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The Impact of SNS Content Characteristics of Beauty Salons on Brand Image and
Revisit Intention
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Abstract: The beauty industry is increasingly relying on SNS as key promotional and communication channels. This
study empirically examines how the qualitative characteristics of SNS content—specifically informativeness, trust-
worthiness, and interactivity—affect the brand image of beauty salons, which includes service expertise and service qual-
ity, as well as customers’ revisit intentions. A survey of 494 individuals aged 20-50, who had used beauty salon services
in the preceding six months, was conducted to collect empirical data. The data were analyzed using SPSS 21.0, employing
factor analysis, reliability tests, and multiple regression analysis to verify the proposed relationships. The findings indicate
that interactivity and informativeness significantly affect perceptions of service expertise, whereas trustworthiness, infor-
mativeness, and interactivity influence evaluations of service quality. Additionally, both service expertise and service quality
have a significant positive influence on revisit intentions. Furthermore, the characteristics of SNS content were found to directly
influence revisit behavior, suggesting that SNS content plays a dual role in shaping both brand perceptions and behavioral
intentions. Overall, the results demonstrate that SNS content serves not only as an informational resource but also as a strategic
medium for building trust and sustaining long-term customer relationships. Accordingly, beauty salon managers should ensure
accuracy and transparency in shared information, facilitate responsive two-way communication through interactive content, and
maintain consistent aesthetic quality in SNS postings to enhance brand competitiveness and foster long-term customer loyalty.
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Table 1. General characteristics of survey subjects

Frequency  Ratio

Sortation
™) (%)
Male 142 28.7
Gender
Female 352 71.3
20s 195 39.5
30s 112 22.7
Age
40s 99 20.0
50s 88 17.8
Seoul special city 168 34.0
. Gyeonggi-do 92 18.6
Residence area
Jeollabuk-do 228 46.2
Jeollanam-do 6 1.2
Student 70 14.2
Office job 77 15.6
Profession 126 25.5
. Sales/service positions 104 21.1
Occupation . .
Full-time housewife 30 6.1
Self-employment 61 12.3
Public official 25 5.1
etc 1 0.2
Less than 1 million won 48 9.7
1 million won .OI" more ~ 29 18.0
less than 2 million won
Average monthly 2 million won .OI" more ~ 133 26.9
income (students less than 3 million won
receive an il ~
3 million won .OI" more 102 206
allowance) less than 4 million won
4 million won .OI" more ~ 36 73
less than 5 million won
5 million won or more 86 17.4
Total 494 100.0
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Table 2. Dimensions of SNS content characteristicsDimensions of sns content characteristics

Factor 1

. . Factor 2 Factor 3
. . Communicati . . .
SNS content characteristics measurement items on and Information Information Commonality
. . quest faith
interaction
SNS provides an opportunity to connect with other users 0.839 0.204 0.121 0.760
You can use SNS to build rapport with others 0.838 0.240 0.059 0.763
SNS allows free communication through comments, DMs, and real-time Q&A 0.811 0.204 0.122 0.714
You can exchange beauty content information with others using SNS 0.772 0.239 0.204 0.694
SNS provides ample opportunities for communication by forming online groups and communities 0.642 0.238 0.463 0.684
Beauty content information on social media is valuable 0.153 0.806 0.137 0.692
SNS content provides me with all the beauty information I want 0.317 0.788 0.096 0.731
Beauty content information on social media is useful 0.285 0.770 0.178 0.706
I believe that social media does not provide misinformation 0.025 0.020 0.861 0.742
Information provided by SNS can be traced back to its source 0.252 0.175 0.748 0.654
Information provided by other users on social media is trustworthy 0.232 0.480 0.644 0.698
Eigenvalue 3.394 2.380 2.064
Explained variance (%) 30.854 21.638 18.762
Cumulative variance (%) 30.854 52.492 71.254
Reliability coefficient (Cronbach's alpha) 0.892 0.799 0.732
Table 3. Dimensions of a beauty shop's brand image
. . Factor 1 Factor 2 .
Beauty shop brand image measurement items Service expertise  Service quality Commonality
The practitioners at this beauty shop have reliable skills 0.822 0.286 0.757
This beauty shop is professional 0.810 0.308 0.752
This beauty shop has a talented staff (director, designers, staff, etc.) 0.799 0.263 0.707
The staff at this beauty shop are expertly knowledgeable 0.761 0.366 0.713
This beauty shop's brand is trustworthy and reliable 0.751 0.290 0.648
This beauty shop has a unique brand concept that gives it a competitive edge over other
. o . 0.173 0.880 0.805
businesses (overall interior, logo, products used, service method, etc.)
This beauty shop has a unique and original pr(.)duct 1mage (or service image) (luxury, 0226 0.840 0756
sensual atmosphere, naturalism, trendiness, etc.)

The beauty shop I use has a brand image that is different from other beauty shops 0.397 0.761 0.737
This beauty shop offers differentiated customer service compared to other beauty shops 0.405 0.713 0.672
The SNS content (photos, videos, etc.) prOVIdeq by this beauty shop is sensational in terms 0410 0.648 0.588

of design
The design of this beauty shop is visually beautiful 0.396 0.616 0.536
Eigenvalue 3.841 3.830
Explained variance (%) 34915 34.818
Cumulative variance (%) 34915 69.733
Reliability coefficient (Cronbach's alpha) 0.901 0.900

Aol FA Q14S It HollA, SNSE T TH
ufA| 7} ofet BAIA AFE A5k IR AR 7)E
SHCH(Park & Lee, 2019).

o] A3 HI~H3 7HdS BF AA|3h, SNS Fel=o] A
F &2do] B olu|R|9] k¢ A& -FE)ye 42 A

ke A0 Flskint.

b

432. SNS Fel= EX4o] HEWF AT ool wXe 9
SNS 28Iz EAo] AT e vAe d3s 245 4
FK(Table 5), Al 831 57 Fo3 H(+) ¥F & vA= A
° 2 YERTH
=, A REAA(B=0.284, p<0.001), 2124 (B=0.214, p<0.001),
AE A4 (50201, p<0.001)S ¥ AP o w2 733)slgit).
ole A § e AR Tt Duw-gH, ol A
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Table 4. The impact of SNS content characteristics on a beauty shop's brand Image

D iabl
ependent variable Independent variable (SNS

(beaut)f shop brand content characteristics) B p t Sig. R Modified R? F Sig.
image)
(Constant) 0.000 0.000 1.000
Service expertise Com?:g::é':: and 0370 0370 9.857 0.000™" 0202 0199 71512 0.000™
Information seeking 0.254 0.254 6.772 0.000™"
(Constant) 0.000 0.000 1.000
Information trust 0315 0315 8.083 0.000"™"
Service quality Information seeking 0176 0176 4528 00007 0143 0138 31334 00007

Communication and
interaction

0.111

0.111

2.858 0.004™

#5p<0.01, *+%p<0.001

Table 5. The impact of SNS content characteristics on beauty shop revisit intentions

D t variabl
ependent variable Independent variable (SNS

(intention to revisit . B s t Sig. R? Modified R? F Sig.
content characteristics)
beauty shop)
(Constant) 0.000 0.000 1.000
_ N Information seeking 0.284 0.284 7.403 0.000""
Intention to revisit . we 0.167 0.162 37.734 0.000
Information trust 0.214 0.214 5.573 0.000
Communication and interaction ~ 0.201 0201 5230 0.000™"

**%p<0.001

Table 6. The Impact of a beauty shop's brand image on intention to revisit the beauty shop

Dependent variabl .
ependelll variav'e Dependent variable (Beauty

(intention to revisit shop brand image) s t Sig. R Modified R? F Sig.
beauty shop)
(Constant) 0.000 0.000 1.000
Intention to revisit Service quality 0.530 0.530 19.015 0.000™"  0.561 0559  361.184  0.000™"
Service expertise 0.529 0.529 18.994 0.000""
#455<0.001
FuAlelde] mAe Aed foiztat BA AL R E = Z3t AxN(Table 6), F 2 BF 28 H+) AE BTk
HHE HHE E 0= olojxitks 1S ov|gitt. 53, Al=l4de] A2 EF2(B=0.530, p<0.001)z} Au]2 HAEA(B=0.529,
FEFeo] TR, Juo| He T -dide] FE AH p<0.001)& APTE =E 8A d=sion, slArge] 4
2 Ay A golog #Agde & 5 Itk olE Jo Yo R=0.561% & 0|3t}
(20202} Kim(2024)°] Aze} dxshH, A1 7|9 Zrl= & 5, A2 A A Qv F)ET AR Ale
Fol A71A FH= Aol EAAAUS AAKR 2] A, 71€d, 2FE e g g Mulas AYE o 5
webd HERF SNS Zel=E w3k Jav) opd, $7) & L3 12shH, ol#fdt FRA Qlale] & Aol g e} 4
U2 $EHAEA Hoiy Zh=E 53 Y 2 E = 5oz ojojzt} o] A= Kim(2011)2 Jang et al(2023)
sl A =2 E8-E o) gt o] AFtollA AAIT “HEAY FAe Bz 21Z)7F ATl
Ao 2 H4 7HI(SNS ez EA] >AHHE %) A P5S stk = A7t dX)gi
g=g1om, SNSe| AH EAdo] AH|A; BA FA] B AR wzbx] SNS mHAIR M= A dEwte] ofla}, Alext
o A mlZ Aeshe ATHoZ YISk A, Al Azl QA #Ae] 5 AR AR ZAE =R/
zd] s AAIE art et
433, HEAS HAlE omx|7t A o&o) nXs 9 ol SN HIFH F4] rHl”e] @714 A& = &
FEAFS] BAlE omx|7t AR xd] X 9 4 AL g Jort, A7|A AT ol HiEg AF e
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