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The effect of Hair Care Product Selection Attributes on Customer Satisfaction
and Purchase Intention

So-Hee Moon'
Dept. of Beauty Science, Kwangju Women's University, Gwangju, Korea

Abstract: This study empirically examined how hair care product selection attributes influence customer satisfaction and pur-
chase intention. Quantitative data were collected using a structured questionnaire, with PASW Statistics being used for analysis.
Prior to the main survey, two pilot test rounds were conducted to refine and validate the questionnaire items, securing their
reliability and validity. Factor and regression analyses were employed to verify the causal relationships among the variables.
Selection attributes such as functionality; price, quality, and convenience significantly affected customer satisfaction and purchase
intention. Functionality and price had a strong influence on continued use intention; quality was strongly associated with quality
satisfaction; convenience had a significant impact on repurchase intention. Consumers may evaluate hair care products using
multifaceted criteria including sensory satisfaction, ease of use, perceived price fairness, and physical product performance. This
study highlights the importance of manufacturers and the beauty industry prioritizing product functionality and quality during
development, as well as crafting marketing strategies that emphasize user experience and service satisfaction. The practical
value of this study lies in its methodological rigor through pilot testing and quantitative validation. Future studies incorporating
more detailed segmentation by age, occupation, and beauty consumption behavior may offer deeper insights and support the
development of more refined marketing and customer retention strategies for hair care products.
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Table 1. Demographic characteristics QA3 A= W] W2 (Varimax) WHS AT &, A
Category Variable Frequency N(%) AZ=E Y3t Cronbach's Alphazhs AL=3EIA Tt
Male 75(28.8)
Gender Female 185(71.2) 42.1. dlonlg A= Helddo) tik Bl A A=
A=) ‘_—1 s 070 X LFl= Tmo
Under 20s 30(11.5) QolRA Azl = 3o golo] B Z593, & Bk e
Age igz 33223 < 69.576%=Z YEFSTHTable 2). HA 220 1(26.039%)=
’ e 2 7H o E WA, 89 2(25.524%)= BE, &
50s and above 118(45.4) e - -
ol 2600100) 2 3(18.013%)y= “HJA o= WS & 2 8219 4
AR 05 oo ERt Bge) 139 slow B
(454%)°.2 7PF =A Jebskem, 40th 707 (26.9%), 30tH I, AFEE BF 09 oo R Yeh AEwedE EAVF QL
4273(16.2%), 20t 30 (11.5%) <02 Yeldth(Table 1). = AoZ YEehith
42 MEE Y ElE By 422, SLAVE) DT Y R WA AF
olgAe) A2 slejsze] A olEe mXE Jel QA 3t F ) 89lo] EEHAT, F A 49
=AHTT gL B3Rl Qs Ause] BlgA A=S 9 2 69.229%= FEFSTH(Table 3). 510 1(42.747%)y= <E2Rt
sl SQRML AASIITE. SAFFPHS FYR B, & Foz Pusklon] 802064RwE HNE 0 ¥y

Table 2. Validity and reliability verification of hair care product selection attributes

Variables Questions al:lat;ife Quality  Convenience Commonality
Hair care products help with appearance management. 789 281 312 798
Hair care products have high utility and application. 776 299 288 774
I think hair care products will help with appearance. 766 330 286 71
Featur.es and glhte}?ep:fglli;mffh;:z c;f(e) fsztdl;clts, ;lc;:hzzze;t)}: ;lrlrit the price increases depending 754 412 114 750
Price Hair care products are not expensive. 748 303 201 .692
When purchasing hair care products, the price is satisfactory. .667 AT7 227 124
I am aware of the functional impact of hair care products. .658 381 355 704
When purchasing hair care products, the price is appropriately set. .606 .550 277 746
Hair care products are effective. 315 760 201 17
Hair care products meet expectations in quality. 310 155 261 734
Hair care products are more reliable. .360 754 203 .740
Quality I do not regret purchasing hair care products. 300 743 197 .682
When purchasing hair care products, price is important. 390 726 278 756
Hair care products have excellent quality (appearance). 192 .656 .144 488
Hair care products are of high quality. 326 .604 197 510
;Zrh:}? asp:rchasing hair care products, I choose them considering the convenience of 190 152 827 43
‘When purchasing hair care products, I choose them considering the convenience of use. 281 212 815 .789
Convenience L .
There are limited places that sell hair care products. .088 295 725 .620
Hair products can be found and experienced in many places 321 .104 .698 .601
Purchasing hair products is inconvenient. .296 367 .590 570
Eigenvalues 5.208 5.105 3.603
Variance(%) 26.039 25.524 18.013
Cumulative 26.039 51.563 69.576
Cronbach’s a 948 913 .860
KMO(Kaiser-Meyer-Olkin) 948
) o Chi-Sqrare(X?) 4179.922
Bartlett configurational validation
df(p) 190(.000)
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Table 3. Validity and reliability verification of customer satisfaction
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Quality

Management

Variables Questions satisfaction satisfaction Commonality
Hair care products are safe because they are less irritating. .808 312 750
I am satisfied with the quality of hair care products' treatments (scalp packs, hair packs, etc.). .800 291 724
;pe;:; Zai::;d with the quality of hair care products' styling products (curl creams, waxes, 708 199 676
I am satisfied with the quality of hair care products' oils (hair oils and essences, oil mists, etc.). 776 325 707
Quality I am satisfied with the quality of hair care products' shampoos (scalp shampoos, hair 771 203 681
satisfaction shampoos, etc.).
I am satisfied with my decision to choose hair care products. 753 384 715
Hair care products are as satisfactory as I expected in advance. 745 337 .669
I am overall satisfied with hair care products. 739 246 .607
Using hair care dyeing-specific home care products helps maintain the color. .665 126 459
Using hair care perm-specific home care products helps maintain the perm style. .628 315 493
I am satisfied with the hair care products I purchased. 290 881 .861
Management Using hair care hair-specific home care products helps improve hair. 243 .870 816
satisfaction How to use hair care products helps manage hair. 301 .855 .821
Using home care products specifically for the scalp can help improve your scalp. 347 770 714
Eigenvalues 5.985 3.707
Variance(%) 42.747 26.482
Cumulative 42.747 69.229
Cronbach’s a .937 918
KMO(Kaiser-Meyer-Olkin) 934
_ o Chi-Sqrare(X*) 2823.046
Bartlett configurational validation
dfi(p) 91(.000)
sich & 20 QRle] ARAE= 0.7 oo R vEeRt EFA 423, ool thet B B AlEE S
o] AFE Zo% WA, VAEE 09 oJo® UE} 2184 23} 5 V)9 2le] £EHAT, F B4 49
AFzoe EA7) Qe AR vehgtt £ 75793%% UEFSTHTable 4). 281 1(46.375%)p= A|&o0]

Lo g Hyagom 2912(29417%)y= AT 2

Table 4. Validity and reliability of purchase intention

Variables Questions Cor.ltmue.d use R? purch ase Commonality
intention intention
I will speak positively about hair care products. .852 292 811
) I will continue to use hair care products even if they are somewhat expensive. .844 312 .810
Con‘tmuex‘i I will recommend hair care products to others. .843 276 787
use Itentio
I would purchase hair care products again. .820 177 704
I would choose hair care products over other beauty products. 773 353 722
I intend to continue to look at and purchase hair care products in the future. .148 883 .802
R h: . . .
ienr;:rrl:ioanse [ will recommend hair care products to my friends. .339 816 781
I am more likely to purchase hair care products over other beauty products. 392 702 .646
Eigenvalues 3.710 2.353
Variance(%) 46.375 29.417
Cumulative 46.375 75.793
Cronbach’s o
KMO(Kaiser-Meyer-Olkin) .894
, o Chi-Sqrare(X°) 1405.307
Bartlett configurational validation
df(p) 28(.000)
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Table 5. Correlation analysis

Correlation between constituents

Hair beauty product selection attributes

Customer satisfaction Purchase intention

Research unit

Function . . Quality =~ Management Continued use Repurchase
. Quality Convenience ) : . . . . . .
and price satisfaction  satisfaction intention intention
Hair beauty Function and price 1
product selection Quality 790" 1
attributes Convenience 640™" 590" 1
Customer Quality satisfaction 878" 981" 6157 1
satisfaction Management satisfaction 6737 616" 860" 640" 1
~ Continued use intention 981" 741" 6437 8177 6817 1
Purchase intention . . sk sk Hk P P sk
Repurchase intention 623 .589 931 613 811 617 1
"p<.05, "p<.01, " p<.001
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BEA A A3, Slofn| g AlE A H4, 2RSS
folw s mF fefwd 4 2
(p<001). 75 % 7HAE aAREe] & ‘{15—(1:878) Fuj o]
To] A& ROl (=981)9F =& % , A
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Tl 34 FF ME F S AARITh

m>"

4.4. 5|0j0lE MFM £Mo| DZ{EED} Foio|=of 0|X|=
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2 Fomgk Zoz BRI th(F=3199.353, p<.001)(Table 6).
SYPAPERE IUSe] FANE(5=236, p<.000), T
(5=033, p<.05), T =e] X|&]8-4 % (=807, p<000)] &
AXeR fojugt zq(+)94 FIFE A= AR YET
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=( Jo, et al, 2011; Jung & Kim, 2020) A7+EHE WS
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4430 39 Rge] dyYe 974%0]3, S FAA
12X 2|9 tHF=2387.749, p<.001)(Table
7). SHHSERE AR FATE(=1.124, p<.000), &
(=038, p<.05), TH]ES H|&o]EJE(B=199,
p<000)°l AR Fond H (9] FFS X= o=
T

}-;l 0_1_4
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Table 6. The impact of features and price on customer satisfaction and purchase intention

Dependent variable Independent variable B S.E s t P
(Constant) —-.029 .043 -.684 495
Customer Quality satisfaction 244 016 236 15.054 1000
Function and price satisfaction Management satisfaction .039 .019 .033 2.030" .043
Purchase Continued use intention 795 016 807 49,6247 .000
intention Repurchase intention .009 019 .007 455 649
R*= 990, adj R*=.980, F=3199.353, p <.001
Durbin-Watson index = 1.647
"p<.05, "p<.01, "p<.001
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7. The impact of quality on customer satisfaction and purchase intention

Dependent variable Independent variable B S.E s t P
(Constant) .033 .049 .684 495
) ) Quality satisfaction 1.150 018 1.124 62.196%** .000

) Customer satisfaction ) )
Quality Management satisfaction .044 .022 .038 2.030* .043
. . Continued use intention .194 018 .199 10.593*** .000
Purchase intention ) )
Repurchase intention -.010 .021 —.008 —455 .649
R*=987, adj R’=974, F=2387.749, p<.001
Durbin-Watson index=1.647
*p<.05, “p<.01, " p<.001

Table 8. The impact of convenience on customer satisfaction and purchase intention

Dependent variable Independent variable B S.E p t p
(Constant) .084 .078 1.079 281
Customer Quality satisfaction -.023 .029 -.028 -.794 428
Convenience satisfaction Management satisfaction 276 .035 295 8.003"" .000
. . Continued use intention .035 .029 .044 1.195 233
Purchase intention ) ) sk
Repurchase intention 671 .034 .682 19.690 .000

R’=949, adj R?=900, F=573.789, p<.001
Durbin-Watson index=1.973

*p<.05, “p<.01, " p<.001
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