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The Effect of Single Hairdresser Service Quality on
Behavioral Intention through Customer's Emotional Response
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Abstract In the current situation of social distancing due to COVID-19, the use of one-person hair salons, which
are safer than franchise hair salons, is emerging again. One-man hair salons provide personalized services at
high prices, so they can be said to be an industry that required high quality services than franchise hair salons.
Despite these characteristics, many studies on hair salon services are focused on franchise hair salons. Therefore,
this study was conducted through empirical analysis with the purpose of finding out how the service quality of
a one-man hair salon, which required high service quality, affects behavioral intention through the coexistence of
customer satisfaction and dissatisfaction. As a result of this study, it was found that the pleasure of consumers
in one-person hair salons increases the intention to revisit the most. Those pleasure showed that it is more
important to respond and empathize with consumers as well as its expertise of hair designers than the
appearance of beauty salons. Through this study, the characteristics of a one-man hair salon were examined and
significant results were found.
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Table 4. Result of Research Model
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