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ABSTRACT

Scalp Hair Clinic, Perceived Quality of The Product Brand

Image, Customer Satisfaction, Impact on Re—purchase Intention

Kwon, Eun-Kyung

Major in Hair Design

Dept. of Beauty Art & Design
Graduate School of Arts

Hansung University

While the desire for health and beauty increased even more as life became
enriching, hair damage due to permanent waves and hair dyeing naturally started
to raise the customers’ interest in scalp and hair clinics.

The purpose of this study is to confirm how much the perceived quality of
scalp and hair clinic products affect the brand image and customer satisfaction,
and to examine the correlation between customer satisfaction and repurchase
intention in order to clarify that not only the simple impacts of the product itself
but also improvements in brand image could become strategies for creating
repurchase Intention by raising customer satisfaction. This way, the products
could be more competitive in the scalp and hair related industry in which
competition 1s getting more intense, and new needs of various consumers can be
satisfied.

620 people who currently use scalp and hair clinic products in the Seoul and
Gyeonggi—-do region were chosen as subjects for this study. Collected data was

processed with the SPSS 16.0 program and frequency analysis, factor analysis,
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reliability analysis, multiple regression analysis, and simple regression analysis
were implemented.

The following are summarized results of this study.

First, as a result of testing hypothesis 1, the perceived quality of scalp and hair

clinic products appeared to have a significant impact on the brand image.
A perceived quality indicates that the consumer is aware of the excellence of the
overall quality of a certain product or service in regard to its use, compared to
other alternative products or services. It gives influence directly to the brand
assets, or indirectly to the brand image through perceived values or the
consumers’ attitude toward the brand.

Second, as for test results on hypothesis 2, the perceived quality of scalp and
hair clinic products had a significant effect on customer satisfaction.

A good perceived quality on scalp and hair clinic products led to positive results
such as repurchase intention or favorable responses being orally spread.

Third, the test on hypothesis 3 indicated that the perceived quality of scalp and
hair clinic products showed a significant impact on the repurchase intention.
When a good perceived quality was formed on scalp and hair clinic products, it
led to positive results like repurchase intention or the oral transmission of
favorable responses.

Fourth, as for test results on hypothesis 4, the customer satisfaction on scalp
and hair clinic products appeared to have significant effects on the repurchase
intention.

Many studies are revealing a significant causal relationship formed between
customer satisfaction and repurchase intention. Positive or negative evaluations
efficiently affect the decision making of customers.

Finally, the test on hypothesis 5 indicated that the brand image of scalp and
hair clinic products gave a significant impact on repurchase intention.

Consumers use extrinsic information clues such as brand names to understand

the product quality, and then make a subjective evaluation on values and the
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purchase intention is formed. Thus, a favorable brand image appeared to
significantly affect their repurchase intention.

According to these study results, we were able to reconfirm that the perceived
quality affect customer satisfaction and repurchase intention, and that customer
satisfaction is an important factor which influences repurchase intention.

More research on developing new technologies should be carried out
continuously to Improve product effectiveness in order to raise customer
satisfaction by enhancing perceived quality and brand image of scalp and hair
clinic products. Employees should be kind and caring toward customers to raise
service quality, values be provided at an appropriate price and even those beyond
that price should be offered.

We expect this study to contribute to establishing the best marketing strategy
for promoting positive brand image, enhancing customer satisfaction, and forming
an intention for repurchasing. Creating a good perceived quality and brand image
depending on the characteristics of scalp and hair clinic products could be an
ultimate goal of marketing strategies which would lead to an upward trend in

sales.

- 73 -



	제 1 장  서 론  
	제 1 절  연구의 배경 및 필요성 
	제 2 절  연구의 목적 

	제 2 장  이론적 배경  
	제 1 절  두피모발 클리닉 제품의 특징 및 종류 
	제 2 절  품질지각 
	1. 품질지각의 개념 
	2. 품질지각의 선행연구 
	3. 품질지각의 측정요인 

	제 3 절  브랜드이미지 
	1. 브랜드이미지의 개념 
	2  브랜드이미지의 구성요인 
	3. 브랜드이미지와 소비자 태도

	제 4 절  고객만족  
	1. 고객만족의 개념 
	2. 고객만족의 결정변수 및 구성요소 
	3. 고객만족의 중요성 

	제 5 절  재 구매의도  
	1. 재 구매의도의 개념 
	2. 고객 충성도 
	3. 구전효과 


	제 3 장  연구 방법 
	제 1 절  조사대상자 및 기간 
	제 2 절  설문지의 구성 
	제 3 절  연구조사 
	제 4 절  통계처리 및 분석 

	제 4 장  연구결과 및 고찰   
	제 1 절  조사대상의 일반적 특성 
	제 2 절  두피모발 클리닉 제품의 품질지각 및 브랜드이미지 차원  
	제 3 절  연구가설의 검정 결과  

	제 5 장  결   론  
	제 1 절  연구 결과 요약 
	제 2 절  연구의 한계점 및 향후 연구 방향  

	【참고문헌】  
	【부    록】  
	설문지 

	ABSTRACT


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


