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Abstract

The purpose of this study is to investigate customer satisfaction factors that affect
customer loyalty and revisit intention, and the seven factors which comprise the
marketing mix that affects customer satisfaction. loyalty, and intention to revisit. The
purpose of the project is to propose a research model by testing the mediated effects
of customer satisfaction and loyalty using mainly factor analysis, regression analysis,
and mediation analysis. First the results showed that the marketing mix 7P factors
influence customer satisfaction were identified as service delivery process, product,
physical basis, and promotion. The factors that influence marketing mix 7P customer
loyalty were tested in the order of service delivery, physical basis, product, and
distribution. Second, the factors that affect customer loyalty were artists, service, and
prices whereas the factors that affect customer satisfaction were tested in the order
of service, artist, cosmetics, and price. Third, the factors affecting customer revisit
intention were newly derived as treatment satisfaction, professionalism, and treatment
products. Fourth, the relationship between marketing mix and customer revisit intention
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can be suggested on the basis of these findings that the effect of makeup service with

derived by analyzing the mediated effect of customer satisfaction and customer loyalty.
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SAAQ FFS vA7] flote] uo] #7t F_
SHA =9loH, ArE|gEolA A|ZHE]] ou| A= A
t|2]= 5838 247} FUth(Mehrabian,
1971). Z12jA ZHA19] Q14 oju|A & H 5= H|o]
Aol it Bl =oAL QlaL, TheFet YA, =
o, |4, 319 5 A%l we gt ov|A] A&
el AE7FS] Z2o] "aatA Ut
1990 ol & A A9, AA|Rlo] 2
Ho|aY AHAE WL, ooyt Wgasiriil
AAAFE Ho]AA AH|AT} olAl= LutsE 1 B
3t HHA gFH oz AE FA =Hook wel2d
AR71] AH|AE BotolA 27| olu|A|9 dHE
Hoboln F¥E A olgtaS ¥4staAt sk
S48 Qg Hlo]a Y AH|A AP AL A&
Hdska gk T3 o3t 55 &ollA] Hola gL
Egolu]z] $/49] Fasgt Hofz Aujglsiy, K-
HEQ Q7] &l = I AR¥EEr HekA
Act. @A Ho]a P AujAc] gk 149 et &
£ oI QAT A2 A9 YRE THEA|
7171 §Jgt FA|Fo|L A A AR ulAE o] nlH]
gt Aefolet. wlo]3 Y AH|A Aol qloiA BAA
Ao} vla 915 FEot, vAE £4E 25
ol 149 W% - 34 - AR Jut W T2
gt 4ol
HEARIOME FYg9 ae3S 9sto] uHAH
Ao gt Fo/go] R4 glom, ArdRE
o] HRE Qr}t. REXIY Hopd= Ho]aQ] AH|
20|41 9] oiAY GAs TA9) TSR - 4kl |
A= ol T2 AT YoM (Park, 2017a), 11749]
NS - FAL - AR Qo vA]= FgFo gt
A7} o] Fol & th(Park, 2017b). T F-AJH|A0] A C]
I GrEI FAHE PR]= FFo T AAE0]
o] FolFth(Lee, 2015). 121 o] AfuH]A0A 2] wp
AR Pae 149 i 9 A LA v = F
Fol AFEUAH(Yang & Jung, 2020). FEJAFIOfA
nHAY 9AE JEI A= oA HEsdAelH, &
5] mlo]2d AH|A0A 9] HiAY HALL 179 F
%34 - AE 9xg dAS A= A
S| mB|RE AElolth 1A & As SAEA
< o]gsto] Ho]ARoofA miAY YA 7P F L

49| g - 34 - AR dEo] IFE vAE F
8 9Ql7 IAUEL O] 49Ql0] A =4 - A=}
2 J=o mAE 9T BAsklen, uANRE:
ot 1AFAH =S| WEHE HHoto] AFRPL T
st sk

2 A7) daas A WA, aAnSEe 1%
A vAats AET AFRPYS =EHAL,
T A, IAAYE = HT ke
skl AAISHATt. Al WA, v 9 7P, AR
T 489, IAZAHE 1891, TAYTE A= 389
el §714Q0 BAEE B o
Hlol2g Aulx A vHAY BRE AeMoR &
Asta, Holag Aua uHAl" A9 71 2A =}
=715 71t

Il. Background

1. Marketing mix

Borden(1964Y2 0HAS WAk A% Z41 AHAoA
A9 BAg FHa7] 9 5750 Bgo Ao
o}H L} o]F McCarthy(1969)= Place(-%), Price(”7}
), Product(A|E), Promotion(FjZ21)Q1 4PZ 9]
sfod, 7190l 279] WG Eol, uiARe] BRE
95t7] YaliAs 4PE Aol WA xekote] A
Shojof qtthal 5t o] AL 4PE EFSH 7
P sh= AL 719 SAHY 1A ol gk HEH
o|qltt. 71d: A& FAlo] 12{5te] Booms and
Bitner(1981)+= HIA|Q 9] H3#-Z o|F7]|o] Aot &
9191 People(AFH), Physical evidence(&3]& <A),
Process(HM|2 RIS 271sko] oA TAg
P2 HolSt Stk WA AUREY Al Hof
(Lee, 2020), W= AJH|A FEol(Jeon, 2020) 5 T}4stH
AH| A Fofoll A upAY gA] tigt A7} o] Fo
A3 QItk. m]-8-EoF AH|A FopoflME HAYER T
d& sl vHAIB e ¥ 7SS 285t 85t
1 tHKim & Lim, 2008). @A o]FojX]| 1 Q= 1)
ojaY AH|AE TEo = Ho|ZY AulAvtE 9
St71% SHA|RL, Sfojet mlo] 2 AH|A, uRE]e}
Hlo]ZY AB|A, vldA (e} Ho]AY AH|A, B
o] HE REAHIAS §FE FHE o]FolA7|E
Elg=
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HEARIOlA nAE o] B A A5
A nw Ho|=g] Ar|a Hoko] nAY Bl 7P %
oA AF, AR, AUl AYBA, 7o 3

A& A0 2 Y Th(Park, 2017a). 3 FAH]A 2
ofe] miAI" YA TP FoA AbE, EEF 2A, AlE,
749 o= 19| whEo] kS w|A|H, 11749
9= AL EE9A 24, §69 o= dFs
UA= Ao E YERHTH(Lee, 2015). So]A H]2A Fof
o] uiAY =& 7P FolA AR, 7HA, AlE, 294
TA, A ALTAO] &0z A9 Uk JF
Ao Z YEFFTH(Yang & Jung, 2020). &
tiAte] ol A= B gt AES Sl FElAH A BeE
HAEE IZ 5= o8 E A IA 7P FoA] AJH]|
2 AgIpgo] 7P 593 9Rlo 2 FAskal Ao}
et

< "AE

2, Customer satisfaction
Oliver(1981)= 11749] qt=olgt Au|A Aol of
St g7tol, Aol gt 149 Q1A S wt
Z25}9 01, Fornell(1992)2 1749 U=E
gt SFZAIAA AB|ALL AF Al e AdEE=
F7ho] e og Holsta 9t Oliver(1997)=
9] BEE 89S PR o] B, 9 &2,
2 avl o] Bz 247

o

e, B FE, S 52 X 2R 1, A

wASE, £9171, A 5=

A, AEA, HHld 5=

olo] 7 o]5}% th(Park, 2017a).
FEARIOlA 1179] vhSof et A

]2 Aleds % F4 = A
Ao 344 H AYE ol FF= AL AR

gxot 149 34 BANN DARSEL FH)
A7t G AT LebgtehPark, 2017b). 3|5

2 Fopofl A= 1A THEL T4 JFE A=
o7 Yeigon, iES R S44E 7IHE &
Tl 245 (Lee, 2015). SojAH] 2~

A9 g FYH T AFS o
UEETH(Yang & Jung, 2020). 12|31 3170]
= AE|A0] B0l THELEE =Y

7t 714 283 9108 FA5}o]

3. Customer loyalty

Jones and Sasser(1995)= 11749] &/Jo|gt HHE-A
o= AUA AES TS, Bl 2HoHo
2 2708 F= Aol2k7 §2J5}3ict. Dick and Basu
(1994)= ARIAY A|lEof Higt 7H1AQl ofja & K
3= HEAQ BE, AraYy AES ERljA &
A, AEH] IS U= 53U 72 9 HE

M9l BE3l P5Hel HES S0z ol
IAFHES} BT ST AL 44
Q42 o8¢ NASAE] B ATE oj2oj 3

Qlth(Lee & Do, 2017).

FEAAOA a1Z9] /g0 wet A9 A4S
AWRE TE RoplA 1234ES] Q1L 1714
2 QpEgon], thg gaet Do) o] g
£ "= AoZ Yerdth(Lee, 2015; Park, 2017a;
You & Kim, 2014). T3 Au]A Fofol A 117 FA4
o AR JFL WAL A2 tehdrhim
& Lee, 2016).

fl
fijo

4. Customer revisit intention

Fishbein and Ajzen(1975)2 1139] Aol Q=g
g Wle HARE S0 Ado] tjg B0 o
A2 A5} O, Zeithaml, Berry, and Parasuraman
(1996) a17io] BRIoA M| ALY AlFS F4, Bt
Qlg Eut Aol g, 714G BEG v g A2 Jx), 2

A FH Y 9, ek 3 To= 179 AT

W Q&7 yepdtta $36kqich E3E, Canniere,
Pelsmacker, and Geuens(2010)= A5 AU AE

oo A o] & s or FASkal Stk
237 Jones and Sasser(1995)= 7]4o° Ql
SR 1 ZTAY Bt AFTALS BEIE A
we} F23513 Fac

ReAold 1A ARE oz B M
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TFE2 AHEY Ho]3 A8 FopoA= AAA
e =9 8912 7HAZ AFEAeH, AR
® Y=e uAE HA, 149w - F40] dFE
A AL2E YERgTH(Park, 2017b). 3 ojAfH]20f
A HEEH0] AE o TS vA= Ao
UEHETH(Jo, 2017). & ] AHofA= Au|AEH o]
149 AYE o] FE A= Aor YE
T}(Park & Hwang, 2020).

A7) eIl H o]Fold BHEL 93
Uhss Sgstel DAL RS Bese A%
o it 22} B AL 1A A oo
izt o]E2]Ql HiAFolA 9 gt F4S -85t
RIEL FESH, AR A=E 7P 2A 285t

295 &Isto] APAFo|A o]FofAA] et

. Methods

1. Research model and contents

o2 Aul Aol A ubAE T, MATE
T, IAEAE 9 gAgEE o] 9ko] 5}
F2 vIAL 291 AYHT, TAVEE 2 17
A= Wil EE A5 Hsh of (Fig. 1)9]
TR 29 FAE AAsAT

X

r9 o of

w9 99lg BuA w}. WA, niAE wac 1A
AE ow 7o) BAY TAVZE U AAZHE
o ufaste A LA Bt ohA, ATLEE
o} DAL o) 7he] Ao nASAES o)
wato] os) AgstaA st

2. Measuring tool

£ AT HEAYS A8stel BT ARE 5
Yot HEA YRS 712 5
%

AT =R £
ol gt or, HE #A MEAYA 109 ol 3
239 g AA 44 - AU A& - 37
299 o]y Au|AE AY3F 1AL o=z

20204 8 1YEEH 9Y 30U7FA] 27]¥7F HER|
40055 v E3}o] AAgH GHS 3 3798 YAH

olH & 0]—9-3]'0113} SPSS 21.0 =2 13- AlE-5}o]
o4 .05 7Ieo® HAASAH. SARAS AA,
‘?_]E—Er@.(frequency analysis) 0.2 AFTAFA}O] Ut
ARl E4e AHEJT =4, 82 9 A4
(factors and reliability analysis)22 MZ Q21
E2ola A4S ARt A, BEsAR
(multiple linear regression analysis)O 2 TA|® HA
} 279 VEE - FHE - AFE olwo] mlAE
A} DAVEES} 1] FHE - AR O]
X JFS EA451H . YA, Baron and Kenny

A, vHAY B, IANEE, IASHE 2 2 (1986)] oz IATEE 9 NASFEO] vy
AR Qo] 821 st} gith. A, 14 B IHEA(mediating analysis)& A5t ATEFE
TEE, IAZAHE 9 DARGE o] FFFS v Aokl
A= A" 9 A9 7PE FHA} St AR, 1 AF ATEA A EBEDS ¥FFor =43}
Ax 9 IAPGE 9xof FIFS v DAUS R, A" IAQ9ER), LANE L (258, 117

[ ][ ot |[ s J[ 7o ]
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<Fig. 1> Research model
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FREGED), LAY
A A2 ZHsct

(20172)7 Yun(2016)2]
stof &8sttt 18
IAZAHLT = Park(2017a)T} Park(2017b)9] HEE
Fzoto] 274 - BAstlon, IAE 9o &
2 Park(2017b), Jo(2017)2} Yun(2016)9] HEE
Zzxsto] =4 - B9 ¥ 8084 U AFEE A
Aoto] HFH o= AT QAL e
(maximum likelihood) ¥ 2Z1F Q@ E-g|¥l(direction
oblimin)Z AAISITE T4 F& FLo] 40 0|5} o]
Av 821 Hit Aolgt W& P gho] 45

re

ol .60 o] 2F2 AEsta] A=A
At

il
1

w3}

IV. Result and Discussion

1. General characteristics of study subjects

AFoAre) B3
sis®2 A9, &5, AHA(@H, AEolR, LA,
HE, A=, S5, A0 AH|A ] 4 79
oF Mu|A 2o] Hol BF SHRIstAtH(Table 1).

AFNIAES A 3797010 en, Au|AEty]
A 28Ae] TS SR 36.9%)0] 7 woke

ol

EAJ2 Frequency analy-

u)eto] 32 A|ASIH . ESH Cronbach’s alpha ), E5(27.7%), TJEEH(25.9%), =4 - 234
<Table 1> General characteristics of study respondents (N=379)
Variable Content Frequency % Variable Content Frequency %
Complementary
. 140 36.9 Eye makeup 152 40.1
disadvantages
; Eye mak 105 277 Complementary 93 24.5
Attention ye maxeup . Change disadvantages :
part part
Skin expression 98 25.9 Skin expression 73 19.3
Eyebrow + Cheek 36 95 Eyebrow - Cheek 61 16.1
makeup makeup
20’s 57 15 100~199 65 17.2
30’s 235 62 Income 200~299 146 38.5
Age
40°s 66 17.5 | (month) 300~399 82 21.6
50's more than 21 5.5 400 more than 86 22.7
Makeup shop 171 45.1 Artist skills 204 53.8
Wedding hall in shop 108 28.5 Select Custom makeup 163 43.0
Shape
Hair in shop 82 21.6 reason Good product 9 2.4
Freelance shop 18 4.7 Convenience 3 8
Evaluation 257 67.8 50,000 under 24 6.3
Consideration Fame 80 21.1 Cost 5~9 153 40.4
matters Price 28 74 | (1 time) 10~14 164 433
Store size and location 14 3.7 15 more than 38 10
Invitation 236 62.3 1~2 290 76.5
Select Internet 104 274 | Count 3-4 62 164
route (yearly)
Mass media 39 10.3 5 more than 27 7.1
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9.5%)9] o= EAEoH, Ar|A B2 T W}
H R9E E=313@0.1%)0] 73 gokor, S Re
(24.5%), TEEH19.3%), =4 - B3H19.1%)2
+£02 Yyt o] Ait= 149 935 gRlstil
AH|AE Stojof IAWNZEE = & &S YE
W Stk IAL MH|AE bH] Mol A4l
= Hste Hlo|AdE 7P Wol Ystal AR|AE
Hotou, AulAE B UA 7Y B2 BistE F2
2 & 799 #sk3h sids) B 22l B
2 F3P49] ¥iste] & mHota w2 4= qleng
Ho]2Y otE|AEE A& o IANA w5H9
H3lo] 7heA g EYo] X v|X= AR AR
A AA FE5] AL e Aol £& Xtk E
o e 5919 3ol Blsf w=3do] Bl=2H o] H|o]
A% ol AEQ] Ao B2 H|FE AASIEHE E
Ao H= w33 AE &8s8H "HaYd g
o] 83 AJAlgIT

AHIAE W= o] f+= ofHAE A E(53.8%)°] 7}
& WSk, B Hlo] AP 43%), 2 AlF(2.4%), |
(8% «L2 EAE o, 919 AxfoA 1L
o] Mu|Ag AT o) 7HF FAIohH=s AL ofEA
EQ AgdE & £ o, A He= HEH
Ast7] o] wolay AHAE A

o
& Ao

Aefeh off AHR7E a8 Sk AR GA
o] B7H67.8%)7F 7 Wk, 1878(21.1%), 7H4
(7.4%), THE - X (3.7%)2] =282 EAEHIAoH, A
H|A AA] AeA 2= F8QA HH(SNS 231 62.3%)
7b 7R B3, AEY(27.4%), HSEA|(10.3%)9]
£0 2 Ueigth JAE AR of 1 AR 1%
A7 AAY Bk A A9AEE 1597 FH
9] AR A2 Wy A 4 AR, SNSEE
9] F8AS Holet & 5 itk

AL 3000(62%)7F 7H WL, 40TH(17.5%), 20
t(15%), 50t °] A (5.5%)° =C &2 UEbth E 4
5.2 200~3005F ¥(38.5%)C.2 7} wWokal, 4005t
A 0]AK(22.7%), 300~400TF Y(21.6%), 100~200%F A
(17.2%)9] &0 2 Yehgt) Au|AQ] Feji mo]3
FH45.1%)°] 7P &R, AFEQA4(28.5%), 3l
o1QI4H(21.6%), ZE]FHA] o] A A4 (4.7%)9] o=
Uebgth 13] A &S H-8-2 10~155F ¥(43.3%)°]

=
7
9

yul

.‘

o —
=
™

N

F4 B9k, 5~10F (40.4%), 158 € ©]4H(10%),
STt 9 w]Rk6.3%)9] <o]u, Azk AH|A W= 315
= 1~23](76.5%)7F 7V 2kal, 3~43](16.4%), 53]
o4(7.1%)9] %07 tehgth.

2. Factors analysis of the customer revisit,
marketing mix, customer satisfaction and loyalty

A g A, IANEE 9 AT Cronbach’s
alpha g2 ©]&5to] A=4dS HAsIoH, 1A
22 orl golRAS EajolA R 89S &

1) Reliability analysis of the marketing mix,
customer satisfaction and loyalty

Cronbach’s alpha ZtO.2 ulAg HA, TS
A NASPEE] AFES FESHATHTable 2).

ulA|E 9l A9] Cronbach’s alpha Fro] .8550]11, &
2A 27(894), AFEH(863), AIE(855), 7HA(764),
BE(.795), WHZA(.803), AH]A AT (826) 2.
2 UERL, AFE 4 e ARE ERIEI 1L
A= 9] Cronbach’s alpha g}°] .9580]11, o}E]A
E(.946), SFIE(.917), AJH]A(.889), 71A(.833)C.2
AZgol ERl=glon, IASHE(935)E A=
T Qe ARE g

2) Factors and reliability analysis of the customer
revisit intention

Factors and reliability analysis® A HMHE 9|
155S EE59 tH(Table 3). KMO(.875), Bartlett
(22=3,823.568, p=.000)0]02 HFA1} QQIE A0
At w202 FAHUY. A FE3 23 1
AAYE e F 32 =EH AT

DARYE JuE BES P Edsks T
el BEow 7 aHe Ad, e Au A
3. BHRS 5o WS Yo ASuE, obela
E9) f=d, WEA, olulA 59 BEE Wk
nEAN, $& EA HPE AEET 9 55
Ut AE 59 BES Yo ALAFOR Y
Stk LARGE oJmo] HYRTFL 63.091%0] 1,

Cronbach’s alphat 9282 =2 AlF L7} YEGO
], 221E9] Cronbach’s alpha Z}o] .780~.9220]|8.2
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<Table 2> Reliability analysis of the marketing mix, customer satisfaction, and loyalty
Variable Qu Content Cronbach’s
(Cronbach’s @) ' a
Physical Interior, Treatment tools hygiene, Chair comfort, Indoor
. 8 . . . . - .894
evidence environment, Toilet hygiene, Indoor tidy, Atmosphere, Facilities
People 4 Attitude. of the a}nist or employee, Kindness, Consulting, 263
Complaint handling
Product 4 Freshness, Stylish, Latest tools, Trust goods 855
Marketi i . . . ..
ar (681;1523 X Price 3 Clear price, Fair rate, No additional charge 7164
Place 3 Parking fa.cility, Distance from house, Convenience of 705
transportation
Promotion 3 Reservation system, Customer information, Event .803
Process 4 Description 9f the procedure, After service, Problem solving, 26
Makeup advice
Artist 9 Matching proced.ur,e results,A Proff:ssional, Attr.actin:, 4 946
Expectation, Artist’s expertise, Sit, Trendy, Sincerity, Attitude
Customer Cosmetics 5 Cosmetic excellence, Recognition, Importance, Brand, Price 917
satisfaction Service 7 Service results, Latest facilities, Store atmosphere, Reserved 289
(.958) time, Complaint handling, Understanding needs, Feedback '
Price 4 M.oderation, Service preparation adequate, Satisfaction, For the 833
price Trendy
Customer loyalty (.935) 5 Customer’s recommendatiqn, Positive, Confident answer, Fixed 935
customer, Egardless of price

AE/de FESHT AAAYE o= 2] A
WO A|&UHE(48.358%), OFE]AE(8.467%), A&
AE(6.266%) 0.2 YERTE &, IR 9%
AlEttgo] g QISR E5sH 2% Ho
=t

AFY AFtoM= LAATE =e 1719 821o
Z BA3519 2 (Jo, 2017; Park, 2017b; Yun, 2016),
2 AFoA = AR A=E 3719 aRle g AlEA
EEste] AAAEE Qs ARUA EASIT

3) The effect of marketing mix on customer
satisfaction, customer loyalty and customer revisit
intention

Linear regression analysisS A A|olo] olAg HA
7F IANEL, IASHE D IAAGE 2o 1]
Ae QgL AHSATHTable 4).

AR, AAWZE=1.278<0HAG H2-942= SA

Ao g fojulebm(F=352.737"), uHAY A7t 1
ANZLE 482% AHotl = ACE B4
EA, DHFYE-1.868x01A8 23,032 57
2o foju|obm(F=310.458""), uHAY A7t 1
ASHEE 45% AEstal U= Zo= EAEY
AR, DARLE o E=1366x0}AE 1 A-1.290
BAH oz Gojuen(F=382.925"), ulAY o

o
- =

271 DAALE o2 50.3% AH5HL Y= Aog
H | =]
U - o

FEAB A Ao AATEE 9 1S4 w0
U Sk S AT APk, 2017
Yang & Jung, 2020)%} 1 ATSE 9 T ARLE 9
Lo nHAIY wA7F FF2 vXIth(Park, 2017b; Yun,
016 WEE B A7o 2HENE AN F1

At

>

oxl
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<Table 3> Factors and reliability analysis of the customer revisit intention

Factor Eigen Variance %
Factor Item 8 (Cumulative | Reliability
load value .
variance %)
High confidence in makeup .833
Provide the style you want .800
Basic good after makeup 799
Treat t .
reatmen Respect my will 786 | 7.254 48.358 922
satisfaction

Providing the expected service 175
Professional makeup .696
Complement the shortcomings 454
Artist's excellent technique 7178
Artist's expertise 178

Professionalism | Expectations for the artist 776 1.270 8.467 869

P : : (56.825) ‘

Attitudes of artists and employees .580
Artist’s image .507
Good quality cosmetics and treatment tools 760

Treatment products Cosme.tl.cs and treatment tools with high 750 940 6.266 730

recognition (63.091)

Products suitable for your skin 474

KMO=.875, 2°=3,823.568(df=105, p=.000), Cronbach’s ¢=.928

<Table 4> The effect of marketing mix on customer satisfaction, customer loyalty and customer revisit intention

: L Standardization-
Regression model Independent Non-standardization coefficient Modified
(Dependent . t F N
. variable R
variable) B SE 8
Constant -.942 237 -3.975™
Customer —— 3527377 | 482
satisfaction Marketing mix 1.278 068 695 18.781
Constant -3.032 369 -8.212™"
Customer loyalty - 310.458 450
Marketing mix 1.868 .106 .672 17.620
. Constant -1.290 243 -5.304""
Cusﬁomer. revisit - 382,925 503
Intention Marketing mix 1.366 070 710 19.568
** p<.001
4) The effect of marketing-mix on customer Multiple Linear regression analysis® TFA|& A
satisfaction, customer loyalty and customer revisit TP7F AANEE IASA L DANPTE o] n
intention A= TS B4tk (Table 5).
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<Table 5> The effect of marketing-mix on customer satisfaction, customer loyalty and customer revisit intention

Dependent Customer satisfaction Customer loyalty Customer revisit intention VIF
Independent 8 ¢ 8 ¢ 8 ¢
Constant - 1.156 - -3.297" - 1.365 -
Physical evidence 243 4736™" 129 2414 238 5303 2.579
People 134 2.606° 312 5810 .160 3.552™ 2.587
Product 273 6.827"" 258 6.199"" 273 7.808™" 1.563
Price 024 647 -.039 -1.027 -.013 -410 1315
Place -.024 -.652 -.028 -739 -.063 -1.981° 1.306
Promotion -.059 1.593 092 2.380" .009 292 1.342
Process 299 6.736™" 255 4.681"" 315 6.904™" 2.668
F 87.104™" 75.443"" 130.082™"
Modified R 615 .580 705
" p<05, ™ p<.01, ™" p<.001

SAZF VIF go] 1.306~2.668
O g3t 2L 2NE =

A, 2&¥57) TANEEQ] HARYE L BAH
oz ooun)st Aoz AAE GO H(F=87.104""), 0}
AY 9 7P7F IAVEEE 61.5% Y= Ao
2 yehygth 1AuE5o) AulA Aguby(s=299,

=6.736""), A FE(£=273, =6.827"), BE|H ZA(B
&0

=234, =4.736"""), AFE(p=.134, =2.606""")
FF= "A= 8QA0E YEgT

Ho]Z AH| A4 AATZLo] FFE 1A
utAg GA 7= AFE, A, AEIA A -‘Jré, 744
9] ol (Park, 2017a), LTIl A|F, AR, AH|A
ALy, 948 AR UYETHYun, 2016). o5
Aulao= A, EEE 2A, AlE, 7FEolH(Lee,
2015), sojArIAoA =AM, 7HE, AlE, &84
=4A, ABlA AP O R YEPETHYang & Jung,
2020). FE| Eopd AB|A0A AT T JFS
m A= BAY 9 A 7P Bolio] Qo Al &
g& 2A, A dgTAo] FFHoE JFFE v
A1 &S A T &+ o

Hlo]Z Y AH|A Fofo A Mu|A AETH,
E94 2A, Aol 1 ANFE] FFS
e 2 d4A3Y 294E AA 1

=2

r

J

21] %’__7
| Zth=
ATH(Park,

o

2017a; Yun, 2016).

, &7 AAFAHE ARFS FAH
o= vwﬂle} 202 PN o (F=75443""), u}
AQ YA TP7F IAZPEE 58.0% st AL
2 Yepgth IA4SAHE] AFH(B=312, =5.8107),
A ZE (=258, =6.199""), AH|A AL} (=255,
=4.681""), E& ZA(B=.129, =2.414"), ZZ(B
=092, =2.380")2] £02 IS mX= gQlo= 1}
ERyt}.

Ho]a AH| AN NAZTHL| FFZ
A" gA 7P A 2A, §5, ARlA dEdt
A, 7FAoln(Park, 2017a), WX A v AL Al £
A ZA, FE2E YETH(Lee, 2015). F|oj A H]A
= AHIA AT, AlE, AL E94 2A, 7HE o]
H(You & Kim, 2014). -] EofH xu|AofA 17
FAE FFE A= AR HA 7PE Aol7t ol
O, B3 A} AHA HITA o] FEHOE
ZaTE AT S

Ho]ZY] AH|A EofollA= ABlA AT &
2 ZA7L DAFAHE FFS vHTE 2= B
A9 HAAATE AAF| F1 Ach(Park, 2017a).

N, SEHF7F DARTHE Q] JARFL &
74134_% fepmet Ao A =91om(F=130.082"),
oA BA 7P7F AARE Q= F 70.5% AE ot

k=

R
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Ao Ueigth IARYE o AHA Hdgit
(B=315, =6.904""), B8] LA(=238, =5.303""),
A& (4=273, =7.808""), AFH(B=.160, =3.552"""),
84063, =1.981)9] =08 FFL wA& &
lo® uEyitt

Ho]l2g AMu|AoA LARFE oo FIS
H|2= oA"Y YA TP AHA AY, AE, Aol
w(Park, 2017b), 2|1 AE, Au|A Agrgdo=s
UERETHYun, 2016).

£ A9 HAZINE AR F12 lth(Park, 2017a;
Yun, 2016).

24 At 1ANSE, 14T 9 AR
E gro] 38Hoz AulA HIIg A&y
A, AREAH A, 24 ofE, Holayg 2ol F8
S gIsta o, AlE9] 84Ql ofg AEQ] AEL
A3 AL, Y A=, A =, AT 5 s
EE, 294 249 849 AH o], AEET 9

=, 897, MONA Lol Alge] 49l ofgrE
U A9 e, A, 45, B9 Helo Fa4E

5) The effect of customer satisfaction on
customer loyalty and customer revisit intention

Linear regression analysisZ T ZAW=L7} 14%
HE 9 TAYYE o] oA JFS 245

T}(Table 6).

IAZE=1.237 - TATEE 0871 FAHL
2 ROohm(F=762.655""), LAWZ L7 NAZHE
£ 66.8% A5t e AR YEgTth 1A
9 L=969xTAUNZL+.067 EA 02§95}
U(F=2,242.127"), TARZL 7} DANTE Q=&
85.6% Aot Qe AOE UENT

A= FEIAEA AFtolA IARS 7L 3
AEAA ol FFS vlx k= A (Park, 2017b; Yang
& Jung, 2020)2F AL Qo JFS H|ZITh
I BAE]Ql o W(Park, 2017b; Yun, 2016), ©] Y-8
2 AT FAZHE AASf F ATk

6) The effect of customer satisfaction on
customer loyalty and customer revisit intention

Multiple Linear regression analysis® T W< 4
f9lo] IAFPE 9 IANYE =] A= o
F& EA8HATH(Table 7).

SHHSo FAY A VIF gho] 2.012~3.005

2 W5EY SY4 HES US40 deat 2
o ANE U 5 AUt

a
Ao Yeth 1AFEo] ol AE(R=653, =
14.530™), AB|A(B=.181, =4.773""), 7}A(B=.105,
=2.8487)9] £02 VATMEL QolEo] JFL v
AL g9lo= Yehgrt.

<Table 6> The effect of customer satisfaction on customer loyalty and customer revisit intention

R ; 1 . Standardization-
egression mode Independent Non-standardization coefficient Modified
(Dependent . t F 5
. variable R
variable) B SE 8
Constant 871 158 -5.496""
Customer loyalty oo | 762,655 668
Customer 1237 | .045 818 27.616
satisfaction
Constant .067 .072 931
Customer revisit ok
. . 2,242.127 .856
intention Customer 969 | 020 925 47.351°"
satisfaction

*

™ p<.001
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<Table 7> The effect of customer satisfaction on customer loyalty and customer revisit intention
Dependent Customer loyalty Customer revisit intention VIF
independent B SE 8 ¢ B SE 8 P
Constant -1.036 144 -7.193™ -014 064 -218"
Artist 835 057 653 14.530™" 339 025 383 13.319" 3.005
Cosmetics .008 .049 .007 167 183 022 221 8.379™ 2.528
Service 242 051 181 4773 370 022 400 16.467"" 2.137
Price 137 .048 .105 2.848" 078 021 .087 3.681"" 2.012
F 278.614™" 814.116™
Modified R? 746 .896
T p<.05, 7 p<01, 7" p<.001
B4 A3, 349 FAHEE Mg Adof Hig o 149] GrRQl A& Adt, AlA, Wi E97], ook
9] g71Ql o] &7, AEH, Mg, 7|djof gt & Azt ETAE, E5ols)], mrwo] 71 33
&t otE]AE] digh 7|diQl HMEA, ol&d, Ed glstdt. E5h ofg| AE, PRI 719 S84
g, 44, g7t 7MY 583 ERIstth =3, A T AR A

uls gl Ak A4, W B9, ok A2, B
514, 8Fols), WSt 7hAo] R4l AU of
o] A9, 4, 74 o] A9 FRYE 25

FAHCE FosH %E}‘iEU%(F=814-116 ). a4
TEE 89150l AAATE g 89.6% A5t

_I

<

e A0 bt BARTE el A
OFE| AE(8=383, =13.319""),

=400, =16.467""),

SPAE(B=221, =8.379"), 7}A(8=.087, =3.681
o] &0 WARELE QQlE0

om byt

sk

| 9= A=

sk

)

a9

4 23 149 AR Jri AuAd et

7) The effect of customer loyalty on customer

revisit intention

Linear regression
e A= mAle TS

analysis® 1l

AT D24
X513 tH(Table ).

H X
IAFE O E=601xLHZFPE+1.3762 FA 4

o3 golatm(F=1,158.261"

PRELEL L R

WE GRS 754% AR e A0 vk

A
e vt

2020)9+ T AR o)L o JIFL n]

AAATE AN F3 At

<Table 8> The effect of customer loyalty on customer revisit intention

QTN RATEES} 1AFHE
o L(Park, 2017b; Yang & Jung,
A}
Q] 0. (Park, 2017b; Yun, 2016), o] -2

dardizati Standardization-
Regression model Independent Non-standardization coefficient ; F Modified
(Dependent variable) variable R’
B SE B
Model 1 (Customer Constant 1.376 .063 21.895 | 158.261° 54
revisit intention) | cygtomer loyalty | 601 | .018 869 340337 |

Hk

p<.001
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8) Mediating analysis of customer satisfaction
and customer loyalty

(1) Mediating effect between marketing mix of
customer satisfaction and customer revisit intention

Mediating analysisZ U}A® 2AQ} T A LR 9]
Loto] PANA AANEL o] wiZf avts HH5HA
T}(Table 9).

AGA = vpAY H27F DA o F-o%h A
o7 ZRIHALH(P<.001), A2TANA AT |
A7 DARTE oo Fofet Aog FlHIA
(p<.001), A3GA = vAE G2} T AWMZL7E 31
AALE o] Golgt RO B ATkp<.001).
A2dA 9 =Hed upAY P29 #E3F AAA
T (B=710)°0] A3HA Q] =HHF wiAE A
o] E23} AT H(p=129)Et ZA YERAT
ojAL mAY Aot TAAYE reto] TA
A IARZE = REWAa) s MEA 3%

st

o] B4 upY G| g BIIE Eold 1
AARE DARFE LS £ & AAT, oA
520 TR WoheH DATS LS that BAhE 2ol
EolXw IARTE IS o ¥ 4 Uk A2
ofugiet

(2) Mediating effect between the marketing mix
of customer loyalty and customer revisit intention

Mediating analysisZ THA|E 2AQ} T AZSA L]
A A DA E O] uf /| FIHE B4 5} THTable
10).

AGA = v AE H27F DA = oA A
oz FQIEQOoH(p<.001), A2TAA wiAY H
A7 DARYE oo FoJet Aog FlHIA
(p<.001), A3GA = vAY G2} I AF YL} 3L
AAYZ 2o Fogt Aoz FlHAThp<.001).
A2dA 9] =Hed upA" P29 w3 AAA

<Table 9> Mediating effect between marketing mix of customer satisfaction and customer revisit intention

Mediated Independent Dependent 3 ; F Modified
analysis variable variable R’
. . Cust - o
1 step Marketing mix ustomer 695 18.781 352.737 482
satisfaction
. . Cust ok ek
2 step Marketing mix ustomer 710 19.568 382.925 503
revisit intention
3 step Marketing mix 129 4883
Customer .
(Mediated Customer revisit intention e | 1,200.901 864
. . . .836 31.656
variable) satisfaction
™ p<.001

<Table 10> Mediating effect between

the marketing mix of customer loyalty and customer revisit intention

Mediated Independent Dependent 3 ; F Modified
analysis variable variable R’
1 step Marketing mix | Customer loyalty 672 17.620™" | 310.458™" 440
2 step Marketing mix | Customer revisit 710 19.568" | 382.925™" 503
ntention
3 step Marketing mix - .230 7.099""
Cust.omer. revisit _ 680.205"" 782
(Mediated variable) | Customer loyalty Intention 714 22.033

*

™ p<.001

- 98
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& F(B=710)0] A3EA S| ZHHQ vAE YA
o #Z39} A h(B=230)Ert IA e
OJAL vHAY Aot MARE O r=ote] A
A 1A ee BRI dEe AEA A4
SHAT

o] Atz AR Yol ik Bt 1AFHE
o gk B7HE 2ol woF= e dFstelor 1
APGE =g Hg= & 5 AAFEHCE

[o) elNe)

=]

(3) Mediating effect between the marketing mix
of customer satisfaction and customer loyalty

Mediating analysisZ THA|® 2 AQ} T ASA L]
FHA A TATEE O] W/ EIHE E4519cH(Table
11).

AgA =z vHAY HA7F A4S o] Fo3 A
o7 ZAHPLH(P<.001), AR2TANA AT =
A7F AAZAPES] fO Zor FAHIL
(p<.001), AB3HA = vAY G2} TAWMZLE7E 31
A5/ =o] Folet Ao=2 I ATHp<.001). A2
A9l SEHel nAY HAo #EDE AAAS
F(B=672)°] A3HA Q] =Hpd vpAE €A
BZ3} SAAG F(B=200)2 ZA e ©]
AL AY YAt UAZHE O] WA AT
Te Famladrt s Uehde: o] A¥= vt
AQ Hao] et B7ret nATS o] Y3t B
Z2o] FolF= WS dFstolof AASHEE ]
2 5 UAsS AR

o] AH|A Rofol A uHAY wi9 1S
JEete] BANA NANSZ == FEuAaTTE QL
0] WE O W (Park, 2017b), SO ]2 FofofAf

re

99

TR v} oY A7t 3 T o]
At GFL R BHHACE (Yang & Jung,
2020), o] - 2 AT AHEIE AAe Fu

AL

(4) Mediating effect between customer satisfaction
and customer revisit intention of customer loyalty

Mediating analysis2 WS QF T AR HEIE 9]
T 2t IASAH = WS E45HATHTable 12).

AMGAR IADNZLE7E IAFH Tl Folgt A
O 8 YEE Ao H(p<.001), A2TA A ALATFZE
7 IAAYE oo Fogt Aor BAFHITHp<
001), A3A A TAZE} TAZ/JET} 1A
A o] FoJet Ao = ZRIE Ark(p<.001). A
2@A19] ZgHPQ IATELE] BED JAAS
TH(B=.925)0] A3HA Q] FHW AATEL ] I
AAT H(B=649)Et A HEFLT.

o] BA9| Avte TAUZES} 1A
o] BANA TAZHES} B AT}
FA AREU[Y. o]AS 1ANZL0] o
AT gt 7S 2ol woFe
Fotojof NARHE = E R T 5
ApRREY.

==}
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=1
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o
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o o
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A

=1
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V. Conclusion

£ AT 71E oAy Auz ool @7t
ujulaE DAEE oEo) 29lg Mg £&3)
1, U 9 7P F 1Y BEE - BYT - A
£ oo JoE AL aAET TAVSE] 48

<Table 11> Mediating effect between the marketing mix of customer satisfaction and customer loyalty

Mediated Independent Dependent Modified
. . . B t F N
analysis variable variable R
1 step Marketing mix Customer 695 18781 | 352.737° 482
satisfaction
2 step Marketing mix | Customer loyalty 672 17.620™" | 310.458™" 440
3 step Marketing mix .200 5.002""
Customer loyalty .. | 4181387 688
(Mediated variable) Customer 679 16.994
satisfaction

*

™ p<.001



100 o2l A2 T ¥

7t AR Qo] Al YT

BAEGAT

<Table 12> Mediating effect between customer satisfaction and customer revisit intention of customer loyalty

Mediated Independent Dependent 3 ; F Modified
analysis variable variable R
t ok P
1 step Customer Customer loyalty 818 27.616 762.655 668
satisfaction
Cust Custi - sk
2 step us omer ustomer. 925 47351 | 2242127 856
satisfaction revisit intention
Customer wk
3 st . . .649 22.208
step satisfaction Customer 1.581.854"" 893
revisit intention ”~ T '
(Mediated variable) | Customer loyalty 338 11.555
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