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_37_



432 DARE] QARA B A=z 24

IAGEE] AA] BAF Aygle 54680%2 Aysty Qth gln

KMO ®F A+ 8842 Uehtom, Bardett w84 AZZETL «
’=1352.825, p<.001& uEt QoliAle] AHFet zlo=m ueych EF
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AR 471 493
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A7 43 3.15b 578
7|eh 17 2.80a 808
SHy 90 373¢ 615
244 41 3.48bc  .607
AE| A 35 341b 640
TG AFEA 117 345bc 614 3696 001
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ABSTRACT

The Effects of Customer Participation Behavior on Customer
Satisfaction and Behavioral Intentions in Hair Shop

Kong Gyeong Og
Major in Hair Design
Dept. of Beauty Art & Design

Graduate School of Arts

Hansung University

In the beauty service industry, interest in customer participation has
been increasing as a key strategy for improving service quality and
achieving sustainable business performance. While earlier studies mainly
adopted a service provider—oriented perspective, recent research has
shifted toward a consumer—centered approach, empirically examining how
customers’ active involvement in the service production and consumption
process influences their satisfaction and subsequent behavioral responses.

In hair services, reflecting customers’ prior preferences and facilitating
two—way interaction throughout the service process are essential
components that enhance the quality of the service experience and
contribute to the long—term competitiveness of hair salons. This study

empirically analyzes the structural relationships among customer
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participation behavior, customer satisfaction, and behavioral intentions
among individuals with prior experience using hair salon services. A
nationwide survey of adult consumers was administered, and data were
analyzed using SPSS through factor analysis, reliability testing, correlation
analysis, multiple regression, and path analysis. Behavioral intentions were
measured across three dimensions—intention to revisit, intention to
recommend, and loyalty—to provide a multidimensional interpretation of
customers’ post—service responses.

The findings show that higher levels of customer participation
significantly increase emotional satisfaction with the service. Satisfaction
tended to rise when customers more actively engaged in the service
production process such as by providing information or exchanging
opinions. Active participation also had a positive effect on customers’
evaluations of service quality. In addition, customer participation directly
influenced behavioral intentions even in the absence of a mediating effect
of satisfaction. At the same time, satisfaction was identified as an
important mediating variable in shaping behavioral intentions. Based on
these results, practical strategies for enhancing customer participation in
hair salon environments are suggested, including strengthening personalized
consultations, establishing more robust interactive communication systems,
and utilizing digital platforms to collect and reflect customer feedback.

Collecting and analyzing customer responses, as well as effectively
managing participation behaviors, can meaningfully contribute to
reinforcing long—term customer relationships and increasing loyalty. This
study holds academic significance by extending existing theories of service
quality and customer experience to the domain of hair services through
an examination of the interactions among customer participation behavior,
customer satisfaction, and behavioral intentions. Such structural analyses

may be applied across various service industries in response to evolving
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service environments and marketing strategies, providing a valuable
strategic ~ foundation  for  customer—centered value creation and

organizational sustainability.

[Key words] Customer participation behavior, Customer satisfaction,
Behavioral intention, Revisit intention, Recommendation

intention, Loyalty
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