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Abstract : This study aims to investigate the difference in customer commitment according to the
demographic characteristics of hair salon customers and the relational benefits of hairdressing
business that affect customer commitment. The questionnaire for empirical research was collected
from customers of hair salon in Gyeongnam, and the analysis results are as follows. First, as a
result of analyzing the difference in customer commitment according to the demographic
characteristics of hair salon customers, customer commitment was statistically high in the group of
college graduates or higher and the group of men. Second, as a result of analyzing the causal
relationship between relational benefits and customer commitment, it was found that customization
benefits, social benefits, and psychological benefits of relational benefits had a statistical effect on
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customer commitment. In particular, it was found that psychological benefits had the strongest

effect on customer commitment.

Keywords  Customer Commitment, Demographic Characteristics, Hairdressing Business, Relational

Benefits, Service Marketing
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Fig. 1. Research model.
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Table 1. The validity analysis of variables / The reliability analysis of variables

Variables Factorl Factor?2 Factor3 Factor4 Factor5 Cronbach's Alpha
Social benefits1 .850 192 216 .128 .148
Social benefits3 .839 141 274 .106 .160
Social benefits2 .809 197 317 .025 155 736
Social benefits4 .805 .229 211 120 130
Psychological benefits2 132 .823 .047 .075 107
Psychological benefits1 131 .817 229 .038 139 484
Psychological benefits3 154 .816 .256 142 .086 '
Psychological benefits4 294 77 .068 .099 .220
Customer commitment] 401 151 756 .198 .096
Customer commitment2 .353 191 7139 201 .009 968
Customer commitment3  .232 233 712 221 139 '
Customer commitment4 .394 135 652 .260 .083
Customization benefits2 .079 .044 .188 .840 129
Customization benefits3 .028 .031 278 184 233 933
Customization benefits1 .019 334 146 718 .049 '
Customization benefits4 254 -.001 .070 107 242
Economic benefits3 167 273 -.061 231 154
Economic benefits4 216 163 -.031 278 702
Economic benefits1 272 .079 153 133 .664 830
Economic benefits2 -.133 .074 447 .037 644
Eigenvalue 8.004 2.158 1.949 1.431 1.014 -
Variance 18.024  15.609 14.044 13.797 11.301 -
Cumulative Variance 18.024 33.633  47.677 61474 72776 -
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Table 2. The difference of customer commitment by demographic characteristics

Standard

Distinction Frequency Mean o E(p)/t(p)
Deviation
s Female 106 2.96 0.81 7.395
B Male 57 331 0.74 (007)
Twenty 29 2.89 0.65
- 2.041
Age Thirty 76 3.01 0.79 (133)
Over Forty 58 3.24 0.84 '
Level of High School Graduation 84 2.80 0.78 8.177
evel o ; . .
Education Junior College Graduat.10r1 24 2.80 0.65 (000)
Over College Graduation 55 3.29 0.77
Marital S Unmarred 36 2.90 0.82 2.479
artal Status Marred 127 3.13 0.79 (117)
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Table 3. The relationships between relational benefits and customer commitment

Non-standardized Standardized
Coefficient Coefficient
Model t(p) F(p) R?
Standard
B Beta
Error
(invariable) -.378 -1.058
Customization {5, 135 2.010°"
c benefits 37597
ustQmer Economic benefits .016 .010 148 . 517
commitment D holoria] (.000)
sychologica 463 488 7.214"""
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Social benefits .360 .279 4,223
T p<0.001 7T p<0.01 "p<0.05
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