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ABSTRACT

This study used empirical analysis to examine the mediating effect of satisfaction on relational
benefits and loyalty in the hairdressing service industry. The purpose of this study was to inves-
tigate whether relational benefits such as personalization or customer discounts foster satisfaction in
the hairdressing industry and to examine the moderating effects of the service-use period. The pre-
vious research on the main variables of relational benefits, satisfaction, and loyalty were examined,
and the research model and the hypotheses were established. To verify this, a questionnaire survey
was administered to female consumers who had used the same hairdresser for more than three
months. A total of 308 questionnaires were used. The relational benefits in the hair service was an-
alyzed as dimensions of customization, psychological, social, and economic benefits, and satisfaction
and loyalty were each one dimensional. The proposed research model was an empirical analysis
through structural equation modeling, and it is confirmed that it has a positive effect on all paths
except the path from social benefit to satisfaction. In addition, the significance of the indirect effect
was verified through effect decomposition. As a result, the mediation effect verified that the custom-
ization benefits and psychological benefits cultivated loyalty by mediating satisfaction. Furthermore,
we found that there was a significant difference among the groups that were clustered according to
the period of use in the relational benefits, satisfaction, and loyalty models. In this way, information
on the relational benefits, satisfaction, and loyalty enhancement in hairdressing services can be pre-
pared and applied to marketing strategies by considering these findings.
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AE FAE 2L dnlety 340z ¥ HZE wgAbeke] A71A S aAE Fote] A
dlA BANEE Mgk 7HsarH(Berry, 1995). HE Y AR AR Freaa I
A ZIdelv fdA7E AHAste] #AE AAA e oy 7R AF T3 2L
AN GALAE N ASEHE BA sAAEE, 2 AZE "ok 2 wgAE
ofg] AmA7E AA = e S L3t (Gwinner, el AE=ol gltk(Jung, 2012). 7B A 38
Gremler, & Bitner, 1998). 7192 &nH|Abebe] & 2 A7 A 2 g A eke] BAE FAS AL A
AFAE Fstel 7o) F7h 2nA {AH S A717] §18 7184 7] (Peterson, 1995) 3¢}
A 38 TR T ERE S 5 M AE[2 AL AH A FARRE S VIP 7S o
Hth(Zeithmal & Bitner, 1996). ot s HFAY FEFIME & AT
Gwinner et al.(1998) ] AFollA& AH|AHEC] 871 %= jhet
719 52 dAete] #AE fAGE 99S B IAsEY & 24 grEE FEe 140 &
dele] #Ael M distder aukEe] Azst T stebst ] SEAMuA 5o e et
T A S AgAdY, deAe, FA A 3otk A71E BAE Fake MM ZAFAE
8, xAgEE e vl 7R /AT Lee, 2HAe] 715 s 54 52 & A H3 H v
Choi, & Moon(2002) A1 AASEE A3 45 MUl2E AHHLR AlFse Aol Thesit
8, AgAse, 1Ase g, AAHe e 4714 (Berry, 2002). #lojrnze] 74 AwatEwitt
FHoE R WA FAE MAE 9F A} £ 5o A 5o HEL, AT 2~
< A Bl of & s 2edo] Aolsrh w101 )
AFE A 2 AR AE MEl A AF A e 7] Qe BE AH|27F HBR yASE Y] FoA4
AEF 7140 Ad#AS FAFAA A7 o] mj$ =t
AR, AL F9] YR oF 7k EFH ¢ 99 AFHEE wgoR & AFAAE doA
A, LA A T WS EFTTE 59 o] H[ 2 AvAEo] W&ok ulgAatek 714 #
MBI A & 2Rl MBI 2R T A7 A o AE Fotel A sk AAFE S LAsE Y
st AAH HEFo 7 YA 7] wEe] ThE A AeldeE, AL e Y, A E oz -4 ke
2B} 1Al WH7F Astrh(Lee, 2017). olF AFHoR RAstaA gk
Al A g *@9} Heg, 2% SOl 2%
wof glon o= Beobzhe] A, o E WAy 2. BHE
A Ak AHATE *1 Bl 2 g Apeke] 4714 AA
& goe MBI A 2 9 APel 2o DR
=g AL o uahH (Berry, 1995), 2B A7} ¢1%] ZvAbE AulA HAdd g Frke AR 71d)
= 9de] Al MulzAEAd tE At ob Al Foizl Aspe] HAE Fopo UE Ee
At} FojAu A At AR sl Aw EES @Xéiir%(Ohver 1980). &¥A7E 71t &
2ol Anjate] Rk XA fAe g &) wE FEd A" It Zow dAsk= Aol 7]
o A& T Az ter 3Eo] oJAtHChung. R 01’%01‘5 et ZdjeEel] wmAA R
2006). £AHAY ZEU7F Fure B9 A st EWEste Zlolth Spreng, MacKenzie, &
o]de AEE Eolrt= AL S| wie] AH| Olshavsky (1996) = W&ol AlFoluh Mul= g
2pe] Alg A Boto] AA 4 9tk FoJMH A A of diet FMA ez A= FAHA ey
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{Fig. 1> Research model
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20.797). 821 2& w&Aol wgALete] AAE AEAS HAAIS 47 @Y Aoz EAHUS
Fotel HelAQ RS AT BASH AAF v olF WHEehy gusach A4 E4 A
s WEERZ 7AEY Sl Aedager i g 76.999% AV AR 3.080010 e AFE
WSUTH A 7k:2868, AAMA10120). 89 3 AFE 08972 hehgeh mhAToR 34 e
< vgA mEd ALE A ke 2 T84 AR AzxdE= KMO#el 0.756, Bartlettol
gk AAE AL dvhe THEE FAE A A GA FYFF 0.05ET JA YEeRG
ooz g gHdd el YHAATHTE  LARAe AL s of mEA v
2727, AAWMEF:18181). &9 45 o] mEA ] S4E A FESIE o2 AN A SAY A
U WAL oG SH vl ThER WIS TE 2 @ gFo] YA B 4] B Yol 2
59 AAA o]fe AFAFTHE BFER T ARNS AAse] ©d AU A0 2HH
gsel glo) ol AARA ol YAt o ¥ WES MPOR o FHE L
(ALArgh:2.121, AAMZ:14.140). 58 V) 2L wyetdt A AgEe 70193%, IHAE
o ha AHEL 72237%E UElgow AlFE 280801 oM Al L= 08530 A4S ®HE UE
Ag= 0907, 0.840, 0.831, 0.7552 E& ZHoA U o} (Table 1>3 7t
0.7 o422 vett WA LAgo] dH AT
Tk T 219 3 AAES fstd AAl 2. Eold Q0ol84M
3 KMO 74 ZA37} 0.838, Bartlette] 73 A3
Q3 =7 = oA A
= "?rgl‘}r\‘% 005?—‘:]‘ Z1]"\(_2_‘ Zig_i b]—ﬂ-q— Qor = ﬁ:lLoﬂkl A]’oﬂ' =7 @Tag] E]‘c::)‘o 4
=0 oF = o ey 5
Ho) AT P& v ekl et} Ay o= Tt AMOS 210 22 AREsfe] &
OlA QolEAML AlA] F A S 3 78 Qo
Hom nEsheAs BE 4) Bl dae) @ 00 SUEHE A4 A e as sl
TZE FAsATE A EE T AsE Y, 42
{Table 1) Result of exploratory factor analysis
Factor Question Factor | Eigen | Variance | Cronbach's
Loading| Value | (%) a
This beauty salon or hairdresser knows well what
0.871
style I want.
~|This beauty salon or hairdresser understands my -
Customi- . . 0.815
; style without talking.
zation - - - 3.120 | 20.797 0.907
benefits This hairdresser k'rlows the style that suits me 0.784
and recommends it.
) This beauty salon or hairdresser knows the style 0.776
Relational that suits me ’
benefits .
It makes me comfortable when I do my hair in 0.858
this salon or with this hairdresser. ’
Psycho- |It makes me feel good to visit this beauty salon 0.853
logical |or hairdresser. T 2868 | 19.120 0.840
benefits |This beauty salon or hairdresser is reliable and
0.730
trustworthy.
It is fun to visit this beauty salon or hairdresser. 0.677
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AVEZ2
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=
= =
70 oS Holx 9lo} 7+ HAMNEE

I am close with my hairdresser and staffs of this 0.837
salon. ’
. The hairdresser and staffs of this salon knows my
Social  |. . . . 0.809 )
i information and interested in me. 2.727 | 18.181 0.831
benefits
The hairdresser and staffs of this salon knows my 0.705
name. ’
It is available to contact the hairdresser individually.| 0.694
This beauty salon or hairdresser offers benefit 0.796
such as coupon or events. ’
Econorplc This bgauty salon or hairdresser offers various 0751 | 2121 | 14.140 0.755
benefits |conveniences.
This beauty salon or hairdresser offers me prompt
. . ", 0.748
service without waiting.
Total Variance : 72.237
It seems good to decide to visit this beauty salon or hairdresser.| 0.910
This beauty salon or hairdresser satisfies me. 0.882
. . |It is generally satisfied with visiting this beauty salon or 3.080 | 76.999 0.897
Satisfaction|, . 0.869
hairdresser.
It is more satisfied than other beauty salon or hairdresser. 0.848
Total Variance : 76.999
I will speak to others positively about this beauty salon or
. 0.865
hairdresser.
I will visit again this beauty salon or hairdresser. 0.849 | 2.808 | 70.193 0.853
Loyalty There are a lot of hair salons but I usually visit this place. 0.819
I will recommend to others this beauty salon or hairdresser. 0.817
Total Variance : 70.193
A e, AS| A e, AA Y or FAHEAL °of BF HTHTAHE Ze AL A
HEre FAEE 59E 8AFXRE VT & (Table 2).
AR HALE CFI=0946, RMSEA=0.061 ,
RMR =0.036, x 2=464435(df=215) 2 YJEI} 7)F 2) SEElGA A
KR =z = - - -
= SEAA. 74 age) WP A5 deq @
AR AVEZRSH £ W5 2 3uAse AF
D Azeed A2 S MESAT BE WE 2 4RASY AR
Wol AVERET 2o 7oz ueh gams
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(Table 2> Result of Confirmatory factor analysis

Factor Standardized Construct
Factor tem | ) ding | SF G p factor loading | V= | Reliability
1-1 1.000 - - - 844
Customization 1-2 0.886 0.052 17.157 .000 816
. 806 943
benefits 1-3 0.833 0050 | 16828 | .000 806
1-4 0.926 0.049 | 19002 | .000 872
1-5 1.000 - - - 832
Psychological 1-6 0.947 0058 | 16275 | .000 817
A 790 937
benefits 1-7 1.044 0.067 | 15637 | .000 793
1-8 1.001 0.085 | 11759 636
1-9 1.000 - - - 836
i 1-10 1.001 0061 | 16394 | .000 852
Social 2 518 809
benefits 1-11 1.015 0079 | 12799 | .000 690
1-12 0.916 0079 | 11.660 640
‘ 1-13 1.000 - - - 627
Economic 1-14 1.150 0109 | 10582 | .000 910 543 775
benefits
1-15 0.854 0091 | 939 | .000 645
2-1 1.000 - - - 873
2-2 0.936 0.048 | 19375 | .000 840
Satisfaction .869 964
2-3 0.887 0.048 | 18651 | .000 822
92-4 1.044 0058 | 17.950 804
3-1 1.000 - - - 844
3-2 0.862 0055 | 15590 | .000 769
Loyalty 811 945
3-3 0.751 0052 | 14542 | 000 732
3-4 1.054 0069 | 15225 | .000 756

{Table 3> Average variance extracted and squared correlation coefficient of variables

Factor Customization | Psychological Social Economic Satisfaction Lovalt
benefits benefits benefits benefits vary
Customization a
benefits 806
Psychological b
424 7907
benefits
Social Y b c10a
benefits .360 181 518
Economic 285 179° 3760 543°
benefits
Satisfaction 537° 687° 167° 235° .869?
Loyalty 491° 637" 203" 217° 839° 811°

2= Average variance extracted of variables(AVE)
b=Squared correlation coefficient of variables
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52y A5 A A A HEEe o2 Qe Z7 9= AoE vehgdth Ao A
T AEE AN BE ARAM fel AAS o sanuze) F45 dddoz el Yo
derhsith 2ASEE — B AR AFE (Lee et al, 2002). oA 2E AAES oz
0326, AelAsle — T JR2o] A= 0620, 1 A% To= B2y} olf@en Luz AL
ARG — e A2 Ages 0129902 = A0y EAS sMATE HoA 93A
B A FALE olEE ARATE 0925F Zto] Wj& =& AuH] 20| B Z (Chung, 2006) A1
Bt o] AxE I92E ved o (Fig 2 M F Q3 uleS HotsA dFE A
25k 2ot 9 alg Agol HE 274 Mok & Aotk wH
A A oA gt ol2= AArt Fost MU AZARZ 7L Anze] EAou HNE Ak
A B Ao E YERET o] Lee et al.(2002) o A A4y gt ALdE AH|A WHEOZ o
7 Lee et al(2015)¢] A-elA ApsAs= o] g oA BE Auzte] thste] & melaly 9y wE
Fol 9FE FA AT A dASE ARl guiag Agde A4S M £ AES A4

o wlgAnt 4957 AT A% R HoiA

\ef 0893
(2o iz Jeasn >
Customlzatlon A\
/\eB\ E benefits
) 0.806 s
(e4) 0.326%**

L"/

<e16) (e17) ve18) @1

21 23 2-4
N\ 0866 T ! \y:«ezﬁ

0.832

\E5, eS
)"M Psychologlcal
0.794 benefits /
(o7 22— »

L

= 0.636 — 0.925+%* /’ %ﬂﬂ:ﬂem)
- ,___—»(
&eg .t Satisfaction ) \ Loyalty o1y —o— 4—(e22)
. N
(e9 )—b 0837 e S ////@ \ @/\O\’I:« eg

(e10>—> 0«82 Social

benefits
<e1¥>\Lh:f/\

(@‘H 1-12

X% = 468.546(df=219)

- - CFI=0.946
(e‘]3 1-13 625~ ~ 0.
0916 [ Economic RMR-O._037
RMSEA=0.061

(eM ' \ benefits

(15 115 S~

*kkip 0,001, **:p<0.01, *:p<0.05

{Fig. 2> Result of structural equation modeling
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StAl wEsloF ek AAHE Al el F 29 Ay -ntE->FA e 7 AR 7
349 &g F3 Yk LABAASE Y HED} 498 Ao EHHUG o8 Fato]
sfof olgAel wE AAH SojsES AT A} dolAuAE WS w Au2A R
2 oMMER Bael FEO DAL A5 el 2098 2 Al dell 2300
ot Anzte] kSRS FAIZ S Aol T 7AF, o] mEAey o] wgAtoA g
ot &HAE BES Al HW o)zl AR £ ot whgol Wty A7 7he Afol WS
ojollth= A A Eletiity. 9 Aol uwht ol Wi/jHW FAEAZA olEthe Ag Felst
M 1L 12 149 M 2% AEEGT A Ak e elgah) 4955 A8 ke A
1-32 71789t olol AL}, @Qlel it A7 S AAH e
ol Au| 2o RSt etE SRS A
2) W &3 AF A% BE ZAoE yeut 9 2345 22 YeEiH
sloirulzs FAG Y FAE Aolen wx R ZEKTable 4,
ol MAEIHE HetleA B8ty flstd] 23
ralg AAsg o A%g B was 4 HEHEE
TS AURA B GHEAS AU FE ) e me g9 25 2 S9594 93
2EHY /WS oo 2HERe FAY R
e BAHAT o] & 717k mE £HEH F o] &7l wet
7 Wole] AWEIE Lo Agfol olFd HAG Y a2 24T T A zo|7t e
AzAGS EQalT pAsAE gege, o7 ST Sskel 180 HaE Su
AAAAGL 22} 035, 0620, 01209 AREsp S0 SHHL WALD JlEe® 24 el 4
2 oy gom wES 2T 09259 A Hn=153)3 29 2 FH(n=155)22 et
a3hE gelz e ARESE pAstd, g - O8I e RS MaEe geda
Afad, AS e, gAAsE) nEg gy ) e HEHEH AT G w9
ste] ZATO] o2 ARAA 727 0301 0547, = % RASGE, ARAAE, AsEE
-0.055, 0.119% YElEth o8 FEXEHTF 7 EREIICES A 2 AT Aol v
o Aza Ag vASHU tE 2are 4 T 8717 A4S TAsAE, e,
(Table 4> Direct effect, indirect effect and total effect analysis
Independent variables| Customization | Psychological Social Economic Satisfaction
Dependent variables benefits benefits benefits benefits
Direct effect 0.326%** 0.620%** -0.095 0.129*
Satisfaction | Indirect effect - - - - -
Total effect 0.326 0.620 -0.095 0.129
Direct effect - - - - 0.925
Loyalty Indirect effect 0.301** 0.574* -0.088 0.119
Total effect 0.301 0.574 -0.088 0.119 0.925

R p< 001, **p< .01, *p<.05
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(Table 5> Mean Difference of Variables according to the period of service use

Group Shgrt term Lor'lg term
Factors relation group relation group t-test
[n=153] [n=155]
Customization benefits 3.649 4.010 -4.921%%*
Psychological benefits 3.833 4.024 -3.403%**
Social benefits 2.878 3.219 -3.419%**
Economic benefits 3.248 3.320 -0.788
Satisfaction 3.889 4.023 -2.303*
Loyalty 3.884 4137 -4.606%**
% p<0.001, **p<0.01, *p<0.05
AAANG ] Ay AAeE BIESE FHEE RS o §IIel 7 AW FES FROE U
o =rhe 2AE ERlskdtiTable 5). o] ¥4 A "yAstEE N Al Ae
SR4594s AT skl HAGREF I —>Ee] F ) ARAA T AE 7 FolF A
2ARSF AGue] AlAFHE /A BA  ob Ak ACE veEn wAsEHgons
HOR fostAl FeAE Stk HAGR BEE AWEY o] &7kl 71 M E 1A
93 Atwde) FolAERT AfE AREA  sldo] BEe] folF AFL T A0 vy
Fo) Aolg AWE A WAGEFY AYEE W ww o8] FE PUL foaA g

X?=765.770, df=438, CFI=0.929, RMR=0.042,
RMSEA=0.049% WEtsty, 231585 AR
o AYPEE x*=784.339, df=455, CFI=0.929,
RMR=0.043, RMSEA=0.049% & Z}o]& Ho]A

871700 L A3t 7
ugow ol gs|7te] e Yl
Zkel 71 Fgke] Mlste] o 2 polzt vehgth

skt WAFR RS Qolveta AekRFel s o g71%te] 7] AHAEE Ao 2EAS T
AAEG FHA 5% FEAA AR XS AL B selain, Qe dolnude vl
Ao Z Yeged ol F Jdo| SA=TE 7 2A & T Aol 83 olZle] BHEe o
A Qe ALZ FHFIA] FRIAAISS g WX wiE o] 277k e AH|AES] T
9131t Tabel 6). Fole dJTFE PXA e Aotk o]87]7ko]
He 2SS plgAoly ngAE olgRS
D B3R TR R o ehgol Webstn Az ke e HH
Foju| A e FAHHG TE 9 FAE oA 25 ®HEo] o]&7|zko] 71 AH|AE
{Table 6> Comparison of model fit for measurement equivalence
model X2 df CFI RMR RMSEA Ax? sig.
modell 765770 | 438 | 0929 | 0042 0,049
Unconstrained .
(17) =18.569 st
model2 AX2 =18.5
A Constrained 784.339 495 0.929 0.043 0.049 (model 2-model 1)
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