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2] (Brand Trust)+= o] 7149 AFolu AlH]|
AEo] disf Wgo] A= Holth4
Aaker(1996)+= B QIZZ7} AH|ARO] upZ&o| EAfjchs B = ﬂi
TE ou|gitt4d) ol=gt AR A FujArb ol® AlE

zZ5
Art o]&A(2015BHE A
rE 1B

A9 Sk F, 1

-

gt Bxo] 7
Foll &3t £ BHEE Al EE ST 4 S 50 12}3’2}5401 l
Haito] tigk Wgo] FAEE Aoltk. AL AREE JAH == B
NAE ARl AL bkt AES Fo wER Ayte] AtEolEa
& 4 Sty 1O Aute] AbHEo] 19 ukg&ol EAfots HlE| tigh ik
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kg EAe 71EHAQ 24K SEEWADA s Dot

4 UtE50 Mayhew & Winer(1992).

46) Keller, K. L. (1993). Conceptualizing, Measuring and Managing Customer—Based Brand Equity.
jouma/ of Marketing Research, 29, 1-22.

41) okl (Q019). "Eld HERke) AlulAE o] HAlE AREodE FREC] oA A
Ao TN AL a7

48) Aaker. (1996). Building strong brands, Author of managing brand equity, New Jersey: The free
press.

49) 984, 0006, V1A 0 AR} SR Wkl miAe G, Suelidien QA A4
S=F p.7.

50) Mayhew, G. E. and R. S. Winer( 1992), "An Empirical Analysis of Internal and External
Reference Price Us ing Scanner Data,' Journal of Consumer Research, Vol.19(June), 62-70.
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ABSTRACT

The effect of Beauty Knowledge and brand Image
on customer satisfaction of hair shop visitors

No , Geum Hee

Major in Hair Design

Dept. of Beauty Art & Design
Graduate School of Arts

Hansung University

The purpose of this study is to seek for the approach on the

customers prior beauty knowledge and the plan to raise the brand image
as a plan to improve the customers’ satisfaction, by examining the effect
of the prior beauty knowledge of hair shop users and the brand image
on the customer satisfaction.
560 questionnaires were distributed to hair shop users living in Seoul and
Gyeonggi regions from September 12" to October 10th, 2018 forth
eempirical survey, and final 537 ones were used as the analysis data.The
frequency analysis, factor analysis, credibility analysis, and multiple
regression analysis were carried out by means of SPSS24.0.

The study result following study problems of this study is as follows.
As a result of conducting the frequency analysis to examine the general
characteristics of subjects, the number of female respondents was bigger.
It was revealed that their job was housewife, age more than 50, highest
level of education: in school or graduated, marital status: married, and
average monthly income more than 4 million won. It was surveyed that
they were using the brand hair shop rather than individual hair shop and
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what accounted for the biggest percentage among the hair cost
expenditure was perm.

The result of examining the prior beauty knowledge on the customer
satisfaction is as follows. First, the stronger the disposition that prior
beauty knowledge was unnecessary was, the higher the customer
satisfaction got, in other words, the positive relationship. Second, it was
revealed that the customer satisfaction was not concerned with the prior
beauty knowledge. Third, the revisit intention appeared as a positive
relationship that the stronger the disposition of not interested in prior
beauty knowledge or not feeling the necessity of prior beauty knowledge
was, the higher the revisit rate got. The less they were interested in the
prior beauty knowledge, the lower the revisit rate got, in other words,
the negative relationship.

The result of examining the effect of brand image on the customer
satisfaction is as follows. First, it was revealed that the customer
satisfaction was explained by the brand credibility and the brand price,
and the higher the disposition toward the brand credibility and brand
price was, the higher the customer satisfaction got, in other words, a
positive relationship. Second, the oral tradition intention was explained by
the brand credibility and the brand price, and it was revealed that the
higher the disposition toward the brand credibility and brand price, the
higher the oral tradition intention got, in other words, the positive
relationship. Third, it was revealed that the revisit intention was explained
by the brand credibility and the higher the disposition toward the brand
credibility was, the higher the revisit intention got, in other words, the
positive relationship.

The credibility of the brand used by the hair shop should be raised in
order to raise the customer’s revisit rate and secure the loyal customers
for hair shop through this study survey. To this end, experts with
excellent skill need to select high—quality products and provide customers
with enough information about them, and experts need to promote the
customer satisfaction by delivering more exact information to customers.

It is good that this study is used as a basic material and the brand
hair shop is gentrified but it is hoped that the awareness of individual
brand hair shops get higher depending on the customer type, and it is
hoped that the follow—up studies such as the effect of the individual
brand on the image satisfaction of customers visiting the hair shop will
be researched consistently as a way for high—class prior knowledge of
beauticians to raise the customer’s satisfaction in more various aspects.
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[Keywords] Prior beauty knowledge, brand image, hair shop, customer
satisfaction, and oral tradition intention
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