had a positive
effect on customer satisfaction and revisit intention, and effective management methods and marketing strategies should be established
based on the research results. In the follow-up study, in-depth research should be conducted to expand age and region and to find out the
visit criteria of middle-aged customers in various beauty service fields.
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Table 1. General Characteristics (N=380,%)
Category Sum
Frequency(N) Percentage(%)

Gender Male 124 32.6
Female 256 67.4

40~49 186 49.0

Age(s) 50~59 154 40.5
60~64 40 10.5

House wife 112 29.5

Self-employed 86 22.6

Job(s) Specialized job 79 20.8
Employee 86 22.6

etc. 17 4.5

Mariral Single 81 21.3
status Married 299 78.7

One million won ~ Two million won 33 8.7

Two million won ~ Three million won 65 17.1

“:::;tr}:g Three million million ~ Four million won 104 274
Four million won ~ Five million won 98 25.8

More than five million won 80 21.0
Sum 380 100.0
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Table 2. Feasibility and Realiability of Criteria for Visiting a Beauty Parlor

Factorl Factor2 Factor3 Factor4
Questions of Criteria for visiting a beauty salon Accessi-  Function- Common-
Reliability bility ality Reciprocity  ality
I choose a beauty parlor that explains to customers in simple words 791 .076 137 165 677
I choose a salon where the cost of the procedure is accurate 761 139 118 238 .669
I choose a beauty parlor that keeps promises with customers 710 281 217 .037 .632
I choose a salon with accurate information provided in the salon .684 185 .196 205 583
I choose a beauty parlor with the correct service .668 212 304 .088 591
I choose a beauty parlor with the correct business hours 611 172 184 325 541
I choose a beauty parlor in a convenient location to visit .195 .858 .063 126 794
I choose a beauty parlor near my house or company 192 .856 -.016 .090 178
I choose a beauty parlor with good convenience and parking facilities .190 702 211 122 .588
I choose a beauty parlor that is easy to find by searching 157 .607 .055 347 517
I choose a beauty parlor with a lot of beauty knowledge and experience 228 .022 .824 159 756
I choose a beauty parlor with good experience and profile 123 .097 792 279 730
I choose a beauty parlor that provides good information about beauty 276 .000 137 270 .692
I choose a beauty salon with good beauty skills 336 285 611 -.128 .585
I choose a beauty parlor where I can get hair treatment without waiting 172 143 .107 .810 117
I choose a beauty parlor that treats customers kindly and sincerely 127 174 .081 7135 .593
; rzh;z:; a salon that can quickly handle the needs of customers even if they 190 094 999 204 504
I choose a beauty parlor with a lot of reviews 392 .200 223 528 523
Eigenvalue 3.624 2.733 2.640 2.563
Description variance (%) 20.131 15.184 14.664 14.240
Accumulated variance (%) 20.131 35.315 49.979 64.219
Reliability factor(Cronbach's o) .866 .816 818 780

¥*=3235.049(df=153, Sig=.000), KMO, 0.891
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Table 3. Validity and Reliability of Customer Satisfaction

Factor 1 Factor 2 Factor 3

Customer satisfaction questions Field o . Commonality
expertise Spatiality ~ Usability

I'm satistied with the hair dresser beauty techniques. .827 259 204 793
I'm satisfied with the hair dresser attitude. 815 299 179 785
I'm satisfied with the hair dresser expertise. .809 238 219 759
I'm satisfied with hair dresser career. 769 161 256 .683
I'm satistied with the hair dresser explanation of the procedure. .674 .349 297 .664
I'm satisfied with the hair dresser ability to deal with situations. .602 336 345 673
I'm satistied with the convenient accessibility of the beauty parlor. 265 .832 138 782
I'm satisfied that the facilities of the beauty parlor are neatly organized. 282 7179 250 748
I'm satisfied with the convenience and parking facilities of the beauty parlor. 197 714 310 .645
I'm satisfied with the interior of the beauty parlor. 265 .697 306 .649
I'm satisfied with the beauty equipment in the salon. 289 .687 299 .646
I'm satisfied with the time to use the beauty parlor. 195 220 .823 764
I'm satisfied with the reservation method of the beauty parlor. 236 256 759 .697
I'm satisfied with the business hours of the beauty parlor. 264 318 725 .696
I'm satisfied with the treatment price of the beauty patlor. 349 274 .642 .609
Eigenvalue 4.038 3.531 3.024

Description variance (%) 26.919 23.540 20.159
Accumulated variance (%) 26.919 50.458 70.618

Reliability factor(Cronbach's o) 918 .885 .850

¥?=3771.219(df=105, Sig=.000), KMO, 0.946
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Table 4. Validity and Reliability of Intention to Revisit

Factor 1 Factor 2
Questions of intention to revisit Word of Intention to Commonality
mouth

intention reuse
I'm willing to recommend the service I received to others. .808 349 775
I'm willing to leave a positive review of the beauty parlor I used. 793 371 770
I'm willing to leave a positive review of the procedure I received. 791 305 719
I'm willing to recommend the beauty parlor I used to others. 789 .380 767
I'll visit the beauty parlor I used with an acquaintance. 741 257 616
I'm willing to leave a positive review of my hair dresser. 738 305 710
I'll visit the beauty parlor even if it is relocated. 265 814 733
I'll use this beauty parlor even if I get another recommendation. 353 784 739
I'm willing to receive additional treatment other than the treatment I received. 316 771 .695
I'm willing to purchase prepaid tickets and flat-rate tickets provided by the beauty parlor that I used. 294 .743 .639
I wanna continue my relationship with the hair dresser of the beauty parlor that I used. 367 707 717
I'll continue to receive service at this beauty parlor. .387 .633 .638
Eigenvalue 4.462 4.056
Description variance (%) 37.180 33.802
Accumulated variance (%) 37.180 70.982
Reliability factor(Cronbach's o) .924 907

¥*=3523.060(df=66, Sig=.000), KMO, 0.937
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Table 5. The Effect of Visiting Beauty Parlor Criteria on Customer Satisfaction
Dependent variable Ind@p@ndent \'fa'ri.able Coefficient SE qf
(C'uston'ier (Criteria for visiting a (B) coefficient B t p
satisfaction) beauty parlor (SE B)
(Constant) .000 .048 .000 1.000
Reliability 247 .048 247 5.139 HEE .000
Field expertise Accessibility .075 .048 .075 1.569 117
Functionality 243 .048 243 5.055 HEE .000
Reciprocity -.088 .048 -.088 -1.840 067
adj R>= 124 F= 14.450 = .000™
(Constant) .000 .049 .000 1.000
Reliability 253 .049 253 5.208 HEE .000
Spatiality Accessibility .186 .049 .186 3.830 HEE .000
Functionality .077 .049 077 1.579 115
Reciprocity .084 .049 .084 1.727 .085
adj R>= 102 F= 11.818 = .000™
(Constant) .000 .051 .000 1.000
Reliability .105 051 .105 2.078 * .038
Usability Accessibility .062 .051 .062 1.215 225
Functionality .088 051 .088 1.741 .083
Reciprocity .106 .051 .106 2.089 * .037
adj R*>= .024 F= 3.297 p= 011
**p<.001,"p<.05
AR o] 912010l TAE 8Q1E v1§H MRS AL 8012 dFahen] 94%9] AFHS ST ol
=0 HZAP=251), AHAY(P=189) =22 Fomg H(Hel 24, A0l R eE 74 ek FobA AL ES 9l
GFL vIXE AOT veor], ¥ay, APy Wk o Fh
Table 6. The Effect of Visiting Beauty Parlor Criteria on Revisiting Intention
Dependent variable Ind.epe.:ndent var i.able Coefficient SE O.f
(Intention to revisit) (Criteria for visiting a (B) coefficient 5} p
beauty parlor) (SE B)
(Constant) .000 .049 ? .000 1.000
Reliability .189 .049 .189 3.884 wEE .000
Word of mouth Accessibility 251 049 251 5.152 Hork 000
mntention
Functionality .096 .049 .096 1.963 .050
Reciprocity -.032 .049 -.032 -.654 514
adj R*= .100 F= 11.477 p= .000™
(Constant) .000 .047 ? .000 1.000
Reliability 299 .047 299 6.353 Hork .000
Intention to reuse Accessibility -.042 .047 -.042 -.889 374
Functionality 284 .047 284 6.044 ok .000
Reciprocity .019 .047 .019 405 .686
adj R*= 163 F= 19.461 p= 000"

**p<.001
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