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Relationship Between Perceived Value, Consumer Attitudes, and
Post-Purchase Evaluations of Vietnamese Hair Salon Consumers
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Abstract: This study aimed to provide basic data for marketing strategies and entry into the Vietnamese beauty service
industry, which is becoming increasingly competitive. An online survey was conducted using Google Forms from Decem-
ber 19, 2022, to January 10, 2023, targeting men and women aged 20 or over residing in Ho Chi Minh City, Vietnam.
There were 222 men (51.6%) and 208 women (48.4%). Data analysis was performed using SPSS v21.0. The results are
as follows. First, all sub-factors of the perceived value of hair salons, including economic, social, and experiential values,
had a significant effect on consumer attitudes and post-purchase evaluations. Second, all sub-factors of consumer attitudes,
including cognitive, emotional, and behavioral attitudes , had a significant effect on post-purchase evaluations. This implies
that the higher the perceived value of hair salons among Vietnamese consumers, the better their attitudes and post-pur-
chase evaluations. Moreover, the higher the consumer attitude, the higher the post-purchase evaluation.It is hoped that
the results of this study will serve as empirical data for the entry and marketing strategies of domestic beauty service
brands in the Vietnamese beauty market, which is gaining attention as a new consumer market.
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Table 1. Validation of validity and reliability of perceived values
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ltem Component
Social value Experiential value Economic value
Employee image value .836 215 178
Indoor atmosphere(facility) value 784 179 .106
Providing high level service 733 201 246
Feeling like a special customer 204 .839 .092
Using shop makes others perceive me more favorably .166 .807 .103
Feeling like I'm the right customer .188 721 .166
Provides excellent service for the price paid 172 .060 .845
Price is reasonable .051 208 7138
Not a waste of money when using the shop 298 .085 .692
Eigen Value 2.077 2.048 1.887
Variance(%) 23.075 22.757 20.961
Accumulate varience(%) 23.075 45.832 66.793
Cronbach’s o 776 759 .693
KMO=0.800, Bartlett's test = 1197.741 (df=36, p=0.000)
Table 2. Validation of validity and reliability of consumer attitudes
Component
ltem Emotional attitude  Behavioral attitude  Cognitive attitude
Positive emotions .883 128 137
Crush 794 .096 295
New feelings 751 253 .083
Event/promotions promote purchases .092 .848 155
Shop visit plan 324 730 .087
Recommend to others .088 729 167
Shop concept features 221 154 .842
Persuasiveness of publicity 153 191 .842
Eigen Value 2.168 1.933 1.590
Variance(%) 27.096 24.160 19.881
Accumulate varience(%) 27.096 51.257 71.138
Cronbach’s a .801 718 120

KMO =0.780, Bartlett's test y*=1120.240 (df=28, p=0.000)

4.13. 3 & 7}

Tl el B % A A5 A= Table 33
2k WA 8Q1EA Aafel] oJshH KMO 72 0.7382 =4
YUERRT, Bartlett®] 784 A A3 2 =561.789(p<.00)=
APe AoR FAHYY I3E EYE Ul 8218 &
slom, A AEL 62.589%2 UeRdth 7+ skeecd
T F HIPE 62.589%F LERtTE

414, 71€5A 2 A3 B4

HES s|oj4F 0] Azbe 7|9} ARt Eix, el §
Hrte] gt 7eA 9@ S 24E AAg A
Table 49} 2t} 1A 71&5A 249439 2 4€E 7 549
[ AYAH 7P M =3.94yF 7P =A VERLAL, AREE

Table 3. Validation of validity and reliability of post-purchase
evaluations

ttem Component
Post-purchase evaluation

Overall service satisfaction .861
Continuous use 779
Top choice 776
Using it is beneficial to me 743
Eigen Value 2.504
Variance(%) 62.589
Accumulate varience(%) 62.589
Cronbach’s o .799

KMO =0.738, Bartlett’s test 3> =561.789 (df=6, p = 0.000)
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Table 4. Descriptive statistics and correlation verification

Perceived value Consumer attitude
Component M+SD Social Economic  Experiential Cognitive Emotional Behavioral P(;S;i:l;;};ise
value value value attitude attitude attitude
Social value 3.87+.815 1
Economic value 3.77+.756 4407 1
Experiential value  3.94+.773 332" 468" 1
Cognitive attitude ~ 3.75+ .862 365 447 327 1
Emotional attitude  3.93 + .801 312" 455" 344" 428" 1
Behavioral attitude  3.91 +.739 449™ 4207 4397 388" 405" 1
Post-purchase evaluation 4.03 +.679 A7 5027 4407 4397 355 4397 1
'p <001
Table 5. Effect of perceived value of a hair shop on consumer attitude
Dependent Independent Non-standardized coefficient Standardization coefficient , »
variable variable B SE B
(Constant) 1.152 234 4919 .000
Economic value 216 054 .190 3.998"" .000
Cognitive Social value 325 054 307 6.069™" .000
attitude N
Experiential value 134 .054 120 2.488 .013
R*= 246, Adj. R*=241. F=46.332"", p=.000
(Constant) 1.588 219 7261 .000
Economic value 122 .051 115 2422 016
Emotional Social value 329 050 335 6575 .000
attitude -
Experiential value 154 050 149 3.067 .002
R*= 239, Adj. R*=234. F=44.674"", p=.000
(Constant) 1.256 191 6.575 .000
Economic value 280 044 287 6347 .000
Behavioral Social value 154 044 170 3518™ 000
attitude .
Experiential value 253 .044 264 5.756 .000
R’= 316, Adj. R*=311. F=65.681"", p=.000
*p<.05, “p<.01, " p<.001
Table 6. Effect of perceived value of a hair shop on post-purchase evaluation
Dependent Independent Non-standardized coefficient Standardization coefficient . >
variable variable B S.E B
(Constant) 1.436 169 8.504 .000
Economic value 249 039 277 6379 .000
Post-purchase Social value 230 039 276 5958 000
evaluation -
Experiential value 194 .039 221 5.001 .000
R%= 368, Adj. R*=.363. F=82.509"", p=.000
*p <001
7EIPM=3.87), ZBAH TEIM=3.77) o= JEEom, A, A 7HE], AEE 7R 2R Rl sl aqld ¢
M2} Bz a9l esd A = (M =3.93), <53 Hj A HE, 244 vk, g3 Bxet FAXE folvet
_7_

T M=391), SIAH H=(M=3.75) &= Epton, A A ABAAT Jde Aoz YeERG I (p <.001), T-ul
wzjol o & Hrie Ha 4.03H 02 YeRith HArreke BAHoR fomdt A+ ARdAE e
E

e sloliF mae] Az THel shelaghd AAE b 2 ks <.001), £,

a2} BEe] al9lagd X4
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Table 7. Effect of consumer attitude on post-purchase evaluation
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Dependent ) Non-standardized coefficient  Standardization coefficient
. Independent variable t p
variable B SE B
(Constant) 1.793 177 10.133 .000
Cognitive attitude 219 037 278 5.934"" .000
Post-purchase Emotional attitude 104 040 123 2,606 009
evaluation .

Behavioral attitude 258 .043 281 6.074 .000

= 289, Adj. R2 = 284. F = 57.712", p = .000

Tp<01, 7 p<.001

=, 7784 Hx, 354 Hxs 7 & 3riel AR
frefuet G+ dEdAT e AeZ Yelthp <.001).

4153 2H2F Bi=7E ol § gl viAe 9

22 Bert ) & gGrlel miXe 9% AEe]
st T3S A Ade Table 72 ) #4914
3R] AEe 289%0)3L, 3|FA2 FAHER feojv
3 Aog BAEJTHF=57.712, p<.001). SHH
|t o] skl eA Bi=(s= 281, p< 001) A
7 EZ=(B= 278, p<.001), A ElE=(B=.123, p<.01)
2 7 F FGrkel SAHeE frovd Hhel dFS A
= Ao yepith &, S, EY sloli 249 e, <
AH, A8H H=F 2255 T F Wke BoE Ao
28 F Jrh
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[o

PFOEE AR A, BEA BTt A5TRE A
H2 ol F MERE Yata, ol 47149 HAE 34
O~

T2 olojXtks A9l Jung(2010)8] 2A1F El=7F Au
Bl #AAHI %ﬂ%‘—% &, A2 23 YRyE FHHe
2 RJANEIFE | § ST} Folitie Ao weks
7o)k}, T3 Kim & Kang(2017)8] AR|AE AH|2 A3
< B3l FHE WAL B Argo]l SHALTE AT ES
A& JrpE dsdithe et dAjske eR B AT
AFHE AAF} wep LR AR EE fieskal
7149 Haile SAEE grap] 98 LHA HEE A53
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