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Effects of Loyalty Program Values of Beauty Services on Store Loyalty through
Customer Satisfaction and Switching Barrier
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Abstract : The purposes of this study was to investigate impacts of loyalty program value on store loyalty through cus-
tomer satisfaction and switching barrier. This study suggests some basis about the direction guidance for successful store-
running marketing activities and beauty service related researches. A total of 986 usable questionnaires were obtained
from female adults of Busan. Data were analyzed by frequency analysis, correlation analysis, factor analysis using SPSS
for Window 22.0 and confirmatory factor analysis and structural equation model analysis by AMOS 22.0. The results sug-
gested that, loyalty program value benefits(hedonic benefits and utilitarian benefits) had positive effect on customer sat-
isfaction, and loyalty program value costs(hedonic costs and utilitarian costs) had oppositive effect on customer
satisfaction. The impact of hedonic benefits of the loyalty program values was the largest. Customer satisfaction and
switching barrier directly affect store loyalty. The customer satisfaction affected the store loyalty indirectly but the direct

effect was bigger.

Key words : beauty service(7]-8- 48] 2~), loyalty program value(2F €] ZZ 18] 7}X]), customer satisfaction(3L7] TH),

switching barrier(F13-3%), store loyalty( XFA =)
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o, olggt 71X Q142 ZHE Z2 o) uigh g <l
H] 3 AHE ¢ glomw 29E] TR 71X
S HE SHOR Lo FAXQ IAVKE A
27} 4tkNam, 2003; Youn, 2010). Z&#d| o|z}3
29E 2233 71x]9] Fa4) tig A F2 487lE,
HAFEH S olFoA EaL(Son, 2008; Yoo, 2010;
Youn, 2010) 7] AH]2 FofollAe] A wulst Ao}
wEha] sofu]g AH] FopollX ZEE] 223 7ol u}

2 A9 HxFAdasel A3 A Wl 259 JgH S
Wil Ade F8% onE Zietal 8 4 9tk 3,
AELS 2dE a9 X2 AzkebHA Wz Bt F
AH 5o BAA 9E5S wr)A "rk(Kang, 2011). ©]#3 L
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AP, IS0 224E HX gt As=u A
o, vE AYE JEx FH 5 JEFAEE =0T

(Hwang, 2009; Park, 2010). F=3F A nEo AggH s} 24
A2l FAE ERIFNEH 1A UF0] ESTE B E W
At AMFAAETE ZolXe A3E 7EASTH(JL, 2009). ©]
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2.1. 2HE| =28 JIx]

2HE] Z2ae)F 7|ge] ksl AlF Ee AH]Ee
A FulE 7IRke R Al AAA, AeAd 2o Al
ElHe] R AlFst] A9 FAEE =oli, UYopiMe
7199 AAEE TRk £ FHoEA B34 v &
52 W3ltH(Leenheer et al, 2007), U]& Au|2oM= HE
WHE 370] SAEE Eol7] S8 384 BAACE AR E F
A, rld 2R (mileage)?t FANE % 2B (points and stamps)
Y, FE AH]2x(coupons service) S, FHZ HA o= &
S}EIAF Mu] 2, FHoE(cafe zone; &, T, 2AF AH|Z), ©

87 (relaxing zone; HAMAEA], S5, ofdlo] FAlA), L

3}7) AH]2(valet parking service) 5-°] XE3HETH(Yoo, 2010).
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2010). 29E] =29 7kX9] F940] A7)E o]% 2YE
2oy 7] ALE 83 At 59 AH|2Y A G
5 T3k Hofol A o] Foi M TH(Nam, 2003; Son, 2008; Yoo,
2010; Youn, 2010).
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E3I9 L (Leenheer et al,, 2007), 879 EA4w2 A 9
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] Y A Yoz ERIAUTHMimouni & Volle,
2010). &, 29E] 230 il IAo] X|Zshk= 7] ™
S AYA, A W AL Avel BHEE g
el =17, 715H, AAHQ] W] FElFQl Av|eh A
H Ad84 dgoz EFEATHNam, 2003; Youn, 2010).
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Sth(Lee, 2007).

O AellA] H3Pd LAARAS S e R BRet
O™ (Han, 2010; Ji, 2009), HgHdHo]
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(Park, 2005; Rhee, 2012), 71 AH] 2ol tjs) 9H31A] 2]
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Aoz yehd A7A3x JJckByun et al, 2007).

ul-g Ay Foke] 9, 71 A wlg AulE FEA
e Ax= A% o (zEe 14, A, A1 HE
o] #ETFE 7€ HEE AIE o83 (Joung, 2010), THE
n)g Au|2 HE 29 A3l e R H [3gEe] <l
A=t 252 71E FEol g A& ol&S 73}
= A4S 7HAE AoE VERdTHLee & Lee, 2009). L2
2 g AHIE AR E v8 Au|E JEE vraat &
o) 2AslE A3 wfiol] @Al Mulavt vEAHA R
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(Choi, 2003; Park, 2010). 5457t E2 ANUTE A &4

T e HolEg JIFHEE
%, "HI" B8] "z, v FH
BAZIHe] F7 Ao gy
(Yi & Lee, 2007).

AEF =] FAE HYPATEL o] HopellA] o]Foix]
o, zo Uist Ao E=3 viAIY AFAE 23] T
AA L Utk Demoulin and Zidda(2008)2] 7 Aol A
2gE] Z2ad U5 1AL JExFAHS 4 e e
ERRoH, ST B yARG el Wt 237, viAE
H -7, 744 a9= s B2 ol9s =T 5 Utk
St AyArel ostd IANSFo] FLFE 7)Yl gt
SAEE FolA 7IQde] oS Eo|BE, ARSI ASTA
=719k e] A dEsithet 7S RO UTk(Yi &
Lee, 2007). B3k, o &k AlF} Au]2el] 53k 242 59
Al HES FAsl] sdg AFS wETsHA =H, o]y
& IANFo] ETE FHEE = wo}
ZtHByun et al., 2007).
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Table 1. Confirmatory factor analysis

AT SPSS 20.08 o]&-ate] g Q1A A E
B, NS AAISIAAL, AMOS 2008 AHE-3te] 1A
QRIEAMF AT ATRY HES el TR RE £

EE| ?LEHIW* B4 U5 2ok 0] A% 20
7} 58178 (58 9%) 30th7F 4059 (41.1%)S AAI8IIaL, o8

AEWE 2 gigkw £ o)4do] 4859 (49.2%)°2 7Y
3, oz HAEWE & tiEa Ago] 3774 (38.2%),
Sk EH0] 1249 (12.6%)22 Ve 7159 94 $5
2007HA~4005+] T Tho] 462 (46.9%)0 2 7 Bgko
], 4007HY o] Aol 2877(29.1%), 200%HY m]Tho] 2379
(24.0%)= WA FEA FEEc

§ .

o Rkl g
rlo 01r1

. =2t E
B ATo) AMgE 2R Zeay s, 2ANE, A8
Y=g AZE)] 98

Construct Factor - AVE  CR
loading value
I can happily enjoy the benefits of the loyalty program. .88 -
Hedonic I feel like I can be a smart consumer. 87 23.89 79 79
benefit I am proud that I thought a good deal. .83 23.68 ’ ’
I am fun to build your points step by step. 67 22.92
e I can save money. 78 -
1
Ugeﬁz;fn I wrote the same money, you get more value. 81 18.23 .82 91
I can make substantial use a product or service. .63 18.40
Hedonic ~ There are times when I think I did not receive the benefit, unlike the others, be upset. .86 -
. . I . 78 .95
cost There are times when I think I upset not properly utilize the accumulated points. .83 17.06
Utilitarian Many times it 1§ neces§ary to recellve a reward.. 94 -
cost Many purchase is required to receive compensation. 91 4252 78 .84
Many expenses are required to receive a reward. .89 42.78
Customer I think that the quality of the beauty shop services. .89 -
satisfaction I am satisfied with the services of the beauty shop. .86 26.99 .83 .95
I will use this beauty shop again. 74 26.52
Switching  I'm not easy to do because the results so far to change to another salon. .89 - 76 03
barrier I think if you use a different beauty shop costs seeing the damage. 78 15.62 ’ ’
I recommend to anyone that tells the beauty shop a nice place. 74 -
Store loyalty I'll be upset if you can not go further in the beauty shop. 74 21.68 .66 .87
I want to go first to the beauty shop when you try to head. .76 21.58

)(2:456‘064 (df=147, p=.000), GFI=.96, AGFI=.94, NFI=.96, CFI=.97, RMR=.02
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Table 2. Correlation coefficient analysis

Construct Hedor}ic Utilitarian Hedonic Utilitarian Cl.lstom.er Switcl.ﬁng Store
benefit benefit cost cost satisfaction barrier loyalty
Hedonic benefit 1.00
Utilitarian 47"
benefit (22)" 1.00
Hedonic -01 -08”
cost (.00) (.01) 1.00
Utilitarian ' 36" 38" 100
cost (01 (.13) (.14)
Customer 527 31 08" -04 100
satisfaction (27) (.10) oD (.00)
Switching 28" 34" 21" 23" 1" 100
barrier (.08) (.12) (.04) (.05) (.01)
Store 53" 42 -.06 01 597 26" 100
loyalty (.28) (.18) (.00) (.02) (:35) (.07)
Mean 3.55 2.64 2.90 333 3.68 3.25 343
S.D. 61 .81 77 61 61 78 69
‘:* *Square of correlation coefficient
<001
th 5] £REE FAH] A sgoleta ¥HsilaL, & SW(AVE)S 66 ooz U, A A= (CR)=
2= =Y Ze o] sl pujgte s Hlg-E of2 79 olde® UEht W= 71ES 0] USARIeEA S
T AL, 2 HEE 20 & VRE e T v B EI=E grE
THORE =EHo] 484 FEolgt Brsidlth. 29132 =Y ZF Al tsle o= A= BAE ZEEAE Gotn
g Z2 e QS dEFH 2 s FEs] 2A 7] flete] FAAATHE AT A, p<001 oM =Y
oM e &A% 2203 Fo2 Q) MikEe 2 Y Z23d) H&-S AlLlslas Qo] SadAE 2t Al
ool Add EFEE A A violet FHENe 2 UEPITHTable 2).
W, 89l4e HAS WA B2 Al g e]i Ao WIS Q] Slete] BEat FEAVER FF
Dosit S0 B 1Yo AEA vigoletn BN A WE 7 AR ASAE vlws) W, 74 ATYE] 3
ok WS QRIS 62 oIS, AFE AlE T8 At FEC] B AR 7] A AeA T 2
opgo UEht AFEE usigth TADSEALE A A2 ) T > Aok A S, A G 484 Y
L4

g
Wi #=79.27%, Cronbach'o=.87), HE7HE AR EA A=
=84.37%, Cronbach'o=.87), HEXZF Y =(HAE AW
=64.53%, Cronbach'o=.81)= T & 89
Falge 75 ool ARE Alre 81E e} =2
A dBgE B Tk

a2 Qo] FE BRES FHOE 314 29

HAS AATEAEK(Table 1). E914 82145, SA R
AR AGE 4=456.06(df=147, p=.000), GFI=.96, AGFI=

94, NFI=.96, CFI=.97, RMR=.02% Eeh} x| pgro] .05
we} Aok kg dsiths 71248 24714 2aisich. 19
U A= AR F e B AL 2 AS VRN 3
AI7171 oEtke A& 2 o 2 EA7F HA o
9e] HEr AR AYdE AT 7IES FAA SN
o] 7} AR Aol Ager 2R k=), 7t
ARFE] ek SATES] T3 QATsHFe

LES
olgeR felaA ekskor], R TN Bau

m &\ﬁ WY

4 3

7ve] AABA AFES 22(= 471V AVEE 679 5608
o, IANE} AT 1] AlFgke AAA A

F 7 350=.59°1 AVEE 699} 5602 UER} whdEel
GEES zh= Zoz Uehyit ooz B AT Algd 7+
Zke] AT AFE, JFEEE, WHEFRE HAEE
ATEF w2 7PEAS F2A F27t fleol Felskth
AR, AF7MA] 28] AEFA P5g ] S8l o
St o) ThFst B W EC] AREEY] ghou) giRE AR
A& B FA AT PSS ARSI 29 FEhy &
3} vg, A8 e v 4
AREZAL 2o F B8] off7] e FF A=
et FA A WY 58 53 2dE 29 7ol o
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